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Taylor Is New 
FC&B President; 
Cone Changes Title 


New York-Based Exec 
May Help Centralize 
Bifurcated Agency 


New York, July 19—Foote, 
Cone & Belding—eighth ranking 
agency in the U.S., with $81,000,- 
000 in billings last year—will an- 
nounce Monday the election of 
Rolland W. Taylor as president. He 
succeeds Fairfax M. Cone, who 
has been president since 1951. Mr. 
Cone’s new title will be chairman 
of the executive committee. 

In April, last year, Mr. Cone re- 
linquished all administrative du- 
ties at the agency 
full time to creative efforts. 
said other executives would as- 
sume the administrative load. Mr. 
Cone retained the title of presi- 
dent, however. In a letter an- 
nouncing the change to the agen- 
cy’s clients, Mr. Cone said: “This 
is the ultimate move in the plan I 
outlined a year ago to concen- 
trate on the agency's creative ac- 
tivities.” 

Robert F. Carney will continue 
as chairman of the agency board. 
With Mr. Cone on the executive 
committee will be Messrs. Tay!or 


and Carney and Roy Campbell, 
exec vp. Mr. Carney’s headquar- 
ters are in New York, and Mr. 


Campbell directs West Coast op- 
erations. 


® Mr. Taylor, formerly vice- 

chairman of Foote, Cone and man- 

ager of its New York office, joined 
(Continued on Page 90) 


to devote his | 
He | 


C&C Super Sues 
Ex-Ad Manager on 
Agency Kickbacks 


New York, July 19—Advertis- 
ing kickbacks which Frank B. 
Johnston Advertising says it paid 
to the wife of a client’s ad boss— 
followed by the ad director’s dis- 
missal by the client—have come 
to light as the result of a suit 
filed by C&C Super Corp. against 
Irving R. Rill. 

Mr. Rill, long time agency man, 
joined C&C Super in the fall of 
1955 as a director and vp in 
charge of sales, merchandising 
and advertising. He was dis- 
missed last December. Mr. Rill is 
one of three defendants in the 
suit, in which C&C seeks to void 
an agreement by which it pur- 
chased the Power Products Co., 
which as a Johnston Advertising 


|client, was involved in the al- 
| leged kickbacks. 

Mr. Rill, who used to be with} 
Duane Jones Co. and with Kastor, | 
|Farrell, Chesley & Clifford, and 
his wife, Bernice, also a defendant | 
in the suit, have entered general 
|denials. The Rills denied receiv- 
|ing kickbacks and said the money 
|was “payment for services.” They 
also have filed counterclaims— 
lone by Mr. Rill seeks $47,000 in 
| salary and severance pay. The 
|Rills also seek $1,500,000 for de- 
| famation and slander. 
® Listed as a defendant with the 
Rills is Joseph Newmark, who is 
Mrs. Rill’s father. Mr. Newmark, 
who was also a C&C director, 
sold the Power Products Co. to 
C&C. Mr. Newmark, like his rel- 
atives, has filed a general denial 
of the C&C allegations and seeks 
$1,414 in a counterclaim for bro- 
kerage commissions. 


Meanwhile, C&C Super Corp. | 
(Continued on Page 91) | 


House Unit Hits Cigaret Industry in 


Opening Attack on Advertising Claims 


WASHINGTON, July 
gressional investigation of cigaret 
advertising which got under way 
this week is likely to become the 
take-off point for a far-reaching 
probe into the effectiveness of all 
existing government restraints on 
promotional claims. 

A seven-man subcommittee of 
the House committee on govern- 
ment operations, under Rep. John 
Blatnik (D., Minn.), began build- 


Texaco Returns to 
TV with Special 
Irregular Series 


New York, July 19—Texas Co., 
which was one of tv's biggest 
boosters in the pioneer days, is 
returning after a year’s absence as 
sponsor of a group of irregularly 
scheduled special one-hour shows 
Each of these telecasts will be 
scheduled special one-hour color 
shows. Each of these colorcasts 
will be built around one of the 
“world’s alltime great performers.” 
Personalities associated with the 
spotlighted performer will be in- 

(Continued on Page 90) 


19—A con-/ing background for its project by 


calling in researchers during the 
past two days to report the latest 
scientific views on lung cancer, 
with particular emphasis on the 
value, if any, of filter tips as a pro- 
tection against any dangerous ele- 
ments that may be present in to- 
bacco smoke. 


® The subcommittee has been 
careful to consult experts repre- 
senting all sides of the question. 
Nevertheless, testimony taken in 
the past two days already points up 
the probability that cigaret manu- 
facturers are in for some painful 
moments. 

One highly articulate witness, 
Dr. Ernest L. Wynder, of Sloan- 
Kettering Institute, expressed con- 
fidence that smoking can be made 
safe through the use of effective 
filters and carefully selected mix- 
tures of tobacco. 

But he told the subcommittee 
that he fully concurs with recent 
Reader's Digest reports which 
show that many of today’s filter 
brands are more dangerous than 
the cigarets used before filters 
were introduced 

More than 70% of the patients 

(Continued on Page 87) 


B FULL-SIZE STICKS 


in each vie-pound package 


WHIPPED! = 


WHIPPED MARGARINE—Kraft Foods 
Co., Chicago, has expanded the 
distribution of its new Miracle 


whipped margarine product to sev- | 


en major markets. Newspapers and 

spot tv and radio are being used. 

Needham, Louis & Brorby is the 
agency. (Story on Page 8.) 


SPAPER OF MARKETING | 


| MEW! MIRACLE MARGARINE FROM KRAFT | Particularly Embarrassing’ ... 


Ogilvy Gets Complaint; 
So Do Puerto Rico’s 
Munoz-Marin, Others 


WASHINGTON, July 17—A new 
Commonwealth of Puerto Rico 
campaign utilizing socially promi- 
nent couples to promote rum has 
prompted a burst of indignation 
from representatives of the Dis- 


tilled Spirits Institute, who fear | 


| the series will break down a long- 
standing taboo on the use of wom- 
en in liquor ads (AA, July 15). 
While the institute says its rep- 
resentatives have already contact- 
ed Ogilvy, Benson & Mather, agen- 
cy for Puerto Rico, officials dis- 
closed they are by-passing the 
| agency and lodging protests direct- 
|ly with Dr. Antonio Fernas-Iserin, 
| resident commissioner of Puerto 
Rico here, and the Hon. Luis 


BBDO Denies American Tobacco Ultimatum, 
Calls ‘Digest’ Resignation ‘Our Only Course’ | zlasses are held by men, or placed 


New York, July 18—Reader's 
Digest, which billed $1,250,000 last 
year with the agency, was dropped 
abruptly as a client yesterday by 
Batten, Barton, Durst & Osborn 
because of a “conflict” with Amer- 


ne 


ican Tobacco, which billed some- 
thing like $15,000,000 last year 
with BBDO. 


Fred Thompson, advertising 
manager of the Digest, said today, 
“We don’t know exactly what hap- 
pened over there, but we are all 
very unhappy about it. Our as- 
sociation always has been pleasant 
and valuable.” 

At BBDO, a spokesman denied 
that American Tobacco put pres- 
sure on the agency to resign the 
Digest account 

William O'Donnell, vp and as- 
sistant to Charles Brower, general 
manager of BBDO, said, “We knew 


American was displeased with a 
cigaret article in the July issue of 
the Digest and with the fact that 
we placed ads promoting the 
piece.” He added, however, that 
Mr. Brower made the decision to 
resign the Digest “because this 
was the only way out.” Mr. O’Don- 
nell flatly denied a published re- 
port to the effect that American 
told the agency, “Either the Digest 
goes or we go.” 


}@ Mr. O'Donnell said an article on 
cigarets appearing in the August 
issue of the Digest “will be even 
rougher” than the July piece. 
The article in the current Digest 
is titled, “The Facts Behind Filter- 
|Tip Cigarets.” It asserts that fil- 
ters offer little health protection 
'and, in some cases, expose a smok- 
(Continued on Page 90) 


Last Minute News Flashes 
Cresta Blanca Wine Co. Names FC&B 


San Francisco, July 19—Focte, Cone & Belding has been named to 
handle advertising for Cresta Blanca Wine Co., a division of CVA 


Corp., effective immediately. J. J. 


Weiner & Associates is the former 


Rum Ads Violate Taboo 
on Women, DSI Says 


Munoz-Marin, governor of Puerto 
Rico. 

DSI concedes the ads in a hand- 
ful of major metropolitan newspa- 
pers and a select list of magazines 
are not offensive by ordinary 
| standards. But it fears any relaxa- 
tion of the ban on women, which 
goes back to 1936, will lead to 
breakdowns in self-regulation and 
provide ammunition for the mili- 
tant dry groups, which have been 
pressing for legislation to outlaw 
alcoholic beverage advertising. 


|= Conceived to make rum socially 

acceptable, with a healthy plug for 
|Puerto Rico tourism, the first ad 
of the series showed the Terrell 
Van Ingens, of New Canaan, Conn., 
jin a Puerto Rican setting. 

The text contained sophisticated 
chatter about Puerto Rico in gen- 
eral and rum in particular. 

In this and other initial ads 
| women are not displayed any more 
prominently than men, there is no 
liquor bottle visible, and the drink 


near them. 
| In its protests to Dr. Fernas- 
| Iserin and Gov. Munoz-Marin, DSI 
points out the industry has been 
agreed since 1936 that women 
should not be used in liquor ads, 
and that no ads should run in Sun- 
day dateline newspapers, in reli- 
gious publications or on radio-tv. 
The wisdom of this program has 
been borne out by the fact that 
(Continued on Page 90) 


West Coast FM 
Man, Associates 
Buy Mutual Net 


New York, July 19—RKO Tel- 
eradio Pictures is in the final ne- 
| gotiation stages for the sale of the 
|Mutual Broadcasting System to a 
group headed by Los Angeles fm 
operator Paul Roberts. 

The reported price, as bandied 
around on the streets, is approx- 


agency. The move consolidates all CVA products into one agency. _—— $2,500,000, but the likeli- 
FC&B has handled CVA's Roma wines for seven years. 


Helene Curtis Products to Move from Ludgin 


Cuicaco, July 


19—Earle Ludgin & Co. will lose its portion of the 


Helene Curtis account this fall, Apvertistnc Ace learned today. No 
successor agency has been named as yet. The Ludgin agency handles 
Spray Net, Stopette deodorant, Tweed fragrance and the Lentheric 
men’s line. Gordon Best Co. and Edward H. Weiss & Co. are the other 


Helene Curtis agencies 


Guild, Bascom Gets Breast-O’-Chicken Tuna 


San Dreco, July 19—Breast-O’-Chicken Tuna Inc. has named Guild, 
Bascom & Bonfigli, San Francisco, to handle advertising of its tuna fish, 


effective Sept. | 


is that it will amount to a 
|good deal less than that by the 
time Mutual’s liabilities, includ- 
ing spots reputedly owed to ad- 
vertisers and past station pay- 


ments due RKO’s stations, are 
taken into consideration. 
Mr. Roberts, head of United 


|FM, an fm station representative, 
|is expected to be president of Mu- 
tual under the new ownership. 
Bert Hauser, a former Mutual vp, 
who helped to bring the buyer 
and seller together, is slated to be 


The account, which bills close to $1,000,000, is now ion the network's executive staff. 
with Foote, Cone & Belding, Los Angeles. AA predicted that the ace | 


Earlier this week Mr. Roberts 


count might move two months ago when James B. Lane resigned aS| gave RKO a token check to dem- 
president of Breast-O’-Chicken (AA, May 27). 


Zippo Moves Account to Ogilvy from Ayer 


Bravrorp, Pa., July 19—Zippo Mfg. Co., maker of Zippo lighters, has |who expressed an interest in ac- 


named Ogilvy 


effective Oct. 1. N. W. Ayer & Son 


is the previous agency. 


(Additional News Flashes on Page 91) 


onstrate the “good faith” of his 
group and perhaps to help stave 
off other would-be purchasers 


Benson & Mather, New York, to handle its account, quiring the 23-year-old network 


|when they heard it was on the 
(Continued on Page 8) 
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British Toothpaste 
Makers See Ads 
Doubling Market 


Lonpon, July 17—Stimulated by 
the “sensational” growth of tooth- 
paste consumption in the U. S., 
British manufacturers have un- 
leashed a barrage of advertising, 
the like of which has not been 
seen here for years. 

Value of the British dentifrice 
market is put around $24,000,000 
annually, but the manufacturers 
think it offers scope for consider- 
able expansion. Their assumption 
appears solidly based, since on a 
per capita basis the market con- 
sumes only three tubes a year. 

The growth of consumption in 
the U.S., estimated at around 50% 
in a decade, has been traced large- 
ly to heavy advertising. British 
manufacturers are now hoping 
that intensive advertising will 
have a similar effect here. If they 
can boost British consumption to a 
rate proportionate to that in the 
U.S., they can see their market 
doubled. 


® Volume advertising has proved 


itself capable of breaking down 
British sales resistance, most late-| 


TINGLING-FRESH SR. 


tells you its doing you good! 


Top 4 Tightened Hold 
in 155 Industries; 
Lost Ground in 148 


WasHINGToNn, July 17—A flood 


of statistics on “Concentration in 
-_ 


=e | American 


IT TINGLES—A cake of ice, signifying 

that “tingling on your gums,” has 

long been prominent in Gibbs S. R. 

advertising, handled by Young & 
Rubicam. 


ly in the detergent market. And it 
is interesting to note that the lead- 
ers in the detergent field are also 
prominent in the toothpaste field 
—Unilever Ltd. and Thomas Hed- 
ley & Co. Ltd., British subsidiary 
of Procter & Gamble. 

Hedley’s Gleem, handled by 
Erwin Wasey Ltd., has been the 
pace setter in the British market 
since its launching last year. But 

(Continued on Page 92) 


Parke, Davis Shifts Ad Theme from 
‘See Your Doctor’ to Health Tie-in 


Detroit, July 17—Parke, Davis 
& Co. is incorporating a new look 
in its national advertising. While 
the change may appear slight to 
the consumer it represents a de- 
cision reached only after months 
of hard thinking. 

Beginning in July the advertis- 
ing program is being carefully 
shifted from emphasis on doctors 
and the need for consulting them 
to an institutional theme. 

“All of our ads in the foresee- 
able future will have the heading, 
‘This is what we work for at 
Parke, Davis’,” explained Ralph 
Sickles, who has been with Parke, 
Davis 37 years and has been its 
ad director since it entered the 
national ad arena 29 years ago. 

The ads will feature healthy 
children at play, with adults in 
the background. 

“This shows the end result of 
good medicine,” reasoned Mr. 
Sickles. 


s Mr. Sickles has carefully re- 
frained from product advertising 
in his copy. 

“And it always will be so, un- 
less our thinking is drastically 


jadvertising agency, 


POSITIVE ACCENT—Parke, Davis 
shifts from institutional ads for 
service (doctors’) to the promotion 
of products (health, longevity) 
with this page, which breaks in Life 
Aug. 19 and then will appear in 14 
other U. S. and Canadian periodi- 
cals. 


changed,” he hastened to add. 

Most of the company’s business 
consists of prescription products, 
and the promotion material is in- 
tended not to “interfere with the 
practice of medicine in any way.” 

“Sure, we have vitamins, as- 
pirins and even sunburn cream,” 
said Mr. Sickles, “but even these 
products are in the province of 
prescription writers.” 

With the new emphasis on 
what Parke, Davis is doing to help 
keep Americans healthy, the com- 
pany’s advertising copy will also 
adopt the new company logotype 
—Parke-Davis—rather than the 

(Continued on Page 65) 


Industry,” which be- 
came available this week, provides 
a field day for politicians and 
economists, and some useful facts 
for marketers. 

Filling more than 500 pages of a 
tightly printed 750-page book pub- 
lished by the Senate anti- 
monopoly subcommittee, the con- 
centration ratios seem to show 
that the biggest companies are 
outgrowing their competitors. On 
the other hand, on an industry-by- 
industry basis the diagnosis is not 
quite so clear. 

“Trust busters” make much of 
the fact that shipments credited 
to 50 top companies sprouted from 
17% of all manufacturing ship- 
ments in 1947 to 23% in 1954. 

Their warnings are questioned 
by others who have examined de- 
tailed breakdowns for 447 indus- 
try and more than 1,000 product 
groups. Of the 447 industries, the 
“Big Four” tightened their hold in 
155, but lost ground in 148 others. 

There are warnings, too, that 
even the rapid growth of the top 
50 may be deceptive. Some ex- 
perts claim investigation of the 
figures would show much of the 
increase is traced to defense 
spending, particularly in the air- 
craft industry, which was at high 
levels in 1954, from extremely low 
rates in 1947, and which can be 
regarded as “cyclical.” 


# Both the Census Bureau, which 
prepared the ratios, and the U. S. 
Chamber of Commerce, which is 
highly critical of them, agree that 
statistics are no better than the 
people who use them. Both have 
issued warnings that concentra- 
tion ratios are based on classifica- 
tions which must be understood 


before a particular figure is as- 
sumed to mean anything. 


Nevertheless, census officials 


U.S. Study Finds Trends to and from 
Market Dominance by Big Companies 


believe data which it provided for 
the anti-monopoly subcommittee | 
is singularly free of the statis- 
tical impurities which become the | 
basis for strife among rival schools | 
of technicians. 
Through the use of electronic | 
computers, for example, the bu- 
(Continued on Page 89) 


FTC Hits Lanolin 
Plus Commercials 
as ‘Frightening’ 


WASHINGTON, July 19—The Fed- 
eral Trade Commission charged 
today that tv commercials for Lan- 
olin Plus hair shampoo disparage 
other makes and frighten beauty- 
conscious young girls. 

In a complaint against Lanolin 
Plus Inc., Chicago, the commis- 
sion objected to statements which 
it said falsely represent that de- 
tergent shampoos will burn the 
hair of the users. 

FTC’s complaint was aimed at a 
commercial which starts with a 
model washing her hair, and look- 
ing up, startled, at the words, 
“Stop—don’t burn your hair . 
with harsh detergent shampoos.” 
Also challenged is a sequence 
where the model scoops up a 
handful of suds and looks at it 
puzzled, while the announcer ex- 
plains that detergent shampoos 
strip the hair of “vital, natural 
oils ... leave it dry ... brittle . 
dead looking ... hard to manage.” 


® FTC said detergent shampoos 
will not burn the hair of beauty 
conscious young girls or the hair 
of any other individual. 

Under FTC procedure, text of 
the complaint will now be re- 
ferred to the Federal Communi- 
cations Commission. Stations car- 
rying the commercials may even- 
tually get a letter from FCC re- 
porting that the commercial is 
being questioned by FTC. Lano- 
lin Plus has 30 days in which to 
reply to FTC charges. A hearing 
has been tentatively set for Sept. 
11 in Washington. # 


Enloe Paper Hits Bread, Circuses for Docs; 
Tells How Agency Let ‘em Eat Lobsters 


New York, July 16—Cortez F. 
Enloe Inc., New York ethical drug 


has_ started 
publication of a house organ, and 
the first issue warns the pharma- 
ceutical industry that its promo- 
tional activities may be rubbing 
doctors the wrong way. 

Reporting on the recent annual 
meeting of the American Medical 
Assn. (AA, June 17), the “Enloe 
Reporter” said commercial exhibi- 
tors were indulging increasingly in 
the “giveaway,” believing that they 
have “to give the doctor a gadget 
or otherwise entertain him.” 

The report continued: 


“The accent was on winning the |interest in modern drug research | 


ment of medical men, the “Enloe 
Reporter” notes that one of the 


(Continued on Page 84) 


Medical Ad 
Riddle: Ethics vs. 
Public Interest 


New YorK, July 16—Medical 
advertisers are faced with perplex- 
ing new problems because public 


to direct a course in medical ad- 
vertising and promotion at New 
York University. He was also for- 
merly a consultant on medical ad- | 
vertising to Benton & Bowles and 
J. Walter Thompson Co. 

“The money, materials and as- 
sistance that make modern medical 
research possible come from the 
active interest of investors, who 
are the ones who supply needed 
capital,” Dr. Reichert said. “The 
investment market reflects this in- 
terest. Wall St. watches every ru- 
mor of new medical developments. 


s “So, since big drug manufactur- 
ers, like other big companies, are 
accountable to their stockholders, | 
and since these very stockholders 
are patients of doctors, a new area | 
of responsibility and interest has 


HARRY L. SWAN has been named 

manager of the advertising depart- 

ment of the Mercury division of 

Ford Motor Co. He has been with 

the Ford division ad department 
for the past five years. 


Mail Rate Bill 
May Get Companion 


Pay Hike Provision 


WASHINGTON, July 18—The 
deadlock over postal rate increase 
legislation was upset this week as 
House members. prepared to 
steamroller through a postal pay 
hike which may force the rate is- 
sue to the floor of both houses 


-| before this session ends. 


With the House sure to pass the 
pay bill Monday, adding a mini- 
mum of $250,000,000 to the Post 
Office Department’s expenses, 
there are predictions that a com- 
bination pay-rate bill eventually 
will go to the White House. 

The administration’s $531,000,- 
000 rate bill already has been ap- 
proved by the House post office 
committee, but it has been pi- 
geonholed in the House rules 
committee for more than a month, 
as a result of a sitdown strike by 
Rep. Tom Murray (D., Tenn.), the 
committee chairman. 


® Officially Rep. Murray has had 
nothing to say about the reasons 
for inaction after the enthusiastic 
send-off he originally gave the 
rate bill. Associates say, however, 
he is retaliating because of pres- 
sure used by the administration 
to force a civil rights bill through 
the House. 

The Senate post office commit- 
tee also is reported anxious to 
approve a postal pay bill. Some 
observers believe the move to 
draft a combination pay-and-rate 
bill will be made in the Senate, 
assuming that the debate over 
civil rights ends soon enough to 
permit handling of other legisla- 
tion. 


= Meanwhile, the debate over 
sort-it-yourself mail service for 
holders of bulk second and third 
class permits continues, with 
mailer groups filing their objec- 
tions with the Post Office Depart- 
ment. 

A formal brief filed this week 


|by Associated Third Class Mail 


Users says the Oct. 1 deadline 
tentatively set by the Post Office 
Department for a new regulation 
requiring muilers to separate bulk 


doctor's good will—at least that|i. forcing changes in trditional | come into existence to threaten the | shipments according to local car- 
| seemed to be the intention—rather | thical concepts of medica] com- 


than on informing him of product 
development or selling him on the 
merit of particular specialties.” 

The Enloe agency questions 
“whether this is taking full advan- 
tage of the unusual opportunity 
afforded by having 19,469 custom- 
ers under one roof.” 


® The house organ goes on to say 
that ethical drug makers can make 
best use of a medical convention 
by dispensing “useful information.” 
It warns companies that seek to 
entertain the doctor that “the 
physician will end up thinking of 


munication. 

Some of the more pressing prob- 
lems were outlined in an interview 
with ADVERTISING 
AcE by Dr. Phil- 
ip Reichert, on 
his retirement as 
vp and director 
of the profession- 
al division of Do- 
herty, Clifford, 

Steers & Shen- 
field. 

Despite his 
nominal retire- 


ment, Dr. Reich- (. Philip Reichert 


the company in the same way we/ert will continue 


all regard a ‘soft touch.’ ” 


Documenting further the resent-| agency, and he a) 


to act as medica] «: i1sultant to the 


will continue 


| traditional concept of medical | 
| ethics. | 

“Chas. Pfizer has met the dilem- 
|ma,” Dr. Reichert pointed out, “by | 
publishing its annual stockholders 
|report as a magazine advertising | 
|supplement in Sunday newspapers. 
Recently Squibb was forced to 
send out a news release on a new 
anti-cancer substance to insure ac- 
curate reports, and _ thereafter 


(Continued on Page 66) 


Greenberg Joins Antell 

Dr. Arthur Greenberg, formerly 
research director of Sidney Hol- 
lander Associates, has joined 
Charles Antell Inc., Baltimore, as 


rier zone is tantamount to a death 
warrant for countless third class 
users. 

As a substitute the association 
proposes a carefully planned pub- 
lic relations campaign to stimu- 
ate the use of zone designations 
by the public, plus cooperative ef- 
forts by bulk mailers to zone their 
material to the fullest extent pos- 
sible. 


® Pointing out that many mailers 
rely on telephone books and di- 
rectories for their lists, the asso- 
ciation said one of the best chanc- 
es of progress depends on the 
willingness of directory publish- 
ers to carry zone numbers in ad- 


director of marketing research. 


dition to other information. # 
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Medium Agency 
Can Tailor Its 


Campaigns: Okie 


Mathes Head Sees 
Agency’s Billings Above 
$20,000,000 in 1957 


New York, July 18—This is 
the year that J. M. Mathes Inc. is 
going to break through the $20,- 
000,000 billings ceiling, according 
to William T. Okie, president. 

“Our billings will be somewhere 
between $20,000,000 and $21,000,- 
000 when we close the books at 
the end of the year,” said Ted 
Okie in an interview today. 


Exline 
CLEVELAND ADMEN—Newly elected 


Porter 


line Co., 


tising Club for 1957-58 are Philip W. Porter, Cleveland Plai. Deal- 
er, president; Robert W. Dailey, McCann-Erickson, vp; Charles 
Farran, Griswold-Eshleman, vp; William Paul Exline, William Ex- 


More Ad Spending Set 
to Offset ‘56 Net Loss 
Despite Gain in Sales 


& % New York, July 18—A shakeup 
Ss affecting both management and its 
“ ; | advertising agencies has been com- 

: pleted by the B. T. Babbitt Co., 
| which last year suffered a net loss 
of $520,612. 

|. The company has named Dona- 

|hue & Coe to handle all its prod- 

|ucts except Glim, which now goes 
|to Doyle Dane Bernbach Inc. For 

Donahue & Coe, the Bab-O pack- 

age should total $2,000,000 in bill- 

ings. Glim spends about $500,000. 


Farran 


Dailey 


officers of the Clevela lver- 


treasurer. 


Mr. Okie became president of 
the shop in May, 
1956, when Jim 
Mathes moved to 
the board chair- 
man’s desk. Mr. 
Mathes died of a 
heart attack 
April 28, °57, at 
the age of 68. 

Nophysical 
changes have 
been made at the 
Mathes agency 
since the chairman died. Mr. 
Mathes’ private office is empty, 
looking just as it did before he the wrens kind.” 
died. But Mr. Okie is planning to|""))\" Pay a wéieet tutte en 
move into that office shortly. D E: sl Dieieter’s Inctitaten ter 
“We've been waiting till Mr.| wc ae - ween 

. ‘ , . | Motivational Research. 

Mathes family had time to take his The July-August issue of “Mo- 
personal things home,” he said. tivations,” $100-a-year organ of 
the institute, carries a seven-page 
® But there have been other!jjjustrated article documenting 


changes, or the beginning of |this lack of “real, unadulterated 
changes. “Either because of size or | sex” and urging admen to “put 


the variety of problems,” said Mr. | libido back into advertising.” 
Okie, “there has started a move| The report says that a recent 
to give account people and depart- | 
ment heads more autonomy. After | cials and 200 print ads “proved 
an agency reaches a certain size,|convincingly that the sex situa- 
you can’t have too much centrali-| tion on Advertising Row is ex- 
zation. It’s their show to run.” \tremely tame. In this tremendous 
In line with this, Mr. Okie went output there was not one single 
on, the agency is now operating ad which would have deserved to 
(Continued on Page 89) be classified as genuinely ‘sexy’ 
in the true psychological sense of 


Ads Called Important "* “°"*" 

s Charging that most of today’s 
Income Source for Se ee 
Business Groups 


healthy libidinal relationship be- 
tween man and woman,” the re- 
WASHINGTON, July 16—A_ new/| Port goes on to say: 
survey of sources of trade associ-| “We are fast becoming a society 
ation financing just published by |0f sedate bourgeoisie where we 
the American Society of Associa-|make every possible effort to 
tion Executives shows that sub- transform the fundamental bio- 
scriptions and advertising in asso- | logical urge, and its infinite dy- 
ciation publications have become |®@mic ramifications in the human 
major revenue sources for many | $0ul, into a mild, polite ‘civilized’ 
groups, accounting for as much as|*OFe. 
57% of the income of some asso- Passion’ is a bad word; we 
ciations. . 
The survey is one of the most able; we recommend ‘affection’ or 
detailed ever made of trade asso- 
ciation budgets, and was carried | 
out, ASAE said, because of the} 
lack of comprehensive informa- 
tion in this field. A total of 361 as- | 
sociations in manufacturing, dis- 
tribution, service and professional 
fields participated, with the tab- 
ulations handled by Ernst & Ernst, 
accountants. 
Dues still provide the most im- 
portant source of income for vir- 
tually all associations, although 
the percentage varied widely. In 
the retail field and among profes- 
sional associations the average 
percentage of income traced to| 
dues was only 45%, ranging as 
low as 11.3% for at least one re- 
tail association and 24.2% for one 
professional society. 


Motivationist Blames 
Ads for Six ‘Insipid 
Sex Stereotypes’ 


William T. Oakie 


Croton-on-Hupson, July 16— 
“The trouble with American ad- 
vertising is that it hasn’t enough 
sex and that the little it has is of 


s For 108 associations which pro- 
vided detailed breakdowns of their 
sources of income, dues provided 
55% of revenue. Among the other 
sources of revenue, income from 
subscriptions and advertising rep- 


(Continued on Page 92) 


LIBIDO TURNS INWARD—“The drink 

she favors is not an expensive one. 

But look at her body, at her 

clothes! Her figure is that of an 

adolescent boy!” says Dichter of 
this Pepsi-Cola ad. 


Restore Libido to Over-Sublimated 
Ads and Sell More, 


study of 100 television commer- | 


—| Agencies believed to have 
pitched for the business included 
Emil Mogul Co.; Maxon Inc.; 
Doherty, Clifford, Steers & Shen- 
field, and Al Paul Lefton Co. 
Dancer-Fitzgerald-Sample re- 
portedly resigned Bab-O, Tidy 
bowl cleaner and Cameo porcelain 
cleanser because of conflicts with 
| Procter & Gamble products. Max- 


Says Dichter 


‘companionship.’ And we are so 
afraid of feminine flesh that we 


| have enthroned ~ , the national }on has been the agency on Cameo 
ideal the flat-c potas, angular | copper cleaner, while Cohen & 
a of immature adolescent | ajeshire (until recently Harry B. 
models. 


Cohen Advertising) had Glim and 
Am-O instant powdered ammonia. 
The $2,000,000 addition to Don- 


“Whenever an actress appears 
lon the scene—a Jane Russell or a 


|Gina Lollobrigida, whom nature avea 
' & boo: 
| has endowed with a greater abun- anus Coe billings sts_that 


; 7 agency to the rate of $34,000,000 
jdenco—e ceaeen shudder fumsign 1957,On Jem. i, 0, GOO 


from coast to coast, as Americans) consolidated Arthur Grossman Ad- 
| discover, partly in amazement and | 


| partly in indignation, that there | 


np a thing as a feminine Hackers to Lose 
$10,000 in Agency 


“Advertising, over-anxious not 
to offend taboos, leans backward 
Move (Plus Tips?) 
New York, July 17—Doherty, 


in denying that desire, flesh and 
sexual imagination have survived 
in the era of consumerism.” 
| Clifford, Steers & Shenfield has 
|s “Motivations” finds that mod-| moved from the Empire State Bldg. 
ern advertising has sublimated to sixth floor offices in a new 
sex “by insipid and meaningless building at 530 Fifth Ave., ten 
substitutions.” It breaks down the | blocks away. 
“sex stereotypes” in advertising as| The new quarters are 40% larger 
follows: and 20% more expensive per 
1. The co-worker: “Husband and square foot. But President William 
wife can never be lovers. The E. Steers said the new location will 
moment the ‘I do’ rings out in the|save transportation costs and also 
church, its breath extinguishes the | time. 
white flame of carnal passions.| DCS&S started business in the 
From now on, bride and groom|Empire State Bldg. in June, 1944, 
|are condemned forever to worry-| with 30 employes and a couple of 
ing about the insurance, curing| million in billings. Today there 
their colds, buying refrigerators,|/are 22 clients, 30 product assign- 


prefer ‘romance.’ ‘Lust’ is despic- | 


doing chores around the house. . . 

“In this spirit, a beer ad shows 
ja couple—the wife mixing the 
|salad while the husband, seated 
on the floor with his pants pro- 
tected by an apron, cleans the 
vegetables. Said one respondent, 
when asked what the scene re- 
| minded her of: ‘A girls’ school.’ ... 
“Democracy and the feminist 
|movement have made man and 
| woman equal. Advertising went 
one step further; it has made them 
identical.” 

2. Narcissism: “Advertising has 


bred a race called professional 
models. It enjoined them to ap- 
pear transfigured, dreamy, ec- 
Static, simply because they are 


wearing a certain fur coat or 
bracelet, because they use a cer- 
tain lipstick. .. 


“By the very psychological na- | 
ture of this process, these girls, | 
with their facial expressions, pos- 
tures and gestures, have come to 


express one thing: The enhanced) 
pleasure they take in their own) 
bodies through the us: of products | 
in question. They communicate | 
only with their own selves; in| 
other words, they are in love with | 
themselves. This is sex too, of| 
course, but of a particularly wrong | 
kind.” 
3. The medical appeal: The larg- 
est number of “sex” ads are found 
“in the vast outpouring of body 
care ads, beauty products, deodor- 
ants and so on ... An unhealthy | 
(Continued on Page 26) | 


| 


ments, 155 employes and estimated 
billings of $17,500,000. Agency 
ownership is divided among 25 
employes, none of whom owns as 
much as 20%. 


® The agency said that its pre- 
move taxi bill had been running at 
the rate of some $13,000 annually. 
It estimated that in its new quar- 
ters farther uptown, taxi fares will 
come to a mere $3,000 a year—an 
annual saving, the agency pointed 
out, of $10,000. + 


‘Babbitt Realigns Marketing Setup, 
Names Donahue & Coe, Doyle Dane 


vertising, Chicago, a move D&C 
said added $5,000,000 to its billing. 
The agency billed $27,100,000 last 
ear. 

- Equally important, the Babbitt 
acquisition puts the agency—which 
in the 1940s had the bulk of its 
billings concentrated in the movie 
field—solidly into the big time 
package goods picture. 


= First public indication of Bab- 
bitt unrest carne July 1, when Co- 
hen Advertising announced it 
planned to resign Glim liquid de- 
tergent and Am-O at a date “con- 
(Continued on Page 76) 


Medical Group Says 
Tranquilizers Can 
Have Upsetting Effect 


Cuicaco, July 18—Some tran- 
quilizers apparently have adverse 
side effects on some users. 

That’s the word from the coun- 
cil on drugs of the American Med- 
ical Assn., reporting in the July 
20 issue of the Journal of the 
American Medical Assn. The coun- 
cil report said that with wide- 
spread use it has become apparent 
that the tranquilizer meprobamate 
(Miltown, Equanil) is capable of 
producing “a wide variety of side 
effects and untoward reactions.” 

This is despite the fact that the 
drug’s introduction two years ago 
was based on the assumption that 
large doses of the drug could be 
used with practically no ill effects. 

The report stated that hypersen- 
sitivity reactions, ineluding skin 
rashes, itching, shaking chills and 
fever, have occurred often enough 
to indicate these are relatively fre- 
quent complications. 


s There is also evidence that the 
tranquilizers may be habit-form- 
ing, the article said. Instances of 
withdrawal symptems were noted 
when the drug was discontinued 
after long use. 

Several reports of acute mepro- 
bamate intoxication from delib- 
erate overdoses were noted in the 
report. None of these suicide at- 
tempts were successful, but 
“alarming” central nervous system 
symptoms have occurred, includ- 
ing coma and shock. 

The drug council said its report 
is intended to encourage doctors to 
use discretion in prescribing the 
drug. + 


‘TV Guide’ Boosts Esmonde 
Laurence G. Esmonde has been 
appointed manager of TV Guide’s 
Indiana edition, with headquar- 
ters in Indianapolis. He has been 
a manager trainee with the mag- 


azine’s Philadelphia edition. 


ce 


— ee 


PROPER PREMIUM—Hudson Pulp & Paper Corp. is offering copies of 

Amy Vanderbilt's “Complete Book of Etiquette” for $1.50 in a self- 

liquidating premium offer with its new line of dinner napkins. The 

napkins will be advertised in Sunday supplements. Norman, Craig 
& Kummel, New York, is handling. 
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Gumbinner Gets 
Manischewitz Wine 
$1,500,000 Account 


New York, July 18—Monarch 
Wine Co., which has been pressing 
for a “radically changed advertis- 
ing concept and media strategy” 
for its Manischewitz wine, is mov- 
ing its $1,500,000 account from 
Emil Mogul Co. to Lawrence C. 
Gumbinner Advertising. 

The account leaves Mogul Aug. 7 
and Gumbinner takes over in Sep- 
tember, with Sumner Wyman, 
merchandising director, acting as 
account executive. 


® According to a staff memoran- 
dum by Emil Mogul, “differences 
in advertising philosophy and 
strategy arose recently. 

“We just could not go along 
wholeheartedly with new policies 
that might not bring credit to the 
agency, even though it satisfied the 
client’s wishes. It boiled down to 


a very simple proposition—either 
we capitulated completely and did 
what the client wanted us to do, 
and endorsed it as right, or we 
voiced our objections as forcefully 
as we could. We chose the latter 
course.” 


® Mr. Mogul also pointed out that 
Manischewitz wine sales “are now 
about 40% higher than they were 
when we acquired it about four 
years ago” even though “the ad- 
vertising budget remained constant 
in the entire period, during which 
many markets were added, new 
products introduced and media rate 
increases experienced.” 

None of the Monarch Wine ex- 
ecutives could be reached by AA 
for comment since the company is 
now on vacation, including Nort 
Wyner, sales and advertising di- 
rector, who joined Monarch a year 
ago from Emil Mogul where he was 
account executive on the Monarch 
account. 


® According to trade sources, the 


“policy difference se in the 
past two months e account 
shift was made s'! “over the 
transom” with Mo proffering 


ner and no 
xing solici- 


the account to Gu 
competing agencic 
tations. 


It also is believ: it the ac- 
count shift presag: . emphasis 
on print media fo: narch, since 
until now Manisch z advertis- 
ing has been about {0° in broad- 


casting media—and ‘ic Gumbinner 
agency is noted primarily for its 
print campaigns. = 


Canadian TV Sales Drop 

Canadian producers’ sales of tv 
sets in the first four months of 
1957 totaled 126,593 units, a de- 
crease of 23.9% from \.e same per- 
iod last year when 166,253 units 
were sold. Reaching their peak in 
1955, tv sales are now settling to a 
normal pace of replacement, in- 
dustry leaders say. Meantime, ra- 
dio sales are increasing at about an 
8% rise from the same period last 
year. 


a 
ea 


SPONSORSHIP 
OF PROGRAMS 
Like "Dr. Hudson's 
Secret Journal”, 
“Whirlybirds", etc. 


FIRST FULL 
_ COVERAGE OF 


SOUTHERN 
NEW ENGLAND 


Le we. ++ 


HARTFORD, 


: AVAILABLE 
THIS 


gommmimess ‘ 
_ ALL IN PRIME 
VIEWING TIME 


Full-length movies at 
7:30 and 10:15 nightly, 
plus top-rated 
syndicated films. 


PAPER yan 


®, 


MPU BP 


-- 
FOR DETAILS 


Call Irwin Cowper, 
WTIC-TV 
General Sales Manager, 
or your nearest 


Harrington, 
Righter, & Parsons man. 
Cos nar: 


4 


Ber oor -* 


WTIC-TV 


CONNECTICUT 


§ \ 
FULL MINUTES | 
| INTOP MOVIES 
5 Like “African Queen", | 
: “Moulin Rouge”, ete, | 


rage in bid to double sales ............ Page 2 
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Highlights of This Week's Issue 


British toothpaste makers unleash ad ot 


Anheuser-Busch negotiations to buy Jacob 
Ruppert fizzle 


Big companies do or don't dominate their / All sides of cigaret-lung cancer contro- 


markets, depending on how you read 
new statistical study by U. S. govern- 
eae ee ae Page 2 
Lanolin Plus tv commercials “frighten 


beauty-conscious girls,” FTC says Page 2 


Postal pay raise bill may get to House 
floor before current session ends Page 2 | 


Parke, Davis shifts its ad themes Seem | 
your doctor” to institutional 


Ethical drug agency hits “giveaway” pro- 
motions to doctors Page 2 


Medical advertisers face riddle, as public 
interest in medicine forces changes in 
concept of medical ethics, Dr. Reichert 
says 


J. M. Mathes Inc.’s president sees agen- 
crashing 


cy ee barrier in 
1957 . Page 3 


Ads in association publications have be- 
come major source of income to group, 
study shows 


American ads lack sex, or have the 
wrong kind, Dr. Dichter says ...Page 3 


BR. T. Babbitt changes marketing setup, 
names new agencies 


Some tranquilizers can have side effects, 
AMA JOUFMAl] BBYB orcccceccccecccsecessscosses Page 3) 


Doherty, Clifford, Steers & Shenfield 
says its move to Empire State Bldg. will 
save it $10,000 a year in taxi bilis Page 3 


Kroger assigns its $6,000,000 account to the 
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Campbell-Mithun also gets Chuckles ac- 
ee Page 6) 
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proving methods  ..................0.KPage 16 
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85,804,000 bbis., 
says 


General Electric withholds comment till | 
after inquest on five-year-old Chicago | 
boy electrocuted by faulty tv set Page 22 


“Brewers Almanac” | 


versy are probed in new book by Eric 
Northrup 


Getting money for expansion is big- 
gest problem U. S. publishers have 
in getting Dvilei iake committee re- 
ports .. J e Page 32 


| Direct selling pays off in good times or 
bad, Felix Wolsky, head of Martin Ad- 
vertising Agency, says 


Blair-TV unveils 


presentation 
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hard-hitting spot 
to firm up soft mar- 
Page 40 
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W. here at Anderson & 


appropriate description 
because we devote an in 


man and giving service t 
Mills, Union Carbide’s 
In between time, Tom 
Tea, Eaton Stationery, 


not phone Tom Vohs at 
all about it. 


selves as a shirt sleeves agency. We think it’s an 


coordinating merchandising, retail store promo- 
tions and product publicity with our clients’ 
national advertising programs. Second, because 
every man in our shop from the Board Chairman 
down, works daily at the job of being an advertising 


Executive Vice President, is a good case in point. 
In addition to his administrative duties, he spear- 
heads the contact on such accounts as Greenwood 


facturing Co. and S. Augstein’s Sacony brands. 


Creative Plans Boards” for products as diversified 
as Julius Wile and Odalisque perfume, White Rose 


and Holland Bulbs. If this sort of concentration 
on the main issue sounds interesting to you, why 


Cairns often refer to our- 


for two reasons: first, 
ordinate amount of time 


o clients. Tom Vohs, our 


Dynel, Chatham Manu- 


sits on “Strategy and 


Eberhard Faber Pencils 


MU 8-5800 and ask him 


ANDERSON & 


130 East 59th Street 


ADVERTISING 


CAIRNS, INC. 


New York 22, N.Y. 
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AVERAGE NET PAID COPIES PER ISSUE 


Effective with the January, 1958 issue, the advertising rates 
of Reader’s Digest wtll be based on an average net paid circulation 
of 11,500,000 copies. This figure represents 


e The largest net paid circulation in the 
history of magazine publishing 


% e Nearly twice the circulation of any other 
if magazine in the United States 


e The greatest circulation growth, from the 


highest base, ever made by any magazine 
in One year 


. People have faith 1n 


}Reader’s Digest 
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Westinghouse Appoints Lynch 

Joseph P. Lynch, formerly su- 
pervisor of advertising and sales 
promotion for the Eclipse machine 
division of Bendix Aviation Corp., 
has been appointed advertising 
staff representative for the elec- 
tronic tube division of Westing- 
house Electric Corp., Elmira, N. Y. 


Wilder to Stanley Hardware 
Samuel B. Wilder has been 
named manager of sales promo- 


tion and merchandising of Stanley: 


Hardware, division of Stanley 
Works, New Britain, Conn. He 
previously was advertising and 
sales promotion manager of Sar- 
gent & Co., New Haven, Conn. 


‘Union-Bulletin’ Boosts Dixon 

Dale A. Dixon has been named 
national advertising manager and 
assistant to the general manager 
of the Union-Bulletin, Walla Wal- 
la, Wash. He had been in the 
display advertising department of 
the newspaper. 


Campbell-Ewald, 
Campbell-Mithun 
Get Kroger Account 


CINCINNATI, July 18—Advertis- 
ing of the Kroger Co., retail food 
chain with stores in 21 states, has 
|been placed with Campbell-Mith- 
jun Ine. and Campbell-Ewald Co., 
}effective Oct. 7. 

The appointment covers all types 
of advertising, including newspa- 
pers, radio and television. The bulk 
of the Kroger account currently 
is handled by Ralph H. Jones Co., 
Cincinnati, and is estimated to 
total something near $6,000,000 in 
total billing. 

The split between the two agen- 
cies is about equal, with the excep- 
tion of the manufacturing division, 
which goes to Campbell-Mithun. 
This agency, which will handle the 
account out of its Chicago office, 
will be responsible for all Kroger- 
manufactured products, and for 


the retail operating divisions in 


Atlanta, Cincinnati. |) 


Rock, Louisville, \\.mphis, Nash- 


iyton, Little 


Co., which has been handling its | 
advertising direct since it uncer-| 
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ville, Roanoke, Wic!iita, St. Louis,/emoniously announced its depar-| 7 


Kansas City, and «arbondale. It 
has been handling the St. Louis 
division on an _ experimental 
basis for about a year. 


® The operating divisions assigned 
to Campbell-Ewald Co., Detroit, 
embrace the northern tier of 
states: Charleston, Chicago, Cleve- 
land, Detroit, Ft. Wayne, Grand 
Rapids, Indianapolis, Madison, 
Peoria and Toledo. 

Although much of the Kroger 
business is not commissionable, 
commissions and fees will report- 
edly give each of the two agencies 
the equivalent of between $2,000,- 
000 and $3,000,000 in billing on the 
account. 


CAMPBELL-MITHUN ADDS TO 
STAFF; GETS CHUCKLES 
Cuicaco, July 19—The Chicago 
office of Campbell-Mithun today 
was appointed to handle advertis- 
ing of Chuckles by Fred W. Amend 


ture from Earl Ludgin & Co. last 
November by writing a letter of 
severance to ADVERTISING AGE. 

The agency also announced ex-| 
pansion of its quarters and the| 
addition of three new people to its 
staff, as well as a reorganization in| 
the American Dairy Assn. account| 
group. 

On the newly secured Kroger ac- 
count, Robert Blegen has been 
transferred from the Minneapolis| 
office of the agency as account 
supervisor. Working with him as 
account executiv will be Frank 
Stull, Bill Stanton and Tom Crews 
of the Chicago office, and Duane 
Knops and Sam Earp, who are 
moving to Chicago from Minnea- 
polis. 


# On the American Dairy Assn. 
account, William C. Lyddan, vp 
and marketing director of the 
agency, has been named account 
supervisor, with Harry Johnson as 


QUICKEST WAY TO ALL THE FUN 


(Reading time: 6 miles) 


Notice the change in vacation habits? People 
are going farther and getting there faster. 


Advertising for United Air Lines, our client 
for 19 years, tells them how. Invites them to 
start their loafing aloft, in cozy seats with 
superlative meals and friendly service. Shows 
them how swiftly they can be whisked to 
vacation spots—from the Atlantic to Hawaii— 
aboard the DC-7, nation’s fastest airliner. 


Again this year, more vacationists than ever 
are using United to hurry toward the fun. 
Some of them, as a matter of fact, are six 
whole miles closer now than they were when 


you started reading this. 


N.W. AYER & SON, INC. 


Philadelphia - New York + Chicago + 


Detroit 


San Francisco + Hollywood + Boston + Honolulu 


| radio-tyv 


Alex Rogers 


associate supervisor. Andrew S. 
Quale, formerly new product ad- 
vertising manager of Kraft Foods 
Co., has joined C-M as account 
executive for merchandising on 
the American Dairy account, and 
Alex Rogers, for 15 years adver- 
tising manager of Libby, McNeill 
& Libby, will serve as account 
executive for advertising. 

In addition, William W. Hoerter, 
formerly with McCann-Erickson, 


Andrew Quale Wm. W. Hoerter 


has joined Campbell-Mithun as 
account executive on the Red 
Heart division of John Morrell & 
Co., working with Perry Brand, vp 
and account supervisor. + 

Petry Appoints Four 

to West Coast Posts 

Edward Petry & Co., New York, 
station representative, 
has made four appointments in 
its West Coast offices. Bill Lari- 
mer, formerly on the tv sales 
staff, has been appointed man- 
ager of the Los Angeles office 
and head of tv sales, and Garry 
Hollihan, who has been assisting 
in radio in that office, has been 
named head of radio sales. 

Lloyd McGovern, formerly 
manager of radio in San Fran- 
cisco, replaces Ned Smith as of- 
fice manager there. George Le- 
dell, formerly in tv sales in Los 


Angeles, takes over as tv sales 
|}head in San Francisco. Chet Mat- 
|son, formerly in charge of the Los 
|Angeles office, is retiring from 
|the company. Mr. Smith is taking 
a sales post with a tv station. 


New R.O.P. Color Report Out 
The seventh annual edition of 
the “Lake Shore Report on News- 
paper ROP Color Requirements” 
has been published by Lake Shore 
Electrotype division of Electrogra- 
phic Corp., 1124 W. Van Buren St., 
Chicago. In contains rates and in- 
sertion data on all r.o.p. news- 
papers in the country, plus 
| recommendations to agencies and 
jengravers for handling r.o.p. col- 
lor material. Copies are available 
without charge from the company. 


Acquires Velvet Peanut 
Sunshine Biscuits, New York, 
has purchased Velvet Peanut Prod- 
ucts Inc., Detroit, maker of pea- 
nut butter, potato chips and oth- 
er snack items. It will be operated 
as a Sunshine division. Paul Zuck- 
erman, Velvet president, has been 
elected vp of the parent company. 


‘Lite’ Advances Colt 

Charles Colt has been promoted 
to merchandising manager of the 
international editions of Life. He 
joined Life International last year 
as an assistant in advertising pro- 
motion. 
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The 
International 


Set 


Here is a look at the plush world where 


Elsa Maxwell presides at $100,000 yacht 


parties, lords drive their Ferraris in the 


Grand Prix ... and all retreat to sip a 
Negroni at Doney’s. It’s a bit like the 
country a little girl named Alice once 
discovered, where it takes all the running 
you can do to stay in the same place. 


Except for the month of August, that is. 


COSMOPOLITAN Ea 


ae 
ies ...edited in depth to create attitudes 74. no delay 


advertisers so 
leerd this nth 


, - A HEARST MAGAZINE 
i =) 
57th Street and 8th Avenue, New York 19 + COlumbus 5-7300 


By one of America’s great magazine publishers. Also publishers of GOOD HOUSEKEEPING + HARPER'S BAZAAR + HOUSE 
BEAUTIFUL * SPORTS AFIELD * TOWN & COUNTRY * BRIDE AND HOME * MOTOR + MOTOR BOATING + AMERICAN DRUGGIST 
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West Coast FM 


Man, Associates 
Buy Mutual Net 


(Continued from Page 1) 
block. 

An announcement on the sale 
had been expected—or hoped for 
—today, but the negotiations were 
slowed in the final stages as law- 
yers and _ auditors ploughed 
through the fine print in stacks 
of books and records covering the 
network’s agreements with its ad- 
vertisers and affiliates. 

Mr. Roberts would not reveal 
the names of the other principals 
in his purchasing group until the 
contract was signed. However, 
former FCC Commissioner Frieda 
B. Hennock is said to be associ- 
ated with the purchasing group 
in some way. 

The new owners plan to keep 
the Mutual name. But it’s too 
soon to say what changes, if any, 
they expect to make in the net- 
work’s structure and general op- 
erating procedures. 


s Unlike the other networks, Mu- 
tual owns no stations, though its 
parent company, through RKO’s 
General Teleradio division, owns 
stations in New York, Boston, Los 
Angeles, San Francisco and Mem- 
phis and has a Washington am sta- 
tion purchase tied up in the courts. 

Thomas F. O'Neil, president of 
RKO Teleradio and chairman of 
Mutual, did not sell General Tele- 
radio’s six radio and four tv sta- 
tions or its two regional networks, 
Yankee and Don Lee. He sold only 
Mutual. Which means that the 
Roberts’ group bought the radio 
network’s good will, its name and 
its advertising (nearly 17 hours 
weekly) and affiliation (411) con- 
tracts. 


s In recent months Mutual has 
been moving further away from 
the traditional network setup and 
toward a program service type op- 
eration that would provide music 
and news to pad a station’s local 
schedule. At the end there was 
only a handful of people left to 
conduct the affairs of what used to 
call itself the “world’s largest net- 
work.” 

Before he finally decided to sell 
his shrunken network, Mr. O’Neil 
had cut the staff down to 63 peo- 
ple. John B. Poor, president of 
Mutual since the spring of 1956, 
has presided over the decline of the 


down to 411 signed contracts. But 
more important than the numerical 
decline from the standpoint of try- 
ing to sell time to a national adver- 
tiser, the chain is now without an 
affiliate in a number of key cities. 
These blank spots in the network 
include Hot Springs, Ark.; Jack- 
sonville; Ft. Wayne; South Bend; 
Ft. Dodge, Ia.; Harlan, Ky.; Battle 
Creek, Mich.; Columbia, Hatties- 
burg and Meridian, Miss.; Kansas 
City and Springfield, Mo.; Bis- 
marck, N. D.; Columbus, O.; Okla- 
homa City; Spartanburg, S. C.; 
Sioux Falls, S. D.; Lubbock, Tex., 
and Green Bay and La Crosse, 
Wis., among others, and the Roch- 
ester, N. Y., affiliate reportedly 
will not renew. 


s Within the last year more than 
140 stations have left Mutual. 40 
markets were lost in this epidemic 
of exits, but the network also 
gained 17 new ones in the June 
contract switch-overs, including a 
Milwaukee outlet for the first time 
in the chain’s history. In addition 
to the 411 stations, which signed 
the new contract, 69 others are 
carrying the service without con- 
tracts. 

Business on the books at Mu- 
tual when last tabulated by AA 
(July 8) included schedules for 
nine “old” advertisers not count- 
ing three hours of sponsored re- 
ligious broadcasts on Sundays and 
nine “new” sponsors signed since 
the music and news format became 
effective. Next to religious groups, 
Kraft Foods, Miles Labs. and 
Quaker State Oil Refining Corp. 
are the biggest spenders on the 
network. 


® The Mutual Broadcasting Sys- 
tem started in September, 1934, 
when WOR, then in Newark, now 
in New York; WGN, Chicago; 
WLW, Cincinnati, and WXYZ, 
Detroit, were linked together for 
programming services. WGN’s 
W. E. MacFarlane was the first 
president, and his best program 
was the “Lone Ranger.” 

By January, 1936 the network 
had grown to seven stations with 
the addition, through a program 


exchange pact, of WBAL, Balti- 
more; WCAE, Pittsburgh, and 
WFIL, Philadelphia. Later that 


same year the Don Lee Network, 
in California, and New England’s 
Colonial Network joined the MBS 
family. 

The number of affiliates had 
climbed past the 200 mark by the 
time Mutual got its first paid 
president—Miller McClintock, ex- 
ecutive director of the Adver- 
tising Council, who took over in 
January, 1943. He was followed by 


network, but the top decision mak- 
er was Mr. O'Neil. 


s Last year the head of General 
Tire & Rubber Co., which owns 
RKO Teleradio Pictures, 
stockholders that Mutual was los- 
ing money at the rate of $1,000,000 
a year. The network’s bill for 
AT&T line charges reportedly 
comes to more than $1,000,000 an- 
nually. 

Sources within the industry at- 
tribute Mutual’s troubles to three 
major factors: 
4 network at a time when network 
radio was hard to sell, (2) while 
the other networks were spending 
heavily in money, talent and ef- 
fort to get the industry back on 


the track, Mr. O’Neil began a| 


retrenchment that finally left 
nothing but a skeleton of the old 
Mutual and (3) extreme station 
restlessness. 


ws This latter headache has not 
been confined to MBS. The other 
networks also have had their share 
of this kind of pains as key affili- 
ates drop out to go independent, 
but Mutual has been the hardest 
hit. At one time the network's 


sprawling family numbered nearly 
600 stations; after the June 2 mu- 
sic 


and news switchover it was 


told 


(1) It was the No. | 


Edgar Kobak, who moved into the 
|top spot at the network in Janu- 
jary, 1945, and started a drive to 
jmake the network the “world’s 
largest.” 


® Mr. Kobak strengthened the 
program structure with the addi- 
jtion of shows like “Queen for a 
|Day,” “Superman,” “Meet the 
Press” and a raft of commenta- 
tors. The network also became es- 
tablished as the place to turn for 
the World Series. 

There was another change at 
the top in May, 1949, with Frank 
| White, former CBS Records exe- 
cutive, assuming the presidency. 

General Tire & Rubber Co., 
whose vp, Thomas F. O’Neil, later 
was to take over the key role at 
Mutual, zoomed into the picture 
jin the 1940s with the purchase of 
the Colonial Network, which later 
evolved to become the Yankee 
Network. 

A few years later the company 
| acquired control of Don Lee. Still 
jlater, General Tire bought WOR 
and WOR-TV, New York, which 
gave the tire maker a controlling 
interest in the station-owned net. 


® Mr. O'Neil took over as MES 
chairman in 1951. A year later he 
became president as well. + 
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NEW BREAKFAST TRICKS—General Mills is using color pages in the 
Chicago Daily News and Chicago Tribune to advertise new ways to 
eat its dry cereal products. 


General Mills Pushes 
New Cereal Ideas 


in Chicago Dailies 


Cuicaco, July 18—General Mills 
has embarked upon a “brave new 
breakfast” promotion here to sug- 
gest new combinations of foods to 
eat with its dry cereal products. 

The test campaign broke last 
week with a color page in the roto 
section of the Chicago Daily News 
for chocolate milk and Sugar Jets. 
General Mills will follow with a 
color page for Trix with apple 
sauce and milk July 21 in the Chi- 
cago Tribune’s Sunday magazine 
section. 

Tatham-Laird Inc., which is 
handling the campaign, told ADVER- 
TISING AGE that six other combina- 
tions for cereals will be tested in 
future months, and only in this 
city. The only medium definitely 
set is newspapers, with all ads 
slated to date in the News and 
Tribune. 

“This is the first time a cereal 
company has given top-flight ex- 
posure to new ways to eat dry 
cereals,” the agency told AA. “We 
are looking for the combination 
that will help us_ sell more 
cereal.” + 


FCC Stands Ground 


way its thinks it should. 

Noting that Rep. Emanuel Celler 
(D., N.Y.), chairman of the judici- 
ary committee, has demanded that 
FCC turn toll tv over to Congress, 


Advertising Age, July 22, 1957 


Kraft Pushes New 
Whipped Margarine 


in Seven Markets 


(Picture on Page 1) 

Cuicaco, July 17—Kraft Foods 
Co. has expanded the distribution 
of a new whipped margarine prod- 
uct, Miracle margarine, into seven 
major markets in the South and 
Southwest. 

Newspapers, spot television and 
spot radio will be used to push the 
product. National distribution will 
be obtained as soon as production 
facilities are increased. No nation- 
al advertising plans have been 
formulated. Needham, Louis & 
Brorby, which already has two 
other Kraft margarine products, 
Kraft De Luxe and Parkay, is the 
agency. 

Miracle margarine has _ been 
test marketed for the past three 
months in Denver and Houston. 
Newspapers and spot radio and tv 
were used. Excellent results were 
reported, Kraft said. 


Rep. Frank Chelf (D., Ky.) said, 


which are diametrically opposed 
to his.” 


® Last week Rep. Celler had writ- 
ten FCC Chairman John Doerfer 
that a public test of toll tv would 
be a calculated risk which might 
undermine existing tv service. He 
contended FCC ought to get in- 
structions from Congress before 
letting toll tv go any further. 

In reply to this, Rep. Chelf ex- 
claimed, “Since when has it be- 
come a calculated risk to give 
the people of the U.S. the right to 
decide whether a commodity is 
good or bad? 

“If pay-as-you-see television is 
good, then the people will demand 
it; if it is bad, nobody could give 
it to them.” 

Rep. Chelf said he has studied 
the problem and he is convinced 
FCC has full power to approve toll 
tv if it wants to. “At this 
hour,” he said, “do not allow any- 
body, no matter what position he 
may hold in or out of government, 
to attempt either to pressure or 
to intimidate you. # 


on Toll TV in Face 
of Congress Pressure 


eral Communications Commission 
today stood its ground in the face 
of demands that it turn the toll tv 
problem over to Congress. 

Chairman John C. Doerfer wrote 
Rep. Emanuel Celler (D., N. Y.), 
chairman of the House judiciary 
committee, that the Communica- 
tions Act specifically requires the 
commission to consider new uses 
for radio frequencies. He said ac- 
tions taken so far on the long- 
standing pay tv proposal “have 
not been precipitate,” but repre- 
sent a careful endeavor to examine 
the questions of law, fact and pol- 
icy which have been raised. 

Rep. Celler is among the power- 
ful congressmen who have warned 
that any test of tol! tv would rep- 
resent a calculated risk and should 


not be undertaken without con- 
gressional instructions. 
Chairman Doerfer said Congress 


has a right to reach the conclusion 
that the use of rajio frequencies 
for subscription ty should be pro- 
hibited. However, in the absence 
of congressional action, the com- 
mission has a duty to make dispo- 
sition of the pending petitions, he 
said. 


heels of a congressional tug-of- 
war over toll tv which developed 
this week, with a member of the 
House judiciary committee telling 
the Federal Communications Com- 
mission to ignore congressional 


pressure and handle the matter the 


® The exchange followed on the| 


|pointed manager of the Los Ange- 
\les office of Townsend, Millsap & 


Smith has been with the company 
since 1954. 


Departments at Burne 


Cuicaco, July 18—Draper Dan- 
iels has been named vp in charge 
of creative departments of Leo 
Burnett Co. He was formerly vp 
in charge of copy. In his new post 
he will be in charge of the agency’s 
art, television film and copy de- 
partments. 

Mr. Daniels succeeds Andrew 
Armstrong, 
paint and teach. 


# Mr. Daniels joined Leo Burnett 
in August, 1954. He was named vp 
in charge of the copy department 


| 


“I want to register my own views, | 


iate | 


Smith Joins Townsend, Millsap 
Arthur E. Smith has been ap- 


who has retired to} 


® Because of the whipping process, 
a 50% greater volume is gained 
| per lb. package, Kraft said. Instead 
of the usual four sticks found in 
|margarine packages, the Miracle 
| package contains six sticks. 
The new product will sell for 
4¢ to 5¢ more than regular mar- 
garines, which include Parkay. 
This means that Miracle will sell 
for about 35¢ per lb., as compared 
with about 30¢ for Parkay, and 
40¢ for Kraft De Luxe, the com- 
pany’s premium-priced margarine. 
Kraft is believed to be the first 
large national company to market 
a whipped margarine product. + 


poe 


| St. George Joins Gumbinner 

Florence St. George, for four 
years a copy and account execu- 
tive with Norman, Craig & Kum- 
mel, has joined Lawrence C. 
Gumbinner Advertising Agency, 
New York, as an account execu- 
tive. Accounts she will supervise 
include Bourjois Inc. (Evening in 
Paris perfume), replacing Muriel 
Hahn, who has retired. 


‘Farm Journal’ Boosts Rates 
Farm Journal, Philadelphia, will 
increase ad rates by slightly less 
than 6% for most advertisers with 
its February, 1958, issue. The b&w 
| Page rate will become $11,130 for 


WasuincTon, July 19—The Fed-|Co., publishers’ representative. Mr.|the national circulation, up from 


| $10,500. The circulation guarantee 
remains unchanged at 3,400,000. 


Draper Daniels Named Head of Creative 


ttas Armstrong Retires 


& 
= 
& 


| 


Andrew Armstrong 


and a member of the plans super- 
|visory committee on Jan. 1, 1956. 
Last Jan. 1 he was elected to the 
board of directors. 

| He was vp in charge of copy and 
chairman of the plans board at 
Young & Rubicam, Chicago, before 
joining Burnett. Prior to that he 
had been a copywriter and super- 
visor at Young & Rubicam, Kenyon 
& Eckhardt and McCann-Erickson, 
all in New York. He started in 
business as a salesman for Vick 
Chemical Co. in 1935. = 
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the exciting 
language of 
engineers at work 


You say it, “Sigma-sub e”. 
It’s engineering shorthand for a material's strength and 
staying power. A design engineer uses it when he’s choosing the 
material best for a certain application. The search for the ex- 


actly right material is a challenging, exciting part of almost You can always look to 
every designing job. 

In selecting the right material, design engineers depend more 
on MACHINE DESIGN than on any other source of information. 

Since January, 1956, when MACHINE DesiGN increased the for outstanding readership 
number of issues per year from 12 to 26, design engineers have 
responded with 2% times as many inquiries. Average adver- . 
tising readership has increased as much as 55%. a | PENTON | publication 


Never has a design publication exerted so much influence, or / 
produced so well for advertisers, Penton Building / Cleveland 13, O. 
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“| SELL PLATING EQUIPMENT 
to the Metalworking Field” 


says 
Louis J. Minbiole 
UDYLITE CORPORATION 


“Udylite offers a full line of plating 
equipment and plating supplies to 
metalworking industries.” 

“And to sell this market, the Purchasing Agent is a key 
man to see.” 

“The finish of a product is as important as any component 
to to-day’s P.A.” 

“That's why I'm glad Udylite advertises in PURCHASING 
NEWS.” 


‘Time’ Internationa! £d:!:ons 


Increase Rates and Circ ation 

Higher circulatic and 
increased advertisi! have 
been announced for th ur in- 
ternational editions 0! Ef- 
fective Jan. 6, 1958, ‘h« page 
rate will go up $17 te | 000— 
in the Latin American edition 
and up $175—to $1.63 in the 
Canadian edition; ci! ation 
ranges will be 55,()00-60,000 for 
the Latin American edition, a 
gain of 10,000, and 180,000-190,000 
for the Canadian edition, up 15,- 
000. 

Effective March 3, 1958, the 
one-time b&w for Time Atlantic 


goes up $265—to $1,590. Circula- 
tion range increases 20,000—to 


115,000-120,000. And Time Pacif- | 


ic moves up $175—to $1,050; its 
circulation range climbs 10,- 
000—to 55,000-60,000. In addi- 
tion, effective Oct. 6, 1958, Time 
Canadian’s rate will go up again 
—to $1,725—with the circulation 
range rising to 190,000-200,000. 


Schering Names Wickman 

Paul Wickman, formerly execu- 
tive director of the Public Rela- 
tions Society of America, has been 
named director of public relations 
of Schering Corp., Bloomfield, 
N. J. He succeeds George C. 
Straayer, who has been named di- 
rector of professional and trade 
relations of the pharmaceutical 
company. 


KRON is TV in SF 


Sax FPranciscaws ae sold ou KRON-7TV 


AFFILIATE 


CHANNEL 4 


* SAN FRANCISCO CHRONICLE + 


PETERS, GRIFFIN, WOODWARD « 


You'll really enjoy 
these low calorie soft drinks! 


They re made with Sucaryt the fret calorie tree 
ew cerenes thet gies vou oll vaya. ceretnes 
ate deat om for Mese Qu aty 


he ewe 


__Sucaryl — 


HELPER—Abbott Laboratories says 
it is the first supplier of soft drink 
ingredients to support its bottler 
customers with national ads fea- 
turing dealer listings. The ads run 
in 46 supplements July 21. Tatham- 
Laird, Chicago, is the agency. 


| 
Three New Sponsors 


Sign at CBS Radio; 
Regulars Add Time 


New York, July 16—CBS Ra- 
dio signed three new sponsors last 
week and sold additional time to 
| three already running on the net- 
work. The new sponsors: Midas 
Co. (Bozell & Jacobs), a weekly 
five-minute segment; Advisory 
Board for the Promotion of Fresh 
California Bartlett Pears (Cun- 
ningham & Walsh), a weekly 
schedule of one seven-and-a-half- 
minute and four five-minute seg- 
ments; Reynolds Metals Co. (Bu- 
chanan & Co.), coverage of the 
Hambletonian Stakes. 

Adding to their sponsorship are 
Cowles Magazines (McCann- 
Erickson), an alternate-week seg- 
ment of a new panel show, “Sez 
Who?”; General Mills (Knox 
Reeves Advertising), 20 five-min- 
ute segments a week; and Hearst 


Publications (Grey Advertising 
Agency), 10  seven-and-a-half- 
minute units. 


At NBC Radio, De Soto (BBDG) 
has dropped the Groucho Marx 
show, effective Sept. 21, which the 
advertiser has carried on the net- 
work since 1950. The network 
hasn’t decided whether or not to 
continue the show as a sustainer. 
De Soto continues as alternate 
sponsor on the tv version of this 


— 


show. + 


Cole Adds Kaiser Engineers 

L. C. Cole Co., San Francisco, 
has been appointed to handle ad- 
vertising for Kaiser Engineers, 
Oakland, engineering contracting 
organization. A substantial pro- 
gram of trade and business publi 
cation advertising will be imple- 
mented immediately. The program 
includes color page schedules in 
leading magazines serving the 
steel, utilities, nuclear, minerals 
land related industrial fields. The 
|Henry J. Kaiser Co. division for- 
|merly handled its advertising di- 
| rect. 


Hoover Joins Lando 

Charles M. Hoover has been 
appointed an account executive of 
Lando Advertising Agency, Pitts- 
burgh. Prior to joining Lando, Mr. 
Hoover was assistant manager of 
|advertising and sales promotion 
lof American Radiator & Standard 
| Sanitary Corp., New York. 
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on segregation to the nation, 
according to an official ruling | 
handed down by Attorney Gen- | 
eral Eugene Cook. 

Informed sources here say the 
ruling “clears the way for the 
commission to begin its pro- 
posed program to advertise in 
northern newspapers. But it 
will not be started until the 
civil rights fight in Congress is 
over.” 

The attorney general made 
his ruling at the request of Gov. 
Marvin Griffin, who is chair- 
man of the Education Commis- 
sion, the official state agency 
charged with drafting pro-seg- 
regation legislation. 

The legislature this year au- 
thorized the commission to 
broaden its activities by making 
the nation aware of the “Geor- 
gia and southern viewpoint” on 
segregation and related prob- 
lems. Gov. Griffin wanted to 
know if public funds could be 
used for this purpose. 


® In holding that they can, At- 
torney General Cook said the 
state constitution authorizes the 
‘egislature to levy taxes “to ad- 
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Georgia Plans Fine Arts Names Eldridge Erskine Heads meet Mail Club, ; 
_ F.ne Arts Sterling Silver Co.| The Philadelphia |. Mail | Aad one cunt cm on fh = POM wWeite FOR DETAIL 
Ads to Promot | Philadelphia has appointed Eld-| Club has elected Ralph ©. Erskine,| § vieaal Semetedy thinks it’s ‘Libet, AND RATES 
ws ridge Co., Philadelphia, to handle Buckley ee, bresident. | tertal, lnwesion ot Privacy, Copyright EMPLOYERS 
i j advertising, sales promotion and| Other officers a ick Never- Vielatien. Accusing Agency, Client 
Segregation View | Selle solutions tik tan silver flat-| gole, Roland Ullman ©rganization Portormer—eryhew, a claim is made. REINSURANCE 
" | you should have our unique 
Attanta, July 16—Tax funds | | ware, china dinnerware and other | Inc., vp; Mary Lou T)\\r, Curtis So which is devised iio, take the CORPORATION 
may be spent by the Georgia | products. Arndt, Preston, Chapin, Publishing Co., secreta: nd Wal- ANCE is amazingly ineperaive. Gs Insurance Eachange 
Education Commission to ad-|Lamb & Keen formerly handled| ter M. Fish, Curtis Publishing Co., — i - rates NOW, before ony Kansas City, Mo 
vertise the Georgia “viewpoint” | the account. | treasurer. jodged. 


Whatever you sell, 


you'll SELL 
when you 


concen 


your advertising in 


MORE in Dallas 


trate 


The Dallas Morning 


vertise and promote the. . . his- 
toric... hetero of ‘the dono INCOME PER FAMILY MEAT PURCHASED MONEY VALUE OF 
of Georgia.” (after taxes) PER WEEK (ibs) MEAT (dollars) 
“This includes,” the attorney 
pore nay Fo use of NOBODY goes without meat to buy luxuries... 02.000 ta. 62,908 Ok oa EE ATR ee Pape: $4.73 
such tax money for the purpose : ee Gehan Seer? a Set SR .52 
of advertising the historic ori- but those who buy luxuries buy MORE and $3,000 to $3, $5 
gin, basis and legal and moral BETTER meat! 64.000 00. 946,908 io oes ee 1.48. 2) $55; $6.35 
ee ee for Georgia's estab- , $5,000 to $5,999...........]..... ee $7.16 
ished social patterns to the end 11.31 7.33 
that the public peace and do- U. 5. Ganeriment of Agrleaiture Wovecheld $6,000 Ge 67 COB. is 600 ok Bs ~ . Soe Cee $7. 
ae ee Food Consumption Survey, 1955 $8,000 to $9,999...........]..... HME CD $7.58 
served. 
Attorney General Cook also $10,000 and over..........]..... 12.30....].....$9.28 


ruled that public funds can be 
used to publish and distribute 
“bulletins and reports of the 
commission with respect to its 
findings and studies.” 

Meanwhile it was learned 
that the commission had tenta- 
tively planned to make a test 
run of its proposed advertising 
campaign in the Washington, 
D. C., newspapers. 

But it also was learned that 
no advertising will be done 
while the civil rights battle is 
under way in Congress. It was 
felt the ads could have an ad- 
verse effect on the efforts of the 
southern bloc in Congress to kill 
or water down the Eisenhower 
administration’s civil rights 
proposals. | 

| 

i 
s An informed source here said | 
“the question of the legality of 
spending tax dollars for the ad- 
vertising may be tested in the 
courts before a large-scale pro- 
gram is begun.” # 


IN DALLAS AND OUT: 


Dallas News readers have MORE... spend MORE 
. .. and there are MORE ot them! 


Distribution of income among The Dallas 
News’ subscribers: ABC City & RTZ... 


FAMILY INCOME | PERCENT OF SUBSCRIBERS 
$7,000 AND GQVer «<14.3.....313 
$4,000 TO $7,000 ....]....... 45.4 
LESS THAN $4,000 ../|.......23.3 


IN DALLAS’ OUT-OF-TOWN MARKET... 
compare The News’ 92,000 subscribers with 
91,000 out-of-town customers whose Charga- 
Plate notches indicate active accounts in one or 
more Dallas stores! 


1956 Consumer Inventory, Dan E. Clark il & Associates 


THE DEPARTMENT OF AGRICULTURE and the Federal 
Reserve have established that the have-mores spend more and buy 
better. CONCENTRATE your advertising in The Dallas News... 
GET The News’ 20% larger circulation and selective, quality cov- 


Gordon-Ford Appoints Three erage of both Dallas and the larger Dallas Market and SELL MORE! 


Gordon-Ford Sales Co., sell- 
ing agency for Gordon Clothes 
Inc., has made three executive 
appointments in its New York 
office. Philip L. R. du Val, pres- 
ently with The New Yorker, 
becomes exec vp, effective after 
Labor Day. Joseph M. Gladden 
has been moved from sales 
manager to vp in charge of the | 


ee ee 


i News 


a 


ONLY THE DALLAS NEWS 
COVERS THE 
BIGGER DALLAS MARKET 


Activair shirt division, and 
Kathleen Arnold has been eee Member, Metro Sunday Comics Network x . 
named vp in charge of the wom- = — ne ana i al om 
en’s sportswear division. ee ee d 
CRESMER & WOOD ° ional Representative 
Black to Calkins & Holden WARD, Inc. @ Nationa P 


Robert J. Black, formerly vp | New York @ Chicago @ Detroit @ Los Angeles © San Francisco @ Atlanta 
and manager of Hicks & Greist 
of California, has been named 
vp of Calkins & Holden, Los An- 
geles. 


ag es ig on a ee ee ih Ee er ne (ee en n= ToS oO Ene ee a 
mr ae a eo i hiss ee see Ks ae ? a. ea eee Do eee iene? Se ees PAE Ce eee eh on \ Sega okt. tol ec em Wieden bes ( ae 
tty toate pets ee ay Ge Be go 5 GE, CE ieee. uel 3 hae San Ai a, (ii ea eee ne ee i a =o ic 2, er! ee ee = By 
% : ee re eee See a e pe = aaa oe ieee eo or <a Pe el Lo ae OO ao, ig oe Lares ea os ae cS Sea Ss a Me aes 
iin a a ee ee ee ae ee | | 
= Satie cone Be Ry ek ha eat an gage a keh Se eee NORE Eo porate i oe, eine era Sc ie Ln ° 2 ee: ’ fm Naa: ego a eds ei Se hee ee ieee es ee ores 
ae: Sa rR me ae a . — ae ees a ll le 
¢ tee | A eon = ne ey bi . . is a é - ? : : ; ; : : see 
ie . 
Mj bss 
¥ . 
Be 
* 
3 
? - . 
a ay 
Bane 
ee aa 
; ee  __ =v ei 
', 
dc ae a 
: Page 
Ee 
pi 
Po le Ke 
a 
> en 
| ae ~ a | 
5 
ha 
a 
ne 
ES 
« z 
ie 
| a sie 
: eeeeeeeeeeeeeees a 
F 
oe 
ee ay is er 
| i) 
; 
; ; 
P Woe: 
ie: nig gt hn 
‘ Bee a 
Se, 
ss . 
7 cae 
: Te 
5 , q 
. nS 
or 
7 =a 
= | 
cas 
" bos 
ia oe 
hens < 
: = 
ek 4 
: ae 
i Mer 
si eS re 
w 
\ =. 
! on 
ys 
aa 
: a 
ea a 
Be = 
eae | 
es 
a — — 
re = _ 
: a 
sits , : 
at 
= 
7 
a 
Ee 
im ap: 
re ‘ 5 5 es = 8 ee ee : ARE ; hig Re ae a ge oe aig es eee fae arr : mr at 
—s . = é aos f = é wide Sais Cnn Se eS ; 5 eee a Ss es a ae oan ae & Roe ad i ss Cl iy SRO eh ac 1 bila Be lane al 
“oon wee 5 S Bigt ae aca” te aie eee gras ie. CR ae Pe ee ie ee sl “ é Ga ae ae ee . Ee = ea St drew u Weise 0213 RE ice coe ale b Sage Mates: ir a alone Te 
Bie 6 oe ee ies re epee ee ee oe i eget tsa ae bs ae ee eee ee ee 2) a es en Sees ica Ac parte 
Gece wee, bs ee fe py aah g Re ele asi es (Ae meee Sg Sheet aerate pe : aa ; se sthige we Ya eon? ae eam ale a. ess, Oa AG Se Oe ee ee se es 
ieee see bal 7 Ie eR REET TES - omer ae a a erase Cee eee é Rare, eee ee ae j , - > ee oe ee ee ee” ees | ee a are Deen Sein a oreo CY coed gant a 
mop ea ee Ae iS ae aaa ys Nao. Ce eee ee a ee ae poo ed kee Ei ee ee ae Br 0S SN ery Nao GUE Stns pot cede oS Nedra pd bee rr 
Sleek Nes ee te Age hc a eS I esa Re Se Cee ae Bei (oe ee ee ee a oe ee ee ERIE ey i SL, aot el, - | pe es Di mn ete) eA aera kt ee te 


Another true-to-life story about some make-believe characters 


Why open the door 
for women 
in Chicago? 


5 oe Pete Miller, hands in pockets and pant-legs rolled up, ll 


strolled down Main Street and headed for Mr. Young’s Lumber Yard, a favorite 


masculine haunt. Pete loved to go there—to sit on a keg of nails and listen to men 


talk man-talk Ki vy —about laying hardwood floors, and building 


barns and cellar doors. 
And when he grew up, Pete owned some of the biggest, most progressive lumber yards 


in the whole Chicago area. And sold all sorts of new-fangled things like plywood, 
Go) |\ 
uv 


roll-away garage doors and combination storm and screen windows. 


4, 


But now housewives, as well as their husbands, came in to pick up building supplies. 
One Saturday up rolled Joe, week-end do-it-yourselfer, who from 
Monday oe through Friday did big things for the Chicago Tribune, 
MARL 
And he and Pete started talking some man-talk of their own. 


“‘How different your business is from the lumber yards we remember 


as boys,” said Joe. ‘““The bulk of your sales is still to contractors and builders, 
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but the new do-it-yourself market has brought a! ut big changes. Your lumber 
yards now attract women with displays of finishe: |iome projects 
—and stimulate as well as supply demand.” 

"Yes, Joe,” replied Pete. “As that ‘’ribune survey of yours pointed out, 
Pop’s the one who swings the hammer, but it’s the little woman who is hammering Pop 

ol, % 
to get things done. A AS I’ve found that it pays to open our doors 
IZ 

to women, because they’re the bosses of most do-it-yourself projects.” 

“That’s right, Pete,” agreed Joe. ‘‘And by attracting the little woman 
and her getter-half to Miller’s through advertising, gj you can not only 
build up your do-it-yourself trade but also your contractor business.” 


**How’s that again?” queried Pete. 


‘**Here’s how,” continued Joe. “Stimulate the do-it-yourself market by featuring 


finished home projects in your ads. Also establish Miller’s as the best place for 


(<= 
non-do-it-yourselfers ZN to come for expert counsel on home 


modernization plans as well as advice on the contractors best qualified to do the 


; 
“ss 
i 
* 
: 


jobs for them. Presto! Up with your sales to contractors!” 
“That, sounds like a good idea,” continued Pete. “Let’s put our heads 
BL ») 
together and see what we can come up with.” 

And what they came up with made advertising history. A special 12-page 
rotogravure advertising section in the Chicago Sunday Tribune! In fact, Miller’s 
super-duper, 1957-style advertising created so much sales-making history that Pete 
ran two more 12-page rotogravure sections in the Sunday Tribune! 

. iO . 
Now maybe you sell lingerie or lipstick ws) instead of 


| af 
lumber, but if you want to sell more of them to women in Chicago, look up Joe. Nobody 


knows Chicago like the Tribune. Nothing sells Chicago like the Tribune. And 


Joe’s the joe to give the facts to you. 


Chicago Tribune. shy 


THE WORLD'S GREATEST NEWSPAPER 
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The Editorial Viewpoint... 


Some Random Thoughts on a Variety 
of More or Less Weighty Subjects 


e On toll tv: We must confess that originally we took it for granted 
that the Federal Communications Commission ought to permit ade- 
quate testing of pay-as-you-see television. Our general thinking was 
that it might (but probably would not) hurt tv advertising, but 
even if it did, it deserved a trial. We still feel somewhat the same 
way, but we’ve been mightily influenced by NARTB’s position— 
agreed with by Congressman Celler of New York—that pay-televi- 
sion represents so drastic a change that its introduction ought not to 
be left to the discretion of the FCC; that if our present system is to 
undergo a change of such potential magnitude, it ought to be done 
only by a directive from Congress... 

e On foreign posters and other things: It does not surprise us, nor 
will it surprise anyone in art circles, to learn that the seventh edition 
of “International Poster Annual,” just like its predecessors, is dom- 
inated by the work of European artists. In fact, in one of the intro- 
ductory articles, Richard G. Williams, head art director of Schmidt 
Litho, San Francisco, points out that European poster designers al- 
ways have been ahead of most American artists “from the standpoint 
of their understanding and use of simplification, their daring in orig- 
inality, their application of symbols and gimmicks to interpret quick- 
ly the use of the product.” And he adds: 

“The sooner American poster users allow and require our design- 
ers to apply these principles, the sooner their over-all poster ad- 
vertising will become effective.” 

Well, we don’t have the competence to get into an art argument, 
particularly poster art. But we’d like to rush in nonetheless with the 
suggestion that while European posters are undoubtedly nicer to look 
at, on the whole, than ours, this does not automatically mean that 
they are more effective sales-makers. The poster is an important art 
form in Europe; in this country it is likely te be considered a more 
important sales form... 

Which reminds us that Americans, always something of a sucker 
for foreign things, have gone internationalist in a way which is al- 
most unique in the world’s history. It is hard to think of a field now 
(even including automobiles) in which some product from beyond 
our shores does not seem to represent The Ultimate to hundreds of 
thousands of our best Forward Thinkers... 

@ And back to government: Glad to see the Post Office Department 
advises mailers not to get panicky about the new requirement, sched- 
uled to go into effect Oct. 1, that all second and third class mail must 
be presorted by local delivery zone. Even if such a requirement is 
going to add $50-$60 million to mailers’ costs, as some say, and 
throw their business into a real tizzy, there’s no reason for getting 
excited, is there?... 

While you're at it, don’t overlook the vast significance of that Fed- 
eral Trade Commission ruling in the O-Jib-Wa bitters case, in which 
the FTC held it could act against false newspaper and mail adver- 
tising, even though the product itself is not sold across state lines. 
This could open all advertising, without exception, to FTC scrutiny 
and authority if it sticks... 


e On the importance of semantics: The Southern Newspaper Pub- 
lishers Assn. solemnly announced, in its most recent bulletin, that a 


| Gladys the scautiful receptionist 
, : 


+ 


S 


—David M. Hyde, Associated Construction Publications, New York. 


“Our train was an hour late this morning. The engineer was that 
guy from Cunningham & Walsh.” 


major change has been made in the School of Printing which the as- 
sociation supports—it will hereafter be known as the Institute of 
Graphic Arts. Just as solemnly, the bulletin reported that no change 
in the curriculum is contemplated—so we have one more instance of 
the importance of words and their symbolic meanings. It is probably 
much easier to induce a high school boy to matriculate at an institute 
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of graphic arts than at an old-fashioned school of printing... 

e On r.o.p. newspaper color: Can’t explain why, but r.o.p. color in 
newspapers makes a terrific impact on us. The color stands out in a 
way that is not true of any other medium, including television. Prob- 
ably because it is still such a contrast to run onto a color ad as one 


flips the newspaper pages. 


= 
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What They're Saying... 


Meaning of Marketing 

I like that word “Marketing,” 
which to me means the whole job 
of converting an idea, that may 
start out as nothing more’ than a 
gleam in a dreamer’s eye, into a 
product or service in the hands of 
the ultimate consumer or user, 
with profit to all. Marketing, in 
that concept, includes procurement 
and production, research and sell- 
ing, promotion and advertising, 
and even the controllers, account- 
ants and statisticians who put the 
figures in the books. 

Advertising is one phase of mar- 
keting—selling is another. Too 
often we think of one or the other, 
or possibly of both, as being the 
complete picture. 


—E. L. Schujahn, vice-president and 
general manager, General Mills (Can- 
ada) Ltd., at annual meeting of Fed- 
eration of Canadian Advertising and 
Sales Clubs. 


| Interest Readers? 


Our papers must be large, since 
our whole system is based on ad- 
vertising revenue. The advertisers 
pay half to two-thirds of the cost 
of the average daily paper. With- 
out advertising, to put it another 
way, we would have to charge the 


reader at least twice as much for 
the product and probably more. 
Yet that is no excuse for not mak- 
ing the reading material at least 
as interesting as the ads, which 
constantly demonstrate their read- 


er appeal. 
—Barry Bingham, 
Editor. 


in The American 


Wishing You a Happy Summer 

It has been brought to our at- 
tention that last month we labeled 
a picture “Herb Breseman,” while 
the photograph was of Bob Fer- 
nald. However, since the article 
was about Ed MacDonald but 
should have been about John 
Shephard—disregard the whole 
thing. Our sincere apologies to all 
those concerned. 


—From the June newsletter of the 
New York chapter of the American 
Marketing Assn. 


Call for Author 


What Madison Avenue needs to 


produce is one contented Madison 
Avenue writer to author a book 
called, “Rebecca, the Honest Space 
Saleswoman.” Until it does, the 


job of public relations is going to 


be beyond anyone’s powers. 


—John Crosby, in the Chicago Sun- 


Times. 


Advertising Age, July 22, 1957 


Rough Proofs 


“Anderson, Clayton reduces ad 
effort for foods ‘to effect lower 
| prices’,” the story says. 

Wonder if they'll fire the sales 
force for the same reason. 


The Trading Stamp Institute 
has been formed to protect the in- 
alienable right of the American 
housewife to life, liberty and the 
pursuit of premiums. 


The greatest public relations 
|achievement of the year, they say, 
| was accomplished when the high- 
| way patrolmen of Florida, the cit- 
}rus state, put bumper strips on 
\their cars carrying the inspiring 
| message, “Stop for a coffee break.” 


| The Federal Trade Commission 
is really being big-hearted about 
it. General Motors will be permit- 
ted to suggest, with appropriate 
| modesty, that it would be a good 
idea to use “genuine” parts when 
repairing your Chevrolet. 


Today, says Charlie Brower, 
companies are run by boards of di- 
rectors, who have to be careful be- 
cause they can be fired. 

Usually, though, it’s easier when 
things go wrong to fire the presi- 
dent or the advertising agency. 


Mrs. Helen Meyer, new president 
of Dell, made a tactical error when. 
she told AA that she answers her 
own phone, without having a sec- 
retary screen the calls. 


Miss Sandra Church was chosen 
Miss Sunglasses, 1957, by you know 
who, and she’s just a little too 
dazzling to play the role perfectly. 


Now that the Theo. Hamm 
Brewing Co. has acquired another 
plant on the Pacific Coast, it is go- 
ing to have to use a little poetic 
license in waxing lyrical over the 
beer from the land of sky blue 
waters. 


That tv testimonial is probably 
one reason for the remarkable suc- 
cess of Purina Dog Chow—the one 
where the check-out clerk says, 
“Five out of six dogs that shop 
here prefer Dog Chow.” 


“The desire for fun,” comments 
Jim Woolf, the sage of Santa Fe, 
“is an urgent motivating force.” 

And fortunately for advertisers, 
all kinds of people are interested 
in all kinds of fun. 


Ed Sullivan, who seldom cracks 
a smile, may have giggled a little 
over the fast sprints of national 
advertisers eager to acquire a 
just-vacated spot on his Sunday 
tv show. 


A Chicago bank looking for an 
advertising and public relations 
manager says, “Financial experi- 
ence not necessary.” 

Of course they’d like it if he 
happens to have a bank account. 


Copy Cus. 
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Look Beyond the Page Where 


Your Advertising Appears 


for example, look at The Inquirer’s Women’s Pages 


Here, fashion runs the gamut ...fromthe  ...information, aid, entertainment. 
haute couture to the smart, but budget- Throughout, reader loyalty is the aim 
wise. Authorities write on food, beauty — ...and achievement. 

care, dieting, decorating . . . and teen-age 


Such loyalty transfers easily from editorial 
to advertising columns every day of every 
week in the year. Certainly a look beyond 
advertising will convince you of The 
Carry on... through the rest of The Inquirer's effectiveness on your next 
Inquirer. Page after crisp, modern page, schedule. This view has moved more adver- 
the same judiciously balanced attention _ tisers to place more linage in The Inquirer 
to a newspaper’s prime responsibilities than in any other Philadelphia newspaper. 


matters. Community news takes the 
feminine slant. And Fridays feature 
food exclusively. 


; | - - —— = hi ° . 
| — iladelphia Inquirer 
6 b! if Re F a sin The bd consecutive tp total Br nan 


Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bldg. 155 Montgomery St. 3460 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS * FIRST 3 MARKETS GROUP 
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Advertising Age, July 22, 1957 
| Chicago PRSA Elects Flow’ Study of 
Stewart S. Howe, vp of Illinois | 


Institute of Technology, has been | ‘Mails Handling Is 


elected president of the Chicago | B 
|chapter of the Public Relations Expected t egin 
| Society of America. Dale O’Brien, | ° 
ISING PROGRAM IN INDIANA” | president of Mayer & O’Brien Inc.,| CLEVELAND, July 16—The staff of 
ADVERT has been elected vp. Allen H. | Flow, materials handling industry 
. begin 
nal Center, director of public relations | publication, is expected to 
We always ernealy 8 p use np Jour rm and Pe ! y lof Motorcla, is new ist vp; War-|som a lengthy study of the Post 
because experience has shown us that no other medium or “ vom B. Tubkeeen, oc. cfliner of | Office Department with o view to 
newspaper can give us the necessary coverage in this rich and | Chicago Title & Trust Co., 2nd vp;|discovering better ways of han- 
important Lafayette market. |Charles K. Preston Jr., corporate | dling the nation’s mail. 
‘secretary and director of pr of| The Post Office recently accept- 
Bell & Howell Co., secretary, and |ed an offer by the Industrial Pub- 
Douglas Durkin, president of Dur-| lishing Corp., publisher of Flow, 


“IT TAKES THE LAFAYETTE JOURNAL 
and COURIER TO COMPLETE OUR 


H. R. BLACKBURN, President 
Hoosier Brokerage Company 
Indianapolis, Indiana 


This Important Indiana Market Is Covered Only by the 


kin & Rader Inc., treasurer. 


Shoemakers Name Rockmore 
Yankee Shoemakers division of 


to organize a study of mail han- 


|dling (AA, April 29). Local or- 


ganizations of the American Ma- 
terial Handling Society and the 


LAFAYETTE JOURNAL’ 2""“COURIER Sam Smith Shoe Corp., Newmar- | Material Handling Institute will 
WEST LAFAYETTE ANS ket, N. H., has appointed Rock-| Visit a number of post offices to 
a more Co., New York, to handle | °bserve procedures. : 
INDIANA Member of Federated Publications advertising for Little Yankee| The Flow staff will act in an ad- 
children’s shoes, Yankee Youth|Ministrative and secretarial ca- 
and Debuteen shoes. Harry M.| pacity for a central committee that 
Frost Co., Boston, is the previous|Will evaluate recommendations 
agency. made by the local committees. Fi- 
nal recommendations and sugges- 
tions will be forwarded to the Post 
Office Department. 

The Flow staff and cooperating 
‘agencies are donating their free 
| time for the project, which is ex- 
|pected to take about two years to 
complete. The experts expect to 
visit every major post office in the 
country. 


Indiana's Best 
Balanced Market 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


s Edward Leighten, editor of 
Flow, said the study has two pur- 
poses: 

“Since we use the mails for our 
publication, we are interested in 
efficient service. And we believe 
; that by helping the department we 

we ! ‘ can do a service to the country,” he 
. = : said. 
Why N.W. Ayer “fi y Final plans for the survey are 
= ie awaiting approval of the Post Of- 
fice’s legal staff. # 


Timebuyer 
Selects 
Crosley WLW 


‘National Geographic’ 
Increases Ad Rates 

National Geographic Magazine, 
—_— Washington, has raised its adver- 
tising rates approximately 12%, 
from $6,300 to $7,000 for a b&w 
page, one time, effective January, 
1958. Circulation base will in- 
crease from 2,000,000 to 2,150,000. 
An increase in basic subscription 
and single copy price went into 
effect July 1. The single copy 
price has been raised from 75¢ 
to $1, and member subscription 
rates, totaling about 1,750,000 of 
Geographic’s_ circulation, from 
$6.50 to $7. Non-member sub- 
scription costs have been boosted 
from $7 to $8. 

The increases were due to con- 
tinued increase in magazine pro- 


ate ‘ , duction costs, according to Gilbert 
for Philip Morris Cigarettes. G. La Gorce, advertising directo: 


The Crosley Stations give their — f of the magazine. 
full cooperation and personal —_ er z 
attention to each advertiser - Milady Adds Spectaculars 
to constantly improve. Milady Food Products, New 
York, is stepping up its campaign 
time availabilities f ' 4 ; for Milady’s blintzes by adding 
to really leave a oa a o . 70’ spectaculars to the current 
' ‘ po: outdoor showing of more than 
‘call for Philip wae 150 king-size outdoor boards cov- 
across the board. ering Manhattan, Bronx, Brook- 
lyn, Queens, Nassau and Suffolk 
Counties and northern New Jer- 
sey. Gore/Serwer is the agency. 


Stations for 


Philip Morris 


"One of the things I 
look for when selecting 
stations is service. 
That's why I always 
consider WLW Stations 


pel Ziegle W. Ayer Timebuyer. Colgate Boosts Frawley 


Colgate-Palmolive Co. New 
York, has named Michael P. 
Frawley general sales manager 
jot its household products division, 
succeeding Frank W. Reif, who is 
retiring. Formerly sales manager 
of the division, Mr. Frawley is 
succeeded by Eugene Buckner, 
who has been assistant sales 


WLW-T WLW-C WLW-D WLW-A wLw manager. 
Cincinnati Columb 
Synge olumous Dayton Atlanta Radio YOUR CUP OF TEA 


Add Flavor to your printed material 
with Art Mart ort. Keeps cost down, 
quality up. Easy to use, new and 
fresh every month. Completely 
classified. Write 


ART MART SERVICE 5.2, "0r 7:2), 


Like N.W. Ayer's Isabel Ziegler, you'll get full cooperation—- 
availabilities, talent, promotion and merchandising. So before you buy, 
check with your Crosley WLW Representative. You'll be glad you did! 


Sates Offices: New York, Cincinnati, Chicago 


Bomar Lowrance & Associates, inc., Charlotte, Atianta, Dallas 


Sales Representatives: N&C Spot Sales: Detroit, Los Angeles, San Francisco (AK ] CO 


Crosley Broadcasting Corporation, a division of (fi 
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The Confident Wife 


whose job is beaw/ 


She knows one part of her all-important job is to stay young, 


attractive, glowing. She knows her husband and her 


children are affected by her image. And she knows the look 


of beauty, the way to beauty, is a changing thing. 


That’s why she turns so confidently to the one magazine that 
has the famous Institute, the most modern Laboratories to 
examine every new kind of product and claim! And the 

wife whose job is beauty naturally turns to the one 

magazine that gives her almost double the pages on fashion, 
beauty and grooming that any other women’s service 


magazine provides. It’s the magazine she learns by, lives by. 


Good Housekeeping gave its readers 77% more 


fashion, beauty and grooming service pages 


than its nearest competitor in 1956* 


GOOD HOUSEKEEPING MAGAZINE A MAGAZINE 8 *Lioyd 1. Halt 


the buying guide 


ee . a - . e 7 of 31,000,000 women 


She's so sure when Good Housekeeping says so 


A HEARST MAGAZINE 
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Wilbur & Ciangio Adds 5 


Westminster Records, 


both of New York, have ap-i|versity of 
pointed Wilbur & Ciangio, New 
York, to handle their advertising. 
Dondes & Frank formerly han- 
dled both accounts. Wilbur & Ci- 


angio also has been appointed to 


Pennsylvania 


Al Paul Lefton Co. 


Calvert Appoints Two 


Yoseloff Inc. 


| Press, both New York book pub-|has been named 
record |lishers, formerly handled by Nor-|manager of the . 
manufacturer, and Sonotape, man-|man D. Waters Associates. The 
ufacturer of pre-recorded tapes,|agency also has added the Uni- 
Press, 
Philadelphia, formerly handled by 


Excerpt from Starch 51st — 
Consumer Magazine Report: | =~ 


Magazine households surveyed own 
one or more automobiles. Each 100 
Gls Magazine households own 
122.4 automobiles. In the car 


ownership Classification, The 
Elks Magazine leads all others 
appearing in the report. 


1,180,296 Elks comprise a mass market 
with class incomes the median of which is 
$6,050. The Starch 51st Consumer 
Magazine Report gives the complete picture. 
Just write or phone to see a copy. 


THE MAGAZINE 


New York + Chicago + Los Angeles - Portland, Ore. 


promotion | 

iny’s state} 
stores division. ( also has} 
named Thomas J \rdle, for-| 
merly advertisin. anager of 
Van Munching | ports, New 
York, production ».nager of its| 
advertising and promotion | 


department. 


Lew Gotthainer, assistant sales | 
handle advertising for Thomas | promotion manager of Calvert Dis-| Wenger, Michae! form Agency 
and Beechhurst'tillers Co., New York, since 1949, | 


Lee Wenger, for «ix years head 
;of his own San Fi isco adver-| 
‘tising agency, and \\a;tin Michael, 
‘vp and account supervisor of Ed- 
ward S. Kellogg (o.. Los Angeles, 
will join forces Aug. | to form 
Wenger-Michael Advertising Inc. 
The new agency wil! have a staff 
of 12 and offices at 1005 Market 
St., San Francisco. 


Marshall Joins Gumbinner 
Henry H. Marshall, formerly 
| copy supervisor at Kenyon & Eck- 
|hardt, has joined Lawrence C. 
'Gumbinner Advertising Agency, 
|New York, in an executive copy | 
| position. A native of Great Britain, 
| Mr. Marshall came to the U. S. in 
1946. He was, at one time, copy 
supervisor of Oxilvy, Benson & 
| Mather. 
| 
‘Becco Promotes Kibbel 

William H. Kibbel Jr. has been | 
appointed to the new position of 
manager of market research for 
|\the Becco chemical division of | 
Food Machinery & Chemical Corp., 
Buffalo. He has been sales man- 
ager for the West Coast territory 
'since 1953. 


‘WERI Joins Yankee Group 

| The Yankee Network has added 
WERI, Westerly, R. I., as an af- 
filiate. The station will carry Mu- 
tual Broadcasting System  pro- 
gramming, the Yankee Network 
News Service and the “Yankee 
Home & Food Show.” WERI is 
eos Yankee group's 30th affiliate. 
Bill Laffey Joins F&S&R 

| William J. Laffey, formerly a 
|media buyer at Donahue & Coe, 
|has joined Fuller & Smith & Ross, 
|New York, as a media buyer. 
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The Atlantic Centennial Jubilee this fall offers business 


and industry the opportunity to reach its top-level au- 


dience against a background of the most provocative 


een, 


thinking and the finest writing the world can produce. 


Advertising Age, July 22, 1957 


Getting Personal 


Assorted collegiate notes: Don Hobart, senior vp and director of 
research of Curtis Publishing, now sports an honorary Doctor of Sci- 
ence degree from Bowling Green, O., State University ... William C. 
Speidel Jr., Seattle pr man, is prexy of the U. of Washington alumni 
assn. .. Richard E. Karlin, pr director of Proebsting, Taylor ad agen- 
cy, is a vp of the newly-organized Chicago alumni club of Boston 
U...and Mackarness H. Goode, account exec at Farley Manning 
Associates, New York, has been elected to the board of trustees of 
Wesleyan University, Middletown, Conn. .. 

On the connubial bliss front: wedding bells rang June 21 for Fran- 
ces Jo Cox and Irby N. Hollans Jr., promotion manager of WRVA., 
Richmond, Va. .. A son, Charles H., has taken his place in the family 
of the Rey Roberts (Home Arts Guild, Chicago), and a second 
daughter, Elizabeth Revere, arrived June 15 for Briggs Baugh, ABC 
radio regional station relations manager, New York, while Mr. and 
Mrs. George H. Hartman Jr. (of the Chicago ad agency) revel in 
their first child, James Raymond... 


Leininger Mrs. Atherton 
FLOCKED TOGETHER—Aboard the S. S. Christoforo Colombo sailing for 
Europe is a gathering of admen. Shown here with their wives are 
Allison R. Leininger, exec vp, Parents’ Magazine; Del dePiero, vp, 
Lennen & Newell, and William Atherton, president, Atherton & 

Currier. 


dePiero Mrs. Leininger Mrs. dePiero Atherton 


Leslie R. Shope, manager of advertising and press relations of 
Equitable Life Assurance Society, New York, will serve as volun- 
teer coordinator of the Advertising Council’s 1958 campaign for the 
Crusade for Freedom... 

Paintings by Joyce Gourfain and photographs by her husband, 
A. 8. (Ed) Gourfain Jr., are on exhibit at Riccardo’s Restaurant 
Gallery, Chicago. Mr. Gourfain is president of Gourfain-Cobb & As- 
sociates, Chicago... 

Nancy Sayre, daughter of Judson S. Sayre, president of Norge di- 
vision, Borg-Warner Corp., Chicago, and Gilbert G. Foerster, J. 
Walter Thompson Co., Detroit, were married July 13 in Detroit... 

Marion Frederika Benson was married July 6 in Williamsport, 
Pa., to James Proud, son of C. James Proud, president of the Adver- 
tising Federation of America... 

Proclaimed as the greatest thing since gin, “The Compleat Mar- 
tini Cook Book” has just been authored, illustrated and published 
by Jane Trahey, head of 425 Advertising Associates (writing under 
the alias of Baba Erlanger); illustrator Elizabeth Fraser, also of 425 
(she’s responsible for the Kayser artwork), and Daren Pierce, as- 
sistant to interior decorator William Pahlman. The trio pooled their 
resources and founded the Random Thoughts Publishing Co. to put 
out the book which was “born and bred for those fellow souls who 
had planned to go out to dinner and never made it.” With the most 
tipsy typography and text ever to confront a chef, the book starts 
out with a recipe for “Fuzzled Fancies” recommended for “after two 
martinis.” It culminates in a recipe for “Under the Table d’hote” 
(after six martinis) which “only takes 18 minutes and, dearie, you 
haven’t much time left on your feet so hurry...” 

Rinehart & Co. has just published “The Gingerbread Age,” a study 
of the Victorian period in architecture in America, by John Maass, 
N. W. Ayer art director in Philadelphia... 

Hard at civic work are Floyd Watson, ad director, Knoxville 
Journal, new president of Knox County, Tenn., unit of American 
Cancer Society; John R. Little, vp and general manager, Foote, Cone 
& Belding, publicity head of San Francisco Chamber of Commerce; 
and Leroy A. Paltrowitz, ad director of the News-Times, Danbury, 
Conn., who has been re-elected president of the Danbury United 
Jewish Center... 

New president of the Society of Midland Authors, Chicago, is Ben 
Kartman, editor of Family Weekly, the Sunday newspaper maga- 
zine... 

Lt. Col. Paul E. McElroy, most recently with Frederick E. Baker, 
Seattle, and previously with Lord & Thomas, Chicago, Detroit man- 
ager of BBDO and ad manager of Ethyl Corp., New York, wants his 
old friends to know that he has retired and is living at MacDill Air 
Force Base, Tampa, Fla. .. 

William K. Beard Jr., president of Associated Business Publica- 
tions, was married to Mrs. Emily Mathias Livingston, June 28, and 
is spending the month of July on his honeymoon... 

Jim Hollyday, account executive of Batten, Barton, Durstine & Os- 
born, New York, and Caroline Nason Hollyday, are celebrating the 
birth of their third child, Michael. Mrs. Hollyday is the daughter of 
Jim Nason of Kelly, Nason Inc. .. 

New president of the Publicity Club of Boston (its ninth in all and 
first female) is Marie H. Houlahan, director of publicity and public 
relations for WEEI. Miss Houlahan has also been elected one of two 
women directors of the Advertising Club of Boston... 

Back on the job is Dick Cheverton, news director of WOOD and 
WOOD-TV, Grand Rapids. On a European news tour, he was in- 
jured in the crash of a Polish airliner outside Moscow on June 14, in 
which nine people, two from Grand Rapids, were killed ... 
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FASTEST C 


Detroit daily newspaper 
with the 


LATION 


in its 126-year history— 


461,167 DAILY 


up 15,432 from a year ago 


907,128 


up 7,007 


Representatives “ 
National: Story, Brooks and Finley 
Retail: Kent Hanson, New York 
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‘Brewers Almanac’ 
Sees Slight Rise 
in U.S. Beer Use 


New York, July 17—Domestic 
beer consumption this year is ex- 
pected to hit 85,804,000 bbls., com- 
pared with 85,009,446 bbls. in 1956. 

This prediction is made in the 
eighth annual edition of the 
“Brewers Almanac,” released this 
week by the U.S. Brewers Founda- 
tion. 

The almanac notes a continued 
upward trend in the sale of pack- 
aged beer and ale. The greatest 
increase, it says, has been in cans, 
which rose from 18.8% of total 
packaged withdrawals in 1949 sto 
35.6% in 1956. Sales of packaged 
beer in 1956 amounted to 78.9%, 


|product for which both cans and 
bottles are used. “The brewing in- 
dustry is the third biggest custom- 
er of bottle manufacturers in units 
purchased, and it is second only 
to fruit and vegetable canners as 
a customer of the can manufactur- 
ing industry,” the almanac said. 


® The fortunes of more than 100 
| industries, according to the alma- 
|nac, are tied closely to the fluctu- 
|ations of production and sales by 
ithe brewing industry. It estimates 


that more than $3 
tributed directly ©» 
workers, business .1\(1 
in 1956 through 0° 
brewing industry. 


s Per capita consi)’ 
in the U.S. dropped fro: 


in ’55 to 15.7 gals in 


basis of latest avai!ab!: 
consumption, 


foreign per capil: 
the U.S., at 15.7 gal 


Belgium tops the |is'! 


followed by Luxem! 


compared with 21.1% for draught | 
beer. In 1955 packaged sales to-| 
taled 77.9%, against draught sales 


of 22.1%. 
Malt beverages, the almanac 
points out, are the largest single 


adventures of 


CHARLIE CHAN 


Brand-new half-hour TV series! 
Excitement—thrills and chills 
of Hollywood and exotic 
European locations captured on 
film. Veteran character actor, 
J. Carrol Naish, makes Charlie 
Chan live and breathe. James 
Hong is the Number One Son. 
Beloved by millions, who’ve 
paid out their dollars to match 
their cleverness with Earl Derr 
Biggers’ most famous detective! 
Wire or phone collect today to 
reserve your market before 
some other quick-thinking 
advertiser snaps it up. 


Hurry! Markets are 
being reserved 
today! Wire or 
phone tor private 
screening! 


Television Programs of America, Inc. | 


488 Madison Ave., N. Y. 22 * PLaza 56-2100 


usership is the strength of Ga) 


was dis- | and Australia at 28.6. 


farmers, 


rovernment } 


ions of the 


ion of beer 
, 15.9 gals. 
16. On the 
figures on 


nks tenth. | 
it 37 gals. 
yurg at 29.1 


Almanac statistics show that im- 
ports of beer and ale by the US. 
in 56 increased 665,834 gals. over 
"55—7,714,072 gals. vs. 17,048,238 
gals. in ’55. Exports, on the other 
hand, were up only 72,784 gals., 
from 2,094,168 gals. in ’55 to 2,166,- 
952 in ’56. 


= In production and per capita 
consumption, Wisconsin again led 
the states. It produced nearly 12,- 
000,000 bbls. of malt beverages 


Advertising Age, July 22, 1957 


and per capita consumption was 
25.5 gals. 

Other ranking states in produc- 
tion in 56 were: New York, 11,- 
800,000 bbls.; New Jersey, 7,600,000 
bbls.; Pennsylvania, 7,500,000 bbls.; 
California, 7,000,000 bbls.; and 
Missouri, 6,800,000 bbls. 

Leading states in per capita con- 
sumption, after Wisconsin, were: 
Nevada, 22.3 gals.; Michigan, 22.2; 
New Jersey, 21.7; Rhode Island, 
21.6; Maryland, 21.4; Pennsylvan- 
ia, 20.9; and New York, 20. + 


usership... 


the difference between readers and | 


Usership is the step beyond readership. It has two factors. 
First, attracting the right kind of reader, hungry for new 
ideas, energetic, action-minded. Second, powerful ideas 
and information that will set him in motion. 


STEEL has Usership, because STEEL is written for just 
this kind of reader—moves readers to action in just 
this way. A case in point: STEEL’s report on “Business 
Communications”, introducing procedures adopted by 
some 300 metalworking companies that we know about. 


Usership means action. That is why advertisers are 
placing more advertising in STEEL today than in any 
other metalworking magazine. 
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Color Research Institute 
Releases Fee Schedule 

Color Research Institute, Chi- 
cago motivation 


pany, has released a standardized | 


“Schedule of CRI Services and 
Fees.” The schedule lists among 
others: ocular measurements, $175; 


eye-movement test, $75; field test, | 


$750. 
Louis Cheskin, director of Color 


Research Institute, says, “Fees for | 
the tools of motivation research | 
must be standard within each or-| 


ganization and should not vary 


with the size of the client.” Copies| June, 1952. 


‘of the schedule may be obtained 
research com-|from Color Research Institute, 105 


W. Adams St., Chicago. 


CL Will Pay Off Liabilities 
by End of ‘58: Chandler 
Crowell-Collier Publishing Co., 
New York, plans to pay off “all 
liabilities by the end of 1958” and 
will then “have the ability to pay 
dividends,” according to Carl 
Chandler, board chairman. Crow- 


ell-Collier last paid vidend in 
Losses from its mse:\zine opera- 
tions amounted to $15,204,000, said 


Mr. Chandler. But ‘> deficit has 


been reduced by $6.556,000. Lia- 
bilities of $6,548,000 will be han- 
dled on a deferred plan ending in| 
1958. 


Tailby-Nason Names Shelton | 

Irving Shelton ha en appoint- 
ed merchandising m:hager of Tail- 
by-Nason Co., Cambridge, 


readers-in-action 


newly acquired ethical pharma- 
ceutical division of International 
Latex Corp. Mr. Shelton was for- 
merly president of Medical Detail- 
ing Service Co., ethical advertising 
consultant, and an account execu- 
tive at Sudler & Hennessey. 


Wilson Joins Larrabee 

Frank J. Wilson, formerly on the 
advertising staff of Look, has 
joined Larrabee Associates Adver- 
tising, Washington, as an account 


Mass., | executive. 


|the agency now 


|forts are Ray 


j 
| 


| 


| 
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Barron Agency. Billing 
$500,000, Marks First Year 

Ray Barron Inc., Boston, is cele- 
brating its first anniversary as an 
agency with newspaper pages in 
the Boston area. Beginning with- 
out any accounts, 


bills at the $500,- 
000 mark. It has 
15 clients, as far 
away as the West 
Coast. 
Comprising the 
trio that sparks 
the agency ef- 


Barron, presi- 
dent, a former 
band leader, jazz 
authority, publicist, television pro- 
ducer and columnist, as well as 
advertising executive; Parker Vor- 
land Kirk, vp and creative direc- 
tor, who has won awards in fields 
as diverse as anthropology and lit- 
erature, and Robert E. Kouns, vp 
and art director, a former indus- 
trial designer, who has done pack- 
aging and illustration for leading 
distillers. 


Ray Barron 


CONFIDENCE... 


There are all kinds, but if 
you're scrapping for sales 
in the rough Southern 
California market, here's a 
soothing word... 


Since 1951, more national 
advertisers have chosen 
KTTV than any other 
television station in Los 
Angeles.* 


That's a strong statement 
...even stronger when you 
consider that KTTV is an 
independent. Advertisers 
can't buy KTTV by accident. 


Talk to your Blair man. 


He can show you why KTTV 
has earned that confidence. 


?. (<6 be & | 
* Los Angeles Times-MGM 
Television (— \ 


Represented nationally by BLAIR-TV 


© nomasauan & BnOancest aoventine® aeroets 
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TV Electrocution 
Brews Storm of Bad 
Publicity for GE 


Western Expands; Takes on 
New Accounts and Personnel 
Western Advertising Agency, 
Chicago and Racine, has set up a 
new executive committee headed 
by J. R. McCue, exec vp, Chicago, 


Cuicaco, July 18—General Elec-|and Jack Schinagl, vp, Racine, 
tric Corp.’s appliance and tv re-| who are responsible for over-all 
ceiver division adopted a wait-|operations in the two offices. 
and-see attitude this week about| Among the seven accounts ac- 
the rash of bad national publicity | quired by Western in the past 12 
that has resulted from the acci-|months are the plant food divi- 
dental electrocution of a five-|sion of International Minerals & 
year-old boy because of a faulty |Chemical Corp. and Raymond Bag 


Corp., both Chic: | Pfan- 
stiehl Chemical C: ‘th Chi- 
cago. 

The following :.«" ‘:ve Seen 
added to the West::n » ‘{: Geof- 
frey Higgins, former!) with Van 
Auken, Ragland «© Si«\ens, ac- 
count executive; Alan A. Roberts, 
formerly with Ar )u) Meyerhoff 
& Co., director ©! rket re- 
search; Robert Rose! formerly 
with Fuller & Smith & ‘toss, ac- 
count executive, and Lioyd Ver 
Steegh, account execulive. 
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Halvorson, Levy-Lane Merge 

E. M. Halvorson Co., Denver, 
marketing research and market 
development organization, has in- 
tegrated its services with Ted 
Levy, Richard Lane & Co., Den- 
ver agency. A new division in the 
|combination will be a marketing- 
|media-research function, headed 
by Dr. John Castelnuovo, an as- 
| sociate in the Halvorson company. 
| Principals in the new company 
are E. M. Halvorson, president of 
E. M. Halvorson Co.; Jerome Ep- 


stein, managing partner with 
Richard Lane in what was for- 
merly the Ted Levy Agency, and 
Richard Lane, who became a 
partner of Mr. Levy and Mr. Ep- 
stein in March (AA, April 1). Of- 
fices are at 1637 Marion St., Den- 
ver. 


Rosen Joins Zodiac Watch 
Seymour Rosen, formerly with 
Flex-Let Corp., has joined Zodiac 
Watch Co., New York, as vp in 
charge of sales and advertising. 


BoP, (a8 MEE? Ue ee 


1958 model 17-in. portable GE tv | 
receiver. 

The boy, who lived in subur- 
ban Skokie, was killed when he 
brushed against the tv chassis 
while grounded by a sink. Both 
the chassis and antenna carried 
lethal charges of electricity, it was 
subsequently determined. Stories 
about the accident, identifying the 
tv as a GE set, were carried on 
news service wires. 

Tests on the set by Cook County 
Coroner Walter E. McCarron’s of- 
fice Tuesday confirmed that the 
tv set was faulty, probably due to 
a broken insulated brace connect- 
ing the chassis to the receiver. The 
set had been dropped after the ac- 
cident, however, raising the possi- 
bility that it was damaged after 
the accident. 


s A full inquest has been set for 
July 30 and the set impounded by 
the coroner’s office. Meanwhile, 
the coroner’s office, Underwriters 
Laboratory and GE all are investi- 
gating the case. 

Without the data that presum- 
ably will come to light at the in- 
quest, however, GE feels powerless 
to comment on the accident. A GE 
spokesman at appliance and tv re- 
ceiver division headquarters said: 
“GE has full confidence in the 
safety of all its tv sets, including 
the new portables ... there has 
been vigorous adherence to speci- 
fications of Underwriters Labora- 
tories. 

“Until the company has knowl- 
edge of all the facts surrounding 
the unfortunate death, it is obvious 
that it is not in a position to make 
any statement with respect to the 
cause.” 

Sales have apparently not been 
affected by the publicity. In a 
check of a half dozen dealers here, 
ADVERTISING AGE learned that few 
customers have commented on the 
case and that actual sales (which 
reportedly “haven’t been anything 
to shout about anyway”) are ap- 
parently no worse. The consumers 
reportedly indicated they thought 
the accident was just a freak case. 


s A publicity twist that has caused 
the tv electrocution story to echo 
somewhat this week was another 
electrocution the same day here 
involving a powered buffing ma- 
chine and an electrocution in Lon- 
don involving an electric guitar. 
Columnists, radio commentators 
and editorial writers have been 
using the triple tragedy story as a 
basis for think pieces on the dang- 
ers of malfunctioning electrical 
appliances. 

One result of this attention has 
been a revival in the city council 
here of a proposal to require three- 
pronged plugs and outlets (for 
built-in grounding) for electric) 
appliances in the city. The meas-| 
ure, which theoretically would ob- 
viate such accidents, is now being) 
developed by the city’s electrical | 
commission. 

Electrical home appliance manu- 
facturers reportedly have been op- 
posed to such three-pronged plugs 
unless they are standardized 
throughout the country. # 


| 


Martin Joins Representative 
Bert Martin, formerly on the 
sales staff of WBBM, Chicago, has 


with a 
und. 


been appointed midwestern mana- 
ger of United Broadcasting Co. 
and Jack Masla Co., both station 
representatives. 


This is 


nighttime radio 


as you 
know it... 


wee 


difference... 


Maem ee 


Here, at last, is a brand new approach for reaching and selling 


nighttime radio audiences . . . a revolutionary concept of what 
nighttime radio should, and can, be when programmed with imag- 
ination. We call it “Program PM.” 

“Program PM” gives listeners an exciting, new kind of enter- 
tainment. It takes them Behind The Scenes... tells them the Inside 
Stary of the world around them... in music, sports, theatre, news. 
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Vick Shifts Three Execs Dow Sets Saran Wrap Drive Anh user-F usch 
Nelson M. Gampfer, president} Dow Chemical Co., New York, e 

of William S. Merrell Co., Cincin-| has launched a tv, radio and news- 

nati, subsidiary of Vick Chemical | paper campaign for the new Saran 


7 . 
Co., New York, has been named|Wrap package. The promotion is Negotiation: for 
chairman of the Merrell board.|carried on 110 tv stations in 45 


Frank N. Getman, president of| markets, on 27 radio stations in 18 
Hess & Clark, Vick subsidiary in| markets, and 86 newspapers in 34) Ru ert Go Flat 
Ashland, O., succeeds Mr. Gampfer | markets as well as color insertions | pp 

as president of Merrell. Richard D. in Better Homes & Gardens, Ladies’ | 


Waters, currently Vick vp in | Home Journal, Life, Look and The| New YorK, July The fer- 
charge of personnel, will be new|Saturday Evening Post. Mac-| ment of rumors an loubletalk 
president and general manager ott Sieanes, John & Adams, New York,|that has been going on here for 
Hess & Clark. |is the agency. |several weeks about the sale of 


\J acob Ruppert to Anheuser-Busch 
Brewing Co., St. Louis, hasn’t 
| brewed. 
| Talks between several Ruppert 
stockholders and representatives of 
Anheuser-Busch, which have been 
held off and on since mid-June, 
| were officially called off in an un- 
| usual way yesterday. 

Through its attorneys Ruppert 
released a statement to two news- 


| papers only, the New York Herald| 


Tribune and the New York Times. 
| John L. Wilson, exec vp of the St. 


| 


AAV HTHIHY 


What'll you have? You name it; Lateral Programming has it! 

Lateral Programming is the greatest upgrading in radio for- 
mats in years, and it’s planned to give plenty of selling impact to 
your product message. Let the sound difference in nighttime radio 
make a sound difference in your sales figures. “Bink’’ Dannenbaum, 
WBC V-P for Sales, or your PGW “Colonel” can tell you all 
about Lateral Programming and “Program PM.” 


WESTINGHOUSE | 2:2": 
BROADCASTING 
COMPANY, INC. 


CLEVELAND, KYW 
FORT WAYNE, WOWO 
CHICAGO, WIND 
PORTLAND, KEX 


TELEVISION 

BOSTON, WBZ TV 
PITTSBURGH, KOKA TV 
CLEVELAND, KYW TV 
SAN FRANCISCO, KPIK 


WIND represented by AM Radio Sales 
KPIX represented by The Katz Agency, Inc. 
All other WBC stations represented by 
Peters, Griffin, Woodward, inc. 


Louis brewery, at his hotel here 
refused to comment except to con- 
firm that “the negotiations have 
been terminated.” 


s Attorneys for Ruppert (Mahon- 
ey, Spohr & Mahoney) dissociated 
the brewery from the negotiations. 

“For various reasons,” according 
to the Ruppert attorneys, “appar- 
ently there was no complete 
meeting of the minds between An- 
heuser-Busch and the certain 
stockholders of Jacob Ruppert 
willing to sell Ruppert stock. Jacob 
Ruppert had, and has, no interest 
in the attempt of certain stock- 
holders to sell any part of their 
stock to any purchaser at private 
sale or by other means. 

“The business of Jacob Ruppert 
for the year 1956 has been satis- 
factory and we have every reason 
to expect that the first six months 
of 1957 will show a profit under 
the new management.” 


s At the attorney’s office no one 
would say who the stockholders 
were or where discussions took 
place. Nor would the attorneys 
comment on whether or not nego- 
tiations may be resumed later, ex- 
cept to say it was “unlikely.” 
Reports have circulated here for 
some time that Anheuser-Busch 
had offered $15 a share and that 
Ruppert stockholders were holding 
out for $20. 

After opening yesterday at 
$14.37% a share, Ruppert stock 
closed at $12.50 on the New York 
Stock Exchange. 


s Ruppert stock was placed on the 
market in 1945, when the estate of 
the late Col. Jacob Ruppert, son of 
the brewery’s founder, and one- 
time owner of the New York 
Yankees baseball team, was settled. 
The offering was 150,000 shares, 
but it is believed that members of 
the Ruppert family retained at 
least 300,000 of the 500,000 shares 
of common authorized at the time. 
Current estimates are that the 
Ruppert family owns 70% of the 
brewery’s common stock. A large 
block of this reportedly is con- 
trolled by H. Garrison Silleck III, 
grandson of the founder. 
a 


s Since 1953, when Ruppert’s pro- 
duction hit a record peak of 2,005,- 
000 bbls., its sales have continued 
to decline. In 1954 its barrelage 
figures were 1,769,000; in °55, 1,- 
638,000, and in ’56, 1,539,000. 

During the first quarter of 1957 
it reported a net loss of $192,000. 
So far this year directors have 
taken no action on dividend pay- 
ments on the common stock. The 
last payment on the common was 
25¢ in June, 1956. 

The consensus here is that An- 
heuser-Busch was interested in 
getting control of Ruppert largely 
as a competitive lever in its fight 
with the Liebmann Breweries on 
the Pacific Coast. If Anheuser- 
Busch got a foothold here, it is 
said, it might force Liebmann to 
divert some promotional activity 
from the West Coast. However, 
Liebmann sold its Los Angeles 
plant to Theo. Hamm Brewing Co. 
of St. Paul recently (AA, July 15), 
which may have been a factor in 
Anheuser-Busch calling off its 
talks here with Ruppert. # 


Crystal Moves to Four Color 

David Crystal Inc., New York, 
dress and sportswear manufactur- 
er, is switching to four color for 
its regular eight-page advertising 
section in the Sept. 1 Vogue. For 
the past five years, the company 
has run eight b&w pages in this is- 
sue. A complete promotion pack- 
age including newspaper mats, dis- 
play ideas, fashion show scripts 
and publicity pictures will back up 
the ads. The eight stores participa- 
ting in the ads are sending out 1,- 
000,000 miniature booklets to their 
customers. Johnstone Inc., New 
York, is the agency. 


me 
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‘Sides of Cigaret, 
Cancer Controversy 


New York, July 17—Because 
part of the press “thrives less on 
discretion than on _ sensational- 
ism,” the “linking of a deeply in- 
grained pleasure device, like to- 
| bacco, with a universal scare, such 
|as cancer, makes headlines,” says 
|Eric Northrup, feature editor of 


J 


| Scope Weekly, a medical newspa- 


| per, in a new book “Science Looks 
| at Smoking,” released this week by 
Coward-McCann. 
“Few persons are aware that be- 
| hind the headlines a first-rate de- 
bate is ranging with feelings 
jrunning high at either end of the 
| controversy,” Mr. Northrup says. 
“A leading advocate of the ciga- 
ret theory of lung cancer, the late 
| Dr. Evarts A. Graham—one of the 
| first surgeons to remove success- 
fully a cancerous lung—publicly 
' stated that all who oppose the evi- 
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‘New Book Probes All | dence, including many top-flight 


scientists, do so only because of 
‘their own addiction to this drug 
habit which blinds them.’ 


e “From the other side,” Mr. 
Northrup points out, “comes the 
by non-smoking Dr. 
William F. Rienhoff Jr., another 
pioneer in lung cancer surgery, of 
Johns Hopkins Hospital: ‘I feel 
uncomfortably that, just as back 
in Prohibition days, there is a 
strong bluenose element among the 
anti-tobacconists’.” 

In the introduction to “Science 
Looks at Smoking,” Dr. Harry S. N. 
Greene, chairman, department of 
pathology, Yale University, after 
weighing the evidence pro and con 
with respect to cigaret smoke as a 
cause of lung cancer, concludes 
with this statement: 

“The evidence from both ap- 
proaches, statistical and experi- 
mental, does not appear sufficient- 
ly significant to me to warrant 
forsaking the pleasure of smoking. 
As a matter of fact, if investiga- 
tions had been pointed toward 
some material that I thoroughly 
dislike, such as parsnips, I still 
would not feel that evidence of 
the type presented constituted a 
reasonable excuse for eliminating 
the things from my diet. I will still 
continue to smoke, and if the to- 
bacco companies cease manufac- 
turing their product, I will revert 
to sweet fern and grape leaves.” 


| 8 This book attempts to cover all 
|aspects of the controversial ques- 
tion of tobacco’s effect on health, 
as well as to inquire into the ef- 
fects of smoking and to appraise 
some of the reports that have been 
widely circulated. It stresses the 
point that faulty research methods 
and preconceived attitudes have 
made suspect some of the publi- 
cized conclusions on smoking as a 
cause of lung cancer and heart 
failure. 

It concludes that many people, 
on the basis of the evidence that 
has been presented, may feel that 
smoking involves an unwarranted 
risk. Others may feel that known 
and proven risks are bad enough, 
without seeking unknown ones to 
worry about. 

“Living, after all,’”’ Mr. Northrup 
sums up, “is a series of calculated 
risks, not least of which is the 
risk of falling for medical statis- 
tics. To yield small pleasure with- 
out protest is a thoughtless waste. 
Life, at best, is a losing proposi- 
tion. As Mark Twain put it, no- 
body ever came out of it alive.” + 


Galveston Mayor Sells KLUF 
to Local Business Men 

Mayor George Roy Clough of 
Galveston, Tex., has sold his radio 
station, KLUF, to a group of Gal- 
veston business men which in- 
cludes one of the candidates he 
defeated for office a few weeks 
ago. 

The Federal Communications 
Commission has approved the sale 
of KLUF, for a reported $105,000, 
to a group of men which includes 
John McCray, president of the 
Galveston Chamber of Commerce, 
j;and David Nathan, a department 
| store owner, who ran against May- 
jor Clough. Mr. Clough used the 
| station during his campaign to cru- 
sade for “honest vice” in which 
|gamblers and prostitutes would 
make open arrangements with the 
| governmert. 


O'Keefe Leaves OAI 

to Become Edsel Dealer 

| James D. O’Keefe, regional man- 
|ager of the Philadelphia sales of- 
\fice of Outdoor Advertising Inc., 
|has resigned, effective July 31, 
| to form a dealership for the new 
| Bees car under the name, O’Keefe 
Motor Co., Kalamazoo, Mich. Mr. 
O’Keefe joined OAI in 1947 and 


} 


‘oo headed the Philadelphia office 


since 1950. 
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9% of all urban people’ in 


households earning "5,000 or more 
are poster readers! 
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You get 
TWICE AS MUCH 


for your money oo 
on WKOW-TV | 


4% 
You make over twice as many sales impressions for your dollar when you choose 
WKOW-TV in Madison. For the greatest number of unduplicated network homes at 
the lowest cost per thousand your best buy is Channel 27. 


WKOW-TV 
be in Madison, Wis. 


(Continued from Page 3) 
number of them are scare-ads; 
they play up the inhibitive ele- 
ment in sexual contact, bad breath, 
body odor, dandruff, etc. 

“Psychologically this approach 
means that the road to love is 


hazards Inoculating voung 
men and women with the germs of 
constant fears and preoccupations 
falls far from playing on the con- 
structive and inspiring chords of 
sex.” 

4. Wrong sex symbols: “Very 
few ads are enriched with effective 
and psychologically correct sexual 
symbolism. .. The watchword is 
timidity. Look at the number of 
innocent pecks symbolizing ‘ro- 
mance’ between young people. 
How well bred, how distant, are 
our teen-ager or even our youth 


fraught with unpleasant physical | 


they Buy More because they Have More! 


@ Even without harps, Indianapolis is a heavenly market! 
And that’s not just our opinion. The Federal Reserve Bank 
of Chicago, in its latest annual report, calls us “Big Town 
—Boom Town!” The newest Sales Management Survey 
of Buying Power reports that music store sales here are 
a solid 81.1% over the national average . . . and that our 
average income per family has now reached a new peak 
. . . $6,882! And there are other plus factors which make 
Indianapolis still more important to you. 


> It’s STEADY.. 


KELLY-SMITH COMPANY ~- NATIONAL REPRESENTATIVES 


THE INDIANAPOLIS STAR 


YOUR FIRST TEAM FOR SALES IN INDIANA 


THE INDIANAPOLIS NEWS st i 


> It’s Bic . . . it’s growing! In 1956, Indiana was second 
in industrial growth in the U. S. 


. a balance between industry and agricul- 
ture that assures a stable market. 


> You get Saturation Coverace of the metropolitan area, 
plus an effective bonus coverage of the 44 surrounding 
counties, in The Indianapolis Star and The Indianapolis 
News. Write for complete market and circulation data. 


Member, Metro Sunday Magazine Network 
Member, Metro Sunday Comics Network 


Advertising Age, July 22, 1957 


Restore Libido to Over-Sublimated 
Ads and Sell More, 


Says Dichter 


in their twenties on our advertis- 
ng pages. 

“One would think a brotherly or 
sisterly kiss on the cheek is the 
extreme limit of their activities or 
their imagination. Even what is 
|ealled cheesecake, the sometimes 
lowly but sometimes subtle and 
evocative representation of attrac- 
tive feminine body or parts of it, 
has been mostly outlawed by our 
advertising morals.” 

5. Sex is a social affair: “Sex is 
tamed by presenting it in the 
framework of a formal social oc- 
easion. Romance is a decor. Ad- 
venture is to have the correct so- 
cial manner. Men and women are 
puppets who dance a ballet whose 
choreography has been written by 
Emily Post. There is a strong ten- 
dency to mix ‘romance’ with ‘so- 
cial success.’ Such ads have only 
‘surface’ appeal.” 

6. Types instead of flesh and 
blood: “The overwhelming major- 
ity of American ads have suc- 
cumbed to type casting: Stylized 
figures stand for something, they 
|evoke abstractions; they canno. 
possibly possess and emanate 
libido. 
| “One of the ruling conventions 
|is that there are no more women 
|in America; there are only girls. 
| Especially in fashion ads, matu- 
rity, experience, abandon, love of 
life are all abhorred. All that we 
are left with are overgrown girls, 
trained in the ‘art’ of wearing a 
dress, putting on a coat, fastening 
ee 

“On the masculine side, we 
have the all-American boy in var- 
}ious loud shirts, the ecstatically 
|grinning fisherman, the man of 
|distinction in various forms and 
| disguises, the sportsman with the 
| deliberate features ... The end re- 
| sult is the creation of an artificial 
puppet-universe, a kind of sub- 
Hollywood atmosphere.” 


@ What should be done about this 
sexless situation? Here is Dr. Dich- 


|ter’s prescription for admen: 
} 


|e “Put the libido back into Amer- 
jican advertising.” (You will ex- 
|hilarate the viewer “and reader— 
| and you'll sell more.’’) 


|e “Create situations where libid- 
jinal forces operate under their 
(own steam. This means that love 
of life, or of the other sex, should 
remain unsoiled by exterior mo- 
tives.” 

° “Don’t have the boy give the 
|girl a timid and meaningless peck 
|when the situation—and the law 
| of life—call for a hard and scorch- 
ing kiss.” 


|e “Stop breeding a race of ado- 
lescent models. Use healthy, sin- 
| cere, outgoing females.” 


'e “Prove that the flesh is not 
necessarily obscene, but may be 
|the source of joyous and healthy 
| inspiration.” # 

General Mills Names Ryan VP 
| Gordon W. Ryan has been 
|/named vp and general manager of 
General Mills (Canada) Ltd., 
| Montreal. Mr. Ryan was also elect- 
ed to the board of directors and 
will continue as Canadian sales 
manager. He succeeds E. L. Schu- 
|jahn, who is returning to head- 
|quarters of General Mills in 
Minneapolis to assume responsi- 
bility for commercial development 
of foreign food operations. 


_ Amos Kidder Joins Chix 

Johnson & Johnson has appoint- 
ed Amos M. Kidder III as prod- 
/uct director of the Chix baby 
products division of Chicopee Mill 
Inc., New York. Mr. Kidder was 
formerly with Kenyon & Eck- 
harat. 
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| IN NORTHERN CALIFORNIA, 
IT'S THE EXAMINER 


First in circulation - first in advertising 


THE SAN FRANCISCO EXAMINER @&) 


Represented by Hearst Advertising Service Inc., Offices in all principal cities 
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Now, durin 
minute, the Ri 


in daytime tele 


ARLENE FRANCIS BILL CULLEN 
(Aug. 12, HOME’s hostess begins THE PRICE IS RIGHT 
new 10 a. m. Show. Jan Murray's 11:00 AM 
Treasure Hunt follows at 10:30) 
10:00 AM 


ie “ 
Le 


TENNESSEE ERNIE FORD JOHN CONTE JACK BAILEY 
(Bride and Groom with NBC MATINEE THEATER QUEEN FOR A DAY 
Frank Parker and Bob Paige 3:00 PM 4:00 PM 
premiered in this period July 1) 
2:30 PM 
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io the average 
gest audience 


VISION ( FVOMES 


...to the ten popular NBC Television 
personalities and the fresh new 


programs they star in, during the 
major networks’ regular daytime 
schedules. There are still some 
availabilities in such big-audience 
shows as The Price Is Right with 
5,000,000 viewers per average 
minute; Truth or Consequences 

i ‘ Ss with 5,300,000; and Comedy Time 
—— SACK BARRY BILL LEYDEN with 7,300,000. Take advantage 


TRUTH OR CONSEQUENCES TIC TAC DOUGH IT COULD BE YOU 
11:30 AM 12:00 NOON 12:30 PM now of the greatest growth story in 


the history of daytime television. 


Source: Nielsen Television Index, AA Homes, 
June 157 (NBC sustaining and commercial segments, 
10 am—5:30 pm, N.Y.T.). ARB, Viewers per Set, June ’57 


MARTHA SCOTT DICK STARK 
MODERN ROMANCES COMEDY TIME 
4:45 PM 5:00 PM 
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Retail Grocers Place Over 1,800,000 Lines 


In The Pontiac Press Annually 
ONE OF THE REASONS WHY 


PONTIAC 162nd in Population 


(84,300) 
RANKS 
102nd in Food Sales in U. S. 
$37,944,000 
Sales M t 200 Leading Cities and Counties 


ABC Net Paid 


58,193 


7 out of 10 Press Homes 
Take No Other Daily Newspaper 


PONTIAC PRESS 


PONTIAC + MICHIGAN 


Scolaro, Meeker & Scott, New York, Philadelphia, Chicago and Detroit 
Doyle & Hawley, San Francisco and Los Angeles 


]. M. Cox, Publisher, 
1920 Presidential 
Candidate, Dies at 87 


Dayton, O., July 16—James M. 
| Cox, 87, newspaper publisher, for- 
mer governor of Ohio, and Demo- 
cratic Presidential candidate in 
1920, died at his home here last 
night. Although in failing health 
|for the past several years, Mr. 
Cox was active until two weeks 
ago. 
| His chain of newspapers in- 
‘cluded the Dayton Daily News; 
Dayton Journal Herald; the Sun 


land the News, Springfield, O.; the 
| Daily News, Miami, Fla.; the At- 
|lanta Constitution and the At- 


| lanta Journal. 

Mr. Cox also operated stations 
WHIO and WHIO-TV in Dayton; 
WSB and WSB-TV in Atlanta, 
and WCKT and WCKR Radio and 
WCKR-TY, in Miami. 

Born near Jacksonburg, O., Mr. 
Cox quit school at 16, but had 
| read so much even at that early 


to 16th so far in 1957! 


wind of prosperity. 


two 
dark horses 
ride 
the wind... 


Phenomenal is the growth of advertising lineage 

in Arizona's two great newspapers. |2th in total 
display in 1956 among Media Records’ first 50, the 
morning Arizona Republic has leaped to seventh place 
in 1957! No other evening paper approaches the tre- 
mendous spurt of The Phoenix Gazette—from 3st in 1956 


Parlay your money on this great combination. Enter these facts in your tote book: Sire, 
Arizona, fastest growing state in the 48, has led the nation in percentage growth of 
income, bank deposits, manufacturing output, mineral production and value of farm 
products. Dam, capital city Phoenix, oasis mecca for 500,000 tourists annually. 

Place your bet on the winning Arizona team. Tap this billion dollar market. Ride the 


National Representatives—Kelly-Smith Co. 


Phoenix REPUBLIC 


A member of the Metro Sunday Magazine Network Me 


Ma Gazette 


Advertising Age, July 22, 1957 


|age, he was able to obtain a li- 
|cense to teach. But he regarded 
that as temporary and took a job 
as reporter on the Middletown 
Signal, a daily newspaper run by 
a brother-in-law, John Q. Baker. 
A few years later he became a 
reporter on the Cincinnati En- 
quirer, where he attained consid- 
erable local prestige as a political 
writer. 


# After spending several years in 
Washington, Mr. Cox became a 
resident of Dayton, where he 
bought the evening News with 
$26,000 which he had raised 
among his friends. He was a 
newspaper publisher with influ- 
ence in the state at the age of 28. 

From 1909 to 1913 he served 
in the House of Representatives, 
but his major interests were state 
politics and newspaper work. He 
was elected governor of Ohio in 
1913. He instituted notable re- 
forms in the state government, 
but he was defeated for re-elec- 
tion in 1915. He was elected gov- 
ernor again in 1917 and re-elected 
in 1919. 

This placed Mr. Cox in a key 
position in the Democratic na- 
tional convention in 1920, and he 
received the nomination with 
Franklin D. Roosevelt as his run- 
ning mate. They were defeated in 
the election by the Republican 
candidates, Warren G. Harding and 
Calvin Coolidge, largely on the is- 
sue of the entry of the U. S. into 
the League of Nations, advocated 
by President Woodrow Wilson. 


s After his defeat in the national 
election, Mr. Cox retained his post 
of governor of Ohio until 1921, 
but he did not stand for re-elec- 
tion and did not again run for 
public office. He devoted his time 
to building up his newspaper 
chain, which he called the News 
League of Ohio. 

Mr. Cox spent much of the time 
in his later years in Florida, and 
became a golf enthusiast. In 1946 
he published his memoirs, “Jour- 
ney Through My Years.” He also 
developed a model farm near 
Jacksonburg, O., where he was 
born, and put into practice his 
theory that farming could be suc- 
cessful if a farmer used modern 
implements and scientific meth- 
ods. 

Mr. Cox’s eldest son, James M. 
Cox Jr., is vp and general man- 
ager of the newspaper chain. 


JESSE O. MIMS 

Tampa, July 16—Jesse Oscar 
Mims, classified advertising man- 
ager of the Tampa Morning Trib- 
une from 1922 to 1933, died July 
9 in Lake Wales. He had lived on 
a ranch there since his retirement 
from the Tribune. He was a 
brother of the late J. S. Mims, 
former publisher of the Tribune. 


Theodore Chicklis, Ken Wright 
Join ‘Nation's Business’ 

Theodore C. Chicklis has joined 
|Nation’s Business, Washington, as 
|director of advertising research. 
Mr. Chicklis was formerly asso- 
ciate professor of economics at 
Macalester College, Minneapolis. 
He succeeds Vera M. Lundquist, 
who assumes responsibilities in 
the magazine’s new mail sub- 
scription department. 

Ken Wright has joined the pub- 
lication’s advertising sales staff 
as representative in the New Eng- 
land states, working from New 
York. He succeeds Hugh Rey- 
nolds, who has been appointed 
Pacific Coast manager. Mr. 
Wright was formerly with Capper 
Publications. 


NBC Names Two to Board 

National Broadcasting Co. has 
added two names to its board of 
directors this week. They are Rob- 
ert E. Kintner, exec vp for tv net- 
|work programs and sales, and 
|Emanuel Sacks, vp for network 
programs. 


———— 
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* The People’s Watchdog — 
Ww 


* 
* 
* 
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—made by 


Che Harrishurg Patriot-News 


The American NEWSPAPER 


—a major contribution in the public interest 


a Pe ad. 


NEWSPAPER CAMPAIGN GETS WELFARE FUND INCREASE 


During its 1955-56 session, the Pennsyl- 
vania Legislature had before it two bills 
which were vital to the State’s mental health 
program —the normal appropriation of money 
to maintain facilities, and a special fund to 
alleviate serious overcrowding in the chil- 
dren’s institutions. 


But this particular legislature was divided 
politically, to an unusual degree. It had been 
deadlocked on almost everything, for nearly 
17 consecutive months. Right down to the final 
week of the session, these two important bills 
were still stalled in committee. 


Then, the Harrisburg PATRIOT-NEWS 
spoke out. In a thoroughly-researched series 
of feature stories and constructive editorials, 
the PATRIOT-NEWS hammered home the 
immediate steps necessary for intelligent 
solution to the problems. 


Ree 


This strong capital city newspaper urged 
an increase in the general fund, to employ 
badly needed mental health specialists. It also 
gave strong support to the special fund, to 
permit new and bigger buildings at the chil- 
dren’s institutions. 


The campaign was successful. The legis- 
lature demonstrated a rare unanimity, by 
adopting and passing both of the newspaper’s 
recommendations. 


Now, thousands of Pennsylvania’s mental 
patients are better cared for and have a 
greater chance of recovery, because the Har- 
risburg PATRIOT-NEWS fulfilled the news- 
paper’s unique position in the lives of the 
American people. It acted boldly as the watch- 
dog of the commonwealth, and evoked heart- 
warming response from both legislature and 
public. 
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NO WONDER the people BUY 
57,000,000 newspapers every day, for which they pay over $3,500,000 daily 


It is important for advertisers to remember — People welcome advertising in newspapers 


Published in the interest of all Newspapers and Advertisers by 


Moloney, Regan & Schmitt 


HERBERT W. MOLONEY, President 
Newspaper Representatives Since 1900 
oe Representing Newspapers Only 


New york % cHICAGO % DETROIT *% PHILADELPHIA % BosToN tr ST LOUIS % SAN FRANCISCO %X LOS ANGELES W DALLAS Wr MIAMI 
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Ti h M I | between now and 1980, by which | mills. They have 1)  mpete for|schools, hospitals and recreational ;|and dispose of water at mill sites 
1g t oney S time newsprint demand is expect-| financing with oil, u:.1ium, pub-| facilities. Historically, it is pointed out, 
ed to have doubled, the report |lic utilities and oth:: expanding,| Availability of cheap power is|forest tracts tend to go to those 
“ " 1 says, are (1) procurement of ex- | high-yield industrie: vital in the manufacture of news-| forest industries which can make 
Newsprint Field S pansion capital, (2) labor, (3) print. To step up production, the|the most profitable use of them. 
electric power, (4) development | # To counteract indicted short- report says, many new hydroelec-|Kraft and paperboard manufac- 
. of more efficient handling equip-|ages in forest labo: the report tric sites will have to be devel-|turing has become a serious com- 
Bi est Problem ment, (5) increased water supply|says, mechanization in logging|oped. Here, too, large sums of|petitor of newsprint in the use of 

= (6) additional timber sup- | and woods transpor! must be | money must be found to finance |available supplies of timber. 

plies. 


rushed to achieve hizicr produc- | necessary development. 


Newsprint Information Procurement of expansion capi- | tivity per worker, Sicps to attract} Great quantities of water also|™# Research, the report says, will 
G Li Difficul tal in today’s tight money market| and hold a labor Soe will have are needed in newsprint produc-|play the largest role in the solu- 
roup Lists Difficult is reported to be the most acute |to include improvem:n' of remote tion. New ways will have to be/tion of the wood problem. Ways 


Areas Facing Industry 


current problem facing newsprint|mill sites with bcticr homes,|found, the report says, to handle|to get greater yields from existing 


New York, July 16—Break- 
throughs on six fronts must be 
made if U. S. publishers are to get 
all the newsprint they need in the’ 
next 20 years at reasonable cost, 
the Newsprint Information Com- 
mittee says in a report released 
today on planning in the news- 
print industry. The committee is) 
composed of a group of Canadian | 
newsprint producers. Its publicity 
is handled here by Hill & Know!- 
ton. 

Problems that must be solved | 


Copy Capsules 


One of the great word masters of our times 
here gives you 1,059 forceful, thought-sparking 
nuggets of wisdom on how to make words 
work for you in any writing job. He dissects 
scores of modern ad campaigns to illustrate his 
points and to spark with fresh energy your own | 
creative powers. He also offers shrewd ‘“‘how- 
to’ on outdoor advertising, client suctnee, 
art, and other advertising basics 
Stebbins, Contributing Editor, Printer’s Ink. 
223 pp., 6% x 7%, 95. 


Advertising at the 
Point of Purchase 


JUST PUBLISHED. A comprehensive treat- 
ment of the management of point-of-purchase | 
advertising a specific information on 
the sound use of this medium, including such 
considerations as budgeting, purchasing, distri 
bution, installation and evaluation. Based on 
actual practices of more than 150 national 
and regional advertisers. Edited and com- 
piled by Assn. of Natl. Advers. and Point 
of art Advtg. Inst. 240 pp., 45 illus., 


How to Write | 
Better Business Letters | 


JUST PUBLISHED, 4th ED. Packed with | 
examples of the right and wrong ways to put | 
a letter together w get the results you want. | 
Clear explanations tell you how to write the | 
opening, body, and close of a letter. Formulas 
for sales letters, letrer problems, letter ‘don'ts’, 
testing a letrer—all are discussed. You see 
methods used by successful writers and how 
to apply them. By Earle A. Buckley, Sales 
Letter Specialist. 4th Ed. 280 pp., 542 x 8, 
$4.00. 


| 
Public Relations Ideas | 
in Action 


JUST PUBLISHED. Treasury of more than | 
500 tested public relations programs and tech- 

niques. Gives you ideas for carrying out PR 
objectives for industrial, commercial, profes 

sional, or non-profit purposes. Projects des- 
cribed by men who originated and used them | 
successfully. Indexed for finding ideas for 
specific objectives or for reaching different 
groups. Edited by A. H. Center, Der., Public 

Relations. Motorola, Inc. 5356 pp., 6 x 9, 
$.00 


10 DAYS’ FREE EXAMINATION 


McGraw Mil! Book Co , Dept. AA-7-22 
327 West 4iet St Siw ‘Yor * 36, N.Y. 

Send me book(s) checked below for 10 days’ 
exam inatic »” on approval. In 10 days I will 
remit fe book(s) I keep, plus few cents for 
delivery costs and return unwanted book(s 
postpaid We pay delivery costs if you remit 


with this coupon-—same return privilege 

() Stebbins——Copy Capsules, $4.95 

[) ANA—Advtg at Point of Purchase, $6.95 
(© Buckley—How to Write Better Bus Ltrs., 


| 
| 
| 
| 
| 
| 
| 
] $4.00 
| 
! 
I 
! 
| 
! 


we’ve made a new woman out of Woman’s Day 


| 
Hl This will give you just a slightly exaggerated idea of how hard it is to tear yourself 
ph a away from the new WoMAN’s Day. Take the August issue, for instance. Before you 
ETE know it, you'll be choosing sides in “Are American Women Spoiled” by Philip Wylie 
| 
| 
| 
1 


0) Center—Public Relations Ideas, $5.00 


=, ee ae (the man who started the whole “momism”’ furore, you'll recall). You'll recognize 
Getnine | people you know in “Your Husband— Monster or Mouse?”, Arthur Gordon’s latest 


Position eee eee eeeeeeee 


| For price and terms outsiae s. 
| Write MeGrew-Hill fet! w : c AA-7-22 
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acreage at less expense for log- 
ging, transport and other han- 
dling operations will have to be 
found. Greater use of bark, limbs, 
foliage and of the log itself must 
be achieved through laboratory 
experimentation, the report says. 

A move in this direction is be- 
ing made, the report says, with 
the construction in the Montreal 
suburb of Point Claire of a $2,- 
250,000 laboratory by the Pulp & 
Paper Research Institute of Can- 
ada. The institute is maintained 


by 40 paper companies in collabo- 
ration with the Canadian govern- 
ment and McGill University. + 


Kokis Changes Management 
Gordon R. Wackett and Mrs. 
Sidney A. Goodsite have taken 
over operation of Kokis Adver- 
tising Agency, Binghamton, N. Y. 
Mr. Wackett will resign as man- 
ager of employe communications 
at Link Aviation to become gen- 
eral manager of the agency. Mrs. 
Goodsite will be sales manager. 


Safeway Consolidates Offices; }A. Kirkman manager of the 22 
Names Kirkman to Fairfax bread and cake bakeries of Fairfax 

Safeway Stores, Oakiand, Cal., Baking Co. Mr. Kirkman resigned 
has consolidated the offices of four | ** vp in charge of sales and ad- 
of its subsidiary companies. Guth-|V@TUSing of Red Star Yeast & 
rie Biscuit Co. and Fairfax Baking Products Co., Milwaukee, in Feb- 
Corp. have closed their San Fran- ruary (AA, Feb. 18). 


cisco offices to move into offices APRA El 
ects Directors 
of Tuxedo Candy Co. at San Jose, “phe New York chapter of the 


where they will be joined by Fa-| American Public Relations Assn. 
meus Cereals, which will move|has elected four members to an 


from Kansas City. enlarged board of directors. They 
Safeway also has named James|are Gene Boyo, Olin Mathieson 


Woman's cxseis 
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and they can’t put the book down! 


tongue-in-cheeker. And you'll reach for the scissors when you see: the 6-page project 
on how to do an exciting terrace ... the gourmet cooking lesson on Italian foods 
(part of a course that would cost you $125 in person) . . . and the Collector’s Cook- 
book of 50 Recipes for Frozen Desserts. You can see why more women are buying 
the new WoMAN’s Day,and saving their copies too!Woman’s Day,the magoal 


Chemical Corp.; Thomas E. Fres- 
ton, Union Bag-Camp Paper 
Corp.; Louis Garcia, Pan-Ameri- 
can-Grace Airways, and M. H. 
Goode, Farley Manning Associ- 
ates. The chapter reelected all oth- 
er officers and directors. 


Moloney Heads AANR Unit 

Herbert W. Moloney, Moloney, 
Regan & Schmitt, has been named 
chairman of a new plans board of 
the New York chapter of the 
American Assn. of Newspaper 
Representatives. Members of the 
board are James H. Geddiman, 
Hearst Advertising Service; Lee A. 
Ward, Ward-Griffith Co.; James 
L. Ferguson, Sawyer, Ferguson, 
Walker, and J. Rufus Doig, O’Mara 
& Ormsbee. 


P&G Boosts Gleem in Contest 
Procter & Gamble is using na- 
tional magazines and point of 
sale displays to promote a $100,- 
000 picture puzzle contest for 
Gleem toothpaste. The contest 
closes Oct. 15. Compton Adver- 
tising, New York, is the agency. 


Serves Management 
On Shows & Exhibits 


With electronics and other aids 
providing new methods of show- 
manship to advertising, advertis- 
ing managers and others plan- 
ning trade shows and exhibits 
look to AR for ideas, “how-to” 
articles, and new developments 
they can use. Following are typ- 
ical articles that have helped 
build intense readership of AR 
every month: 


“Closed Circuit TV” 
“Redesigning an Exhibit 
Pays Off" 
“How to Make Fair Exhibits 
Pay Off” 
“Maturity for Trade Show 
Exhibits” 
“Webster Electric's Display 
Caravans” 
“Showmanship at a Home Show” 
“How to Hold an Open House” 
“How to Build Floats” 


Sells Management 
On Shows & Exhibits 


Grouped together with top arti- 
cles on how to stage shows and 
exhibits, advertisers’ messages 
outlining values of their products 
and services naturally get inten- 
sive readership and response. 
Among AR’s advertisers are: 


Middle West Display & Sales Co. 

Hollywood Banners 

Gibraltar Corrugated Paper 
Company, Inc. 

Lewis Barry Inc. — Trade Show 

Exhibits 

Sheraton Hotels 

Advertising Trades Institute, Inc. 

Capex Company, Inc. 

General Exhibits and Displays Inc. 

Gardner Displays 

Tel-A-Story, Inc. 


If shows and exhibits are either 
your problems or your products 
—turn to AR for results! 


Adhwortising 
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TV Week Theme Set 

“Television—a member of the 
family” will be the theme for 
this year’s observance of Nation- 
al Television Week, Sept. 8-14, 
according to the National Assn. 
of Radio & Television Broadcast- | 
ers. The _ institutional campaign | 
will begin in August when! 
NARTB sends promotion kits to 
all tv stations. 


UARE? 


. dealing, that is ! Adver- 
tising photography, film spots, 
slides, visual sales and 
training kits delivered when 
promised ! Full-time staff 
teamwork plus one-stop service 
(Art Director, photography, 
processing). Fair prices — fast 
action — no goofs. 


SEND FOR FREE “Foto- 
Facts” and Kileen “Kutie of 
the Month” 


kileen studios | 


235 East Orchard 
Decatur, “a 


Wolsky Tells How 
Ads Can Aid Direct 
Selling Companies 


New York, July 17—In good 
times and bad, direct selling con- 
tinues to pay off, according to 
Felix M. Wolsky, president of the 
Martin Advertising Agency, which 
for the better part of the past 34 
years has specialized in direct sell- 
ing advertising and nothing else. 

The Martin agency gets new 
business through advertising, has 
no account executives, services 
about 25 clients in this field ex- 


|clusively and will take no other 


kind of account. 

Explaining how he got into this 
type of business, Mr. Wolsky told 
ADVERTISING AGE that it was 
“really very simple.” His father, 
Alexander Wolsky, who died in 


1920, was a publishers’ repre- 
sentative for foreign language 
newspapers. After his father’s 


death, Felix Wolsky carried on 
the business for three years, but 


ido not spend too 


he got tired of it So he opened 
his own business , specialist 
in classified advertising. He felt 
qualified because he had written 
and sold so much of !'. 

Through classified advertising 
he got into the direct selling field 
because one of his clients was in 
that business. 

After 34 years «{ practical ex- 
perience, he is convinced that “in 
this type of selling, {:. product is 
of paramount impori:nce. A good 
item is the foundation upon which 


any direct selling opcration must 
be built.” 
Successful mail order advertis- 


ing, he says, depends on about a 
dozen simple but specific things. 


e “Have a plan of advertising 
and selling before you launch a 
campaign. Know where you're] 
going and what your sales objec- 
tives are.” 


e “Budget your advertising. By 
deciding how much money you 
will spend each month for adver- 
tising, you make sure that you 
little or too 


‘i WHICH TV STATION 


THE SOUTH BEND-ELKHART TELEVISION AUDIENCE 


PROGRAM WSBT-TV | STATION “A” | STATION “B” 
1.| Llove Lucy 57.5 
2.| Uve Got A Secret 44.5 
3.| Red Skelton Show 43.1 
4.| Perry Como Show 43.0 
5.| G. E. Theatre 41.7 
6.| Hitchcock Presents 40.9 
7.| Playhouse 90 40.5 
8.| December Bride 39.6 
9.| Gunsmoke 39.0 
10.| $64,000 Question 39.0 
11.) Climax 36.9 
12.| Lassie 36.4 
13.| The Millionaire 35.2 
14.| Brave Eagle 33.5 
15.| Zane Grey Theatre 32.5 
16.| Your Hit Parade 32.5 
17.| Jack Benny 31.7 
18.| Ed Sullivan 31.4 
19.| The Lineup 30.3 
20.| Loretta Young 29.7 
21.| Burns and Allen 29.5 
22.| Bob Cummings 29.1 
23.| People Are Funny 28.9 
24.| What's My Line 28.5 
25.| To Tell The Truth 28.5 


Latest ARB Rating — April 21 thru April 27 


you use it Write 


WSBT-TV carries 14 of the top 15 television shows in the South 
Bend market; 21 of the top 25; 37 of the top 50! One audience 
study after another proves that WSBT-TV dominates the South 
Bend television picture. You just don’t cover South Bend unless 


for detailed market data. 


PAUL H. RAYMER CO., INC., NATIONAL REPRESENTATIVES 


ola 


|better to advertise before the | 
| peak of the season.” 


| ing Companies. 


much in proportion to the sales | 
potential.” 


e “This means you have to ana- 
lyze your market.” 


e “Make sure your ad will click. 
There are various methods of 
finding out how good an ad really 
is. The best way is to run various| 
ads in test media and then judge 
by the results obtained. Knowing 
how, when and where to test an 
ad is important.” 


e “The wording of an ad is far 
more important than many rea- 
lize. It determines whether an ad 
works or not. The headlines must 
have stopping power, and the 
body copy must justify the heads, | 
maintain interest and produce | 
prompt action.” 


“Layout and illustrations should | 
p Rm attention and supplement 
the body copy. Illustration should 
be realistic and believable. If cou- 
pons are used they should be prop- | 
erly displayed and positioned.” 


e “Selection of the right media | 
protects your advertising invest- 
ment. It is necessary to find out 
whether mass, class, service or 
other types of publications are 
best for your particular product.” 


e “The position of an ad depends 
both on media selected and on 
the type of ad used.” 


e “Timing of ads in the direct 
selling field depends on a num- 
ber of factors. But, generally, it is 


e “Size of ad depends on what 
you are trying to do. Sometimes 
small ads in many publications 
will do the job. Other times, only 
large ads are the answer. Each 
case presents different problems.” 


e “Another thing of great impor- 
tance in this field is to develop a 
plan of repeat business from ei- 
ther inquiries or orders received. | 
The trick is to get new customers 
as cheaply as possible and then | 
build them up.” 


e “Key your ads. Keep accurate 
records of sales, inquiries and or- 
ders from each ad in each publi- 
cation for each issue on a three, 
six, 12 and 24-month basis.” 


Two years ago Mr. Wolsky 
spent $4,000 on a series of ads in 
eastern and midwestern newspa- 
pers to point out, “Direct selling 
saves consumers time and effort 
and builds distribution” and to 
declare, “Nothing takes the place 
of real flesh-and-blood person-to- 
person salesmanship” (AA, Feb. 
28, 1955). 

He did it for the good of the 
industry, he says. “We got lots 
of comment,” he admits, “but no| 
direct business directly from the} 
advertising. It wasn’t intended | 
for that purpose.” 


s Mr. Wolksy estimates that be- 
tween $7 billion and $10 billion 
worth of merchandise is sold an- 
nually by about 4,000 direct sell- 
ing companies. “It is a business 
that has been built up from noth- 
ing by advertising,” he says. 
Mr. Wolsky is proud of the fact 
that his agency has been a mem- 
ber of the American Assn. of Ad- 
vertising Agencies since 1930. It! 
also is an associate member of 
the National Assn. of Direct Sell- 


He attributes a large part of | 
his success in the direct selling | 
field to the fact that he makes it} 
his business to know as much 
about a client’s business as pos- | 
sible. 

Mrs. Wolsky has been associ-| 
ated with the agency since it was 
started. She is media director and | 
office manager. + 


Gordon Joins Stanfield 

G. John Gordon has joined 
Harold F. Stanfield Ltd., Mon- 
treal, as senior account executive. | 
.\He had been with agencies in 
‘|London and Frankfurt. 


Advertising Age, July 22, 1957 


Yes—and presidents 
take a big part in 
company purchasing 


The Facts: 


A survey among the 
500 biggest industrial corpora- 
tions in the United States shows 
a thumping 78% of presidents 
and board chairmen taking active 
part in company purchasing dur- 
ing the past 30 days alone! Yet 
salesmen got to see only 10%! 


These presidents, so vitally in- 
volved with the progress of their 
companies, exercise vital buying 
influence. And, because they are 
busy, it’s tough to see them, in 
person. But many advertisers do 
“see” them—and many more men 
who buy—through the advertising 
pages of Dun’s Review and Mod- 
ern Industry. 


Because the decision-making ex- 
ecutive gets the how, where, what, 
why and when of making his bus- 
iness better from Dun’s Review 
he reads it in an all-business frame 
of mind. He puts Dun’s Review 
and Modern Industry at the top of 
his required reading list. 


One More Fact: /n no comparable 
magazine can you reach these men 
for less than you can with Dun’s 
Review — the magazine with 
120,000 executive readers in busi- 
ness and industry . . . 53,000 of 
them presidents! 
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Conservatives 
Set Ist Regular 
Institutional Ads 


British Party Names 
Colman, Prentis; to 
Budget About $280,000 


Lonpon, July 16—The Con- 
servative Party made history of 


Lever Bros. Adds Record 


Premium to Breeze O.fers 

Lever Bros. is offering buyers of 
| Breeze their choice of any 45 rpm 
recording among the current top 
10 for 35¢ and two regular or one 
large-size boxtop. Record requests 
will be filled by Sam Goody Inc., 
New York. The regular Cannon 
premiums will continue to be 
packed with the detergent. Ad- 
vertising includes network radio, 
Sunday supplement pages, teen- 
age and movie magazines. 

Initial advertising will be 
placed by Batten, Barton, Dur- 
stine & Osborn, but shortly after 


on the promotional staff of Uni- 
| versal Pictures Co., New York, has 
| been promoted to the new post of 
‘eastern promotion manager. Paul 


| Kamey, who has been on the pub- | 


licity staff, has been named east- 
‘ern publicity manager for Univer- 
sal. 


Deutsch Fastener Names Bowes 
| Deutsch Fastener Corp., new 
|\Los Angeles company, has named 
Charles Bowes Advertising, Los 
Angeles, to handle its advertising. 
|The corporation, an affiliate of 
Deutsch Co., producer of electrical 
connectors, manufactures drive-in 


37 


Sales Executives’ Club of Hart- | branch manager of National Cash 
ford. Elected vps were Graham R.! Register Co., and C. W. Tighe, 
Treadway, vp of the Connecticut) branch manager of Royal McBee 
Bank & Trust Co.; D. E. Remaley, | Co. 


AUTOMOTIVE SALES 


24 counties of West Texas 
and New Mexico 


$133,188,000 
Two separate newspapers cover 


this rich automotive market 
at one low cost. 


a sort last week by launching 
the first sustained advertising 
campaign by a political party 
supporting a government in of- 
fice. 

Described by the Conserva- 
tives’ chairman, Oliver Poole, 
as “a means of political educa- 
tion,” the campaign is being 
handled by Colman. Prentis & 
Varley. The copy theme is “in- 
dividualism and opportunity,” 
as opposed to the emphasis put 
on “the state and equality” by 
the Socialists. 

Eight Sunday newspapers. 
covering some 80% of the adult 
population, will be used in the 
campaign. Two ads will appear 
each weekend. 

The Conservatives are hoping 
to set a high standard for insti- 
tutional advertising by using a | 
series of outstanding photo-| 
graphs by Neil Nimmo. | 


s In the initial stages—prob- | 
ably until the next general elec- 
tion—the campaign will be car- 
ried on at a rate equal to an/! 
expenditure of £100,000 ($2°0 
000) annually. 

“In addition to the main cam- 
paign,” said Mr. Poole, “the 
press ads will be reprinted as 
leaflets and posters for use by 
local Conservative associations. | 
Facilities also will be made} 
available for local associations | 
to use the ads in local papers if | 
they wish to do so.” + 


the campaign breaks, in early 

August, the Breeze account shifts 

to Sullivan, Stauffer, Colwell & 

Bayles. ‘Sales Execs Elect Terry 

has been elected president of the 
Richmond G. Terry, American 

Airlines sales manager in Hartford, 


rivets used primarily in fighter 
planes and missiles. 


The El Paso Times 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Scripps-Howord Newspaper 
Evening 


Universal Promotes Two 
Jerome M. Evans, who has been | 


¥ 
7 


VALUABLE 
PREMIUMS \V 


Ronson Acquires Saxony | 
Ronson Corp., Newark, N. J., 
has acquired control of Saxony 
Electronics of Wilmington, Del. 
According to Louis V. Aronson 
II, president of Ronson, the ac- 
quisition follows a previously | 
announced policy of diversifica- | 
tion. Saxony produces hair dry- | 
ers, heating pads and room va- | Cartoon idea contributed by Paul G. Pflaumer, Renuzit Home Products Co., Philadelphia 
porizers. The operating person- 
nel of Saxony will remain the 
same. 


And there are two sides to the 


DELAWARE VALLEY 


No one is offering trading stamps to Delaware Valley 
advertisers for the promotional dollars they spend. But 
there are premiums galore for those who aim their mes- 
sages at the rich Camden-Trenton market in the eastern 
half of the Valley. 


O'Hara Elected President 

W. A. O’Hara, publisher of 
the Syracuse (N. Y.) Herald- 
Journal and the Herald-Ameri- 
can, has been elected president 
of Herald Co. Mr. O’Hara has 
served as vp since 1936. He suc- 
ceeds Mary E. Jenkins, who has 
retired after 53 years in that of- 
fice. 


Rijos Named Ad Manager 
Edward F. Rijos has been ap- 
pointed advertising manager of | 
Addressing Machine & Equip- 
ment Co. and its wholesale af- 
filiate, International Office Ap- 
pliances, Brooklyn, N. Y. Mr. 
Rijos was formerly with Na- 
tional Cash Register Co. and 

Remington Rand. 


Most of the nearly 2-billion-dollar growth the Valley has 
experienced since 1950 has taken place here. Retail sales 
per family are $731 above the national average here. And 
the media that reach better than 85% of this flush popu- 
lace are here, too. They're the TRENTON TIMES and the 


CAMDEN COURIER-POST. 
MacDonald-Cook Moves x 
MacDonald-Cook, South Bend 
and Chicago agency, has moved | 
its Chicago branch to larger | 
quarters in the London Guar- | 
antee Bldg., 360 N. Michigan 
Ave. 


TRENTON TIMES 


Established 1883 


CAMDEN COURIER-POST 


Established 1875 


Grant Names Forrest 

Grant Advertising Inc. has 
appointed Ed Forrest a copy- 
writer in its home office, Chi- | 
cago. Mr. Forrest was formerly | 
with Calkins & Holden. | Represented nationally by GEORGE A. McDEVITT CO., INC., New York 


It pays to cross 
the Delaware 


. Chicago = @ Philadelphia x Pittsburgh e Detroit @ tes Angeles 
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WINNER—R O- 
land G. E. (Pete) 
Ullman Jr. (left), 
of the Roland 
G. E. Uilman Or- 
ganization, Phil- 
adelphia, accepts 
the National Ad- 
vertising Agency 
Network creative 
awards trophy 
from Sheldon D. 
Spencer, George 
T. Metcalf Co., 
Providence, crea- 
tive awards 
chairman for 
1957. 


Kromotype Process 
Reproduces Color 
Designs Via Photos 


Cuicaco, July 16—Designers can 
achieve new freedom in present- 
ing color designs through the use 
of a new process which has been 
introduced here by Monsen Ty- 
pographers Inc. With the trade- 


marked name of Kromotype, the 


new process permits the photo- 
graphic reproduction of package 
designs, labels, displays, layouts, 
film or television slides and other 
kinds of artwork in an almost un- 
limited number of color variations. 

Starting with b&w separation or 
keyline drawings, artwork can be 
reproduced on a variety of sur- 
faces. Most commonly used are art 
papers and cover stock, although 
transparent vinyl, tin cans and 
glass bottles can also be used as 
a base. 


® While the design is reproduced 
photographically, color is 
tained by first brushing over the 


exposed areas with any one of 16 
basic colors, or a mixture of the 


16, followed by a washing which 


leaves color only on the exposed 
areas. The process is capable of 


reproducing fine type. 


In its introductory field testing, 
itself 
for showing 
clients the actual appearance of | 
finished packages in a range of 
colors. It has also been used for 
tv titles and sales presentations. 
According to Monsen, practically 


the technique has proven 
particularly useful 


anything that can be done by let- 


ob- 


be done by Kromotype. 

At the present available only 
through Monsen’s Chicago and Los 
Angeles offices, the process is ex- 
pected to be made available to 
franchised studios in other cities, 
reports Joseph Kristan, supervisor 
in Monsen’s Chicago office. + 


| 
| 
| 


Pabst Realigns Sales Staff; 
Names Dresser to Promotion 
Pabst Brewing Co., Chicago, is 
streamlining its sales executive 
setup, placing authority and re- 
sponsibility for sales under three 
regional sales directors. C. F. 
Greenwood is now sales director 
of the eastern region, with R. S. 
Gregory assisting as regional sales 


| manager. G. P. Butler is sales di- 


|E. Dresser 
|}manager for the Chicago metro- 


rector of the central region, with 
H. H. Anderson assisting as re- 
gional sales manager. H. G. Har- 
ris is sales director of the western 
region, with L. J. Buck assisting 
as regional sales manager. 

Pabst also has appointed Keith 
special promotions 


politan area. Mr. Dresser pre- 
viously held a sales promotion 


| post with Colgate-Palmolive Co. 


Three Join Needham, Louis 
Walter Daspit Jr. has joined 
Needham, Louis & Brorby, Chicago, 
as business affairs manager of the 
tv-radio department. Mr. Daspit 


was previously assistant director of 
tv-radio at Ruthrauff & Ryan. Ed 
McAuliffe, formerly with Foote, 
Cone & Belding, has been added to 
the copy staff. Gordon M. Keswick 
has joined the research department 
of the agency. Previously Mr. Kes- 
wick was technical photographic 
assistant at the control systems 
laboratory at the University of 
Illinois. 


Hollywood Adclub Elects 

Vic Rowland, manager of press 
relations of Capital Records, has 
been elected president of the Hol- 
lywood ~ Advertising Club. Other 
officers elected include Jack 
Brembeck, KABC-TYV, Ist vp; Fe- 
lix Adams, 2nd vp; Phil Seitz, Ap- 
VERTISING AGE, vp for public rela- 
tions; 
Public Relations, secretary, and 
Jerry Cahill, Hollywood Mat & 
Engraving Co., treasurer. 


Aviation Paper Changes Name 
Effective with its July issue, 
Aviation Research & Development 


Advertising Age, July 22, 1957 


| has changed its name to Missile 
Design & Development. S. R. Kent, 
publisher, said that the change, 
“long under consideration because 
of the magazine’s major editorial 
emphasis, was made final when the 
June circulation analysis showed 
88% of its readers engaged in mis- 
sile engineering.” 


NIPMHE Contest Book Out 


Marge Crawford, Marge) 


Competition manuals for con- 
| testants entering the National In- 
dustrial Packaging & Materials 
Handling Exposition competition 
in Atlantic City Oct. 
available. Copies can be obtained 
by writing to NIPMHE Cham- 


|pionship Competition, Suite 611, 


111 W. Jackson Blvd., Chicago. 


Wanamaker Joins Weiss 

Robert J. Wanamaker has been 
appointed to the copy staff of Ed- 
ward H. Weiss & Co., Chicago. Mr. 
Wanamaker was formerly assist- 
ant creative director of Fulton, 
Morrissey Co., Chicago, for four 
and a half years. 
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Deal Offer. .» The Angel 
Face special offer is featured 
on a mobile, which gets extra ~~~ 


28-31 are 3 


terpress or offset reproduction can 


Holds First Place 
In the South 


GRIER’S 


ALMANAC 


2,200,000 CIRCULATION 
FOR 1958 GUARANTEED 
AND AUDITED. REACHES 
OVER A MILLION RFD BOX 
HOLDERS. 


@ Blankets the Rural South 
from Virginia to Texas. 

e First in Prestige. Has been 
published for 152 years. 

@ Readership is intense 
loyal. 

@ Every advertisement next to 
editorial matter. 

@ Stays in the home the year 
‘round. 


and 


Write, wire or phone for 
rates, closing date and | 
detailed information. 


GRIER'S ALMANAC 
{ 76 Central Avenue, S.W. 
Atlanta, Georgia 


display for extra value, 


’ Re aateshmeny ai 
—_ 


\ Used Three Years... 

] A& P's Jane Parker Fruit Cake 

mobile has been displayed 

in A&P stores through three 
holiday season: 


Solid Structure ... of units gives this 
Pepsi-Cola mobile high attention value...now 
in use in nine countries. 


Nowhere to go...but UP! 


Once our business was window and 
counter displays. Came the self service 
store—no windows, no counters. Now the 
first problem of the point-of-purchase 
merchandiser is to find the point! Einson- 
Freeman offers two successful solutions, 
in mobile and pole displays. 

The mobile display uses the air space 
abovemerchandise,customers’ push carts. 
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Macton Names Moore Agency | 

Macton Machinery Co., Stam-| 
ford, Conn., manufacturer of turn-| 
tables, has appointed Moore & Co.,| 
Stamford, to handle its advertising | 
and public relations. Automotive, | 
trucking, traffic and materials han- 
dling magazines will be used to) 
feature industrial and materials | 
handling applications of turntables. | 
There is no previous agency of 
record. 


| 


Two Join Polaroid 

James H. Rosenfield, formerly 
an account executive of National | 
Broadcasting Co., has joined Polar-| 
oid Corp., Cambridge, as assistant 
to the advertising manager. At the | 
same time, Silas Bunce, formerly 
northeast district sales manager of 
William L. Bonnell Co., was ap-| 
pointed assistant to the special | 
markets sales manager. 


Wilson-Loveton Gains Book 


Wuire SuLpHur Sprincs, July 
,16—Food processors would do 
well to heed their retail custom- 
ers rather than the “elite group” 
on Madison Ave. 

That’s what William C. Nigut, 
marketing and trade relations 
counsel, has advised the annual 
meeting of the Processed Apples 
Institute. 

Some processors are seeking di- 


a :% 
&, a 

* 
can i toe 


rection from an “elite group of | 


Spitzner Rexford McClellan McCrea Cox Madison Ave. specialists, motiva- 
POOR RICHARD ELECTS—Alfred P. Rexford, R. W. Rexford Co., has been tonal researchers, activational | 
elected president of the Poor Richard Club, Philadelp!:«. jor 1957-58. beeggeery  aagger Bi os om 
Other officers elected are Joseph G. McClellan, Nor wn Times likely never been iniés & @apete 
Herald, 1st vp; Clyde R. Spitzner, WIP, 2nd vp; Afr McCrea, | market,” when they would do bet- 
Reuben H. Donnelley Corp., secretary, and Edwin R. ( Jr., At- | 


ter to heed the friendly and free 


lantic Refining Co., treasurer. advice of their retail customers, 


7,700 monthly, has merged 
Wilson-Loveton Publications, 


————— | he maintained. 
with | editorial advisor to Wilson-Love- | “In accord with the new mar- 
Los | ton’s three other publications, Food | keting concept that all business 


West Coast Druggist, a regional| Angeles. Bert Butterworth remains| Mart News, Tile and Western begins and ends with the custom- 
trade journal with circulation of|the Druggist editor and becomes | Trucking. er, it would behoove all manu- 
7 se LOT Ag ee ES Ny Orc OT GM MNETETE Fea een Pree Piya Sl 27” 


‘Gaines Gift Center 


FOR YOUR DOG 


Seng 


Salesman’s Choice... ; 
(right) The two-sided ; 
Westinghouse poster with cross 
racks for bulbs, and wire feet, 
comes telescoped in a tube... “ — ae 
latest version of E-F Decorate with Light } 
roll-up display. a a 


Westinghouse W w 


——— 
ee 


ad 


ox J Related Item Sales... Gampees ti. 
(left) This eight-feet display 
towers over cases of Gaines 

Dog Food, with gift items for 

the family pet. For extra -- 
attention, the basset wags 


It possesses perpetual motion, the eye 
allure of the strip tease, high impact, and 
as many reminders as a charm bracelet. 
Safe from smudges, falls and stock fillers, 
it is the longest-lived of store displays. 

The pole display is based on floor or 
gondola top, and bears its message aloft 
on a wire or tube standard. It may be a 
tall sculptured plastic spectacular with 


Plus Profit Items... 
The wire riser clamps 

on the shelf behind 

the gondola top. Campbell 
field men use the same 
wire riser for other 
related promotions of soup 
and longer margin items. 


battery animation; or a glorified replica 
of an advertisement. It not only identifies 
your product, but its store location. 

Both these types of display dodemand 
a genuine selling idea and ingenious 
presentation ... which is what brings the 
sagacious advertiser to Einson-Freeman, 
year after year, for effective displays... 
Phone, wire or write: 


Eimnson-Freeman Co., inc. 


Producers of more productive displays.,.Starr & Borden Avenues, Long Island City, New York 


Ask Retailer, Not ‘Madison Ave. Elite,’ 
About Public's Desires, Apple Group Told 


facturers to learn as much as 


|possible about the retailer’s phil- 


osophy of doing business and his 
operational problems, to find out 
what he wants and doesn’t want 
jin the form of sales promotion 
assistance. 

“The most successful merchan- 
dising programs are those that are 
|based on retailers’ needs and 
j}wants, that are well planned, 
timed right and intelligently ex- 
ecuted to produce a profit for 
both the manufacturer and the 
retailer,” he said. 


s George Kline, managing editor 
of Progressive Grocer, told the 
group: “Retailers are hungry for 
sound merchandising ideas upon 
which they can base their daily 
operating decisions. 

“In order to be able to provide 
this sort of information, the man- 
ufacturer must know more about 
the department that includes his 
products. He must educate and in- 
form his retail customers—bring 
them new ideas and better oper- 
ating methods, along with his 
own brand merchandising and 
promotion plans. 

“Manufacturers who strive to 
work in harmony with retailers 
to accomplish a better over-all 
system of retailing will gain 
greater acceptance in the highly 
competitive period ahead.” 


s Fred W. Burrows, president of 
the International Apple Assn., in 
outlining some of the problems 
facing growers, pointed out that 
“the consumption of fresh fruit 
is declining more rapidly than 
processing can be economically 
accelerated to meet the changing 
situation.” 


|@ J. Pinckney Arthur, institute 
secretary, announced that the in- 
stitute’s promotion program “has 
resulted in a greatly accelerated 
consumer demand, moving apple 
products from a weak fourth po- 
sition among canned fruit prod- 
ucts to a — second only to 
peaches.” 


Toronto Ad Assn. Elects 

Neil S. O’Donnell, president of 
Neil S. O’Donnell Ltd., was elec- 
ted president of the Toronto Ad- 
vertising Specialty Assn. at its 
charter meeting. 


If You're In Electronics, Communications 


Manufacture — 


needs & 


vOut: 


Semone purchases by the military during 

957 should reach a whopping $3.9 billion 
Smotier producers of electronic specialty items 
will be in a stronger position this year for 
they will deal more and more directly with the 
prime contractor. Uncle Sam is issuing more 
direct contracts and is broadening his base 
of suppliers in the electronics field 


10,000 primary defense buyers and sub-con- 
tractors need the facts about the electronics, 
communications and photographic gear you 
sell. They read SIGNAL, the official publica- 
tion of the Armed Forces Communications And 
Electronics Association. You have 12 oppor: 
tunities a year to sell them in SIGNAL. Get 
the low page rates and the details from: 


OFFICIAL JOURNAL OF AFCEA 


Wm. C. Copp & Associates 
1475 Broadway, New York 36, N. Y. 
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CLIPPER 
ART SERVICE 


Single issues sell fog $20.00, Your sample 
is a big value. on@Mea/med can make 
you hundreds of dellers/im extra returns. 
Now, the revised 3957 @ipper helps you 
design circulars. butietigm catalog pages. 
cover pages. adi pestars. house organ 


|American Legion Elects 


Chicago Post 170 of the Ameri-| 
ican Legion, comprised of adver- | 
\tising people, has named James 
\T. Ritter, O’Mara & Ormsbee, 
commander. Clarke J. Trudeau, 
vp of sales of LaSalle Street 
Press, will be chairman of the 
board of directors. Other officers | 
include Charles D. Buddle, J. P.| 
McKinney & Son, Ist vice-com-| 
mander; Kenneth R. Peterson, 
Scheerer & Co., 2nd_ vice-com- 
mander, and Ralph W. Mocken- | 
haupt, George A. McDevitt Co.,| 
3rd vice-commander. 


Faribault Promotes Two 

Robert E. Johnson, formerly | 
|sales manager, has been promoted 
to director of advertising and | 
merchandising of Faribault Wool-| 
en Mills, Faribault, Minn. Mr. | 
|Johnson is succeeded by Thomas 
N. Kaul. Mr. Kaul joined the) 
woolen mill in 1954. 


Kroatz Ralston Mamula Moore Gross 

ON LOCATION—A West Virginia cave is explored as a possible sub- 
ject for “High Adventure with Lowell Thomas.” Doing their ex- 
ploring from a sitting position are Don Kraatz and Nick Mamula 
of Campbell-Ewald, and Gilbert Ralston and Joel Gross of Odys- 


sey Productions. The guide is Ray Moore. 


Speaking of BARGAINS... 


Col. 
P. A. 
Robert 


for lowa PLUS! 


Des Moines . . . 50,000 Watts 


Y > 


SALE 


] 


You get Iowa’s TOP radio 
bargain when you buy WHO. 


More Iowa families listen 


to WHO regularly, daytime, 
than to all the 56 
other lowa stations COMBINED*! 


B. J. Palmer, President 
Loyet, Resident Manager 
H. Harter, Sales Manager 


pte > Peters, Griffin, Woodward, Inc., 


National Representatives 


*Source: 1956 lowa Radio 
Audience Survey 


WHO Radio is part of 
Central Broadcasting Company, 
which also owns and operates 

WHO-TV, Des Moines 

WOC-TV, Davenport 
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Blair Presentation 
Stresses Economy, 


Effectiveness of TV 


New York, July 16—A hard-hit- 
‘ting spot television presentation 
|was unveiled last week by Wil- 
liam Weldon, president of Blair- 
TV, station representative. 
| Reason for the creation of the 
|elaborate pitch, which consists of 
40 color transparencies, is a tv 
market that has been soft lately, 
| Mr. Weldon indicated. 
| The presentation takes off with 
|'a whack at magazine and newspa- 
per effectiveness. In New York, 
|comparing tv’s potential circula- 
tion with that of Life and the New 
York Daily News, television’s abil- 
| ity to penetrate is from two to eight 
\times greater, the presentation as- 
| serts. 
| A Leo Burnett Co. study on 
the cost-per-1,000 relationship be- 
|tween the major media is used by 
|Blair-TV to indicate that tv’s de- 
livered audience costs one-sixth to 
|one-tenth as much as the newspa- 
|pers’, one-third to one-sixth as 
| much as magazines’ and a few 
|cents more than that of radio. 


s The presentation also covers a 
Pulse survey of the media used to 
introduce Hit Parade cigarets to 
the New York market. In the in- 
troduction, large newspaper ads 
and a weekly schedule of 570 radio 
and 70 tv spots were used. 

Of the 1,000 smokers inter- 
viewed, 94% had seen the tv spots, 
while only 29% had heard the ra- 
dio announcements. 22% of those 
interviewed purchased the prod- 
uct. Of the purchasers, 68% had 
been exposed to the tv spots, 14% 
to the radio spots, and about 1% 
to the newspaper ads, the presen- 
tation reported. 

The presentation is entitled 
“Market Sense. ..Spot Tv Today.” 
It is being sent to each of the 25 tv 
stations Blair represents. + 


Toronto's AMA Elects 6 

The Toronto chapter of the 
American Marketing Assn. has 
elected David S. Catton, radio-tv 
|director of Vickers & Benson Ltd., 
president; J. N. Milne, MacLaren 
Advertising Co., and G. A. Ed- 
| wards, University of Toronto, vps; 
|W. F. Nugent, Spitzer & Mills, 
treasurer, and Miss G. de Weerdt, 
| Lever Bros. Ltd., secretary. 
Hoffman Named BBM Exec VP 

Charles C. Hoffman has been 
|appointed exec vp of the Bureau 
|of Broadcast Measurement, Tor- 
jonto. In the newly created post 
jhe is responsible to the board of 
|directors for direction and man- 
|}agement of BBM and its services. 
No single BBM executive was 
previously assigned the whole re- 
sponsibility. 


Johnson & Lewis Names Terry 

Johnson & Lewis Advertising, 
San Francisco, has named Walter 
Terry to the new position of gen- 
eral manager. Mr. Terry has been 
ad manager of Fluor Corp. since 
| 1952 and was a professor of ad- 
|vertising and marketing at the 
| University of Southern California 
from 1948 to 1951. 


ABC-TV Names Alexander 


Elliot F. Alexander, formerly a 
public relations account executive 
|with Batten, Barton, Durstine & 
|Osborn, has been named manager 
of advertising and promotion for 
the western division of ABC Tel- 
evision, New York. 


American Felt to Hickerson 

| American Felt Co., Glenville, 
|Conn., has named J. M. Hickerson 
\Inc., New York and Des Moines, 
\to handle its advertising. St. 
Georges & Keyes, New York, was 
| the former agency. 
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IN SIX YEARS HE BUILT WISH-BONE 
e%  SALAD DRESSING INTO 

A MULTI-MILLION DOLLA 

BUSINESS! 


PHILLIP A. SOLLOMI 


President, 


WISH-BONE PRODUCTS, INC. 


MR. SOLLOMI'S LETTER: 


The history and success of WISH-BONE Salad Dressing 
is closely tied up with The Kansas City Star. We started 
in 1951 in our Wish-Bone Restaurant and it soon 
became apparent that the quality of our salad dressing 
was such that it would have ready acceptance through 
regular grocery channels. 


We budgeted $35,000.00 for advertising in 1952, and 
decided to spend it in The Kansas City Star. Our decision 
to do this was guided by on-the-spot knowledge that 

The Star blankets Greater Kansas City and is used as a 
grocery product buying guide by Kansas City housewives. 


The first and succeeding years have paid off handsomely. 
We have consistently used The Kansas City Star and 
have found that it is the most readily merchandisable 
medium with the grocery trade. 


We wish to thank The Star for its efforts in our behalf. 
You are one of the prime factors in our phenomenal success. 


THE KAN 


KANSAS CITY 
1729 Grand Ave. 
HArrison 1-1200 


CHICAGO 
202 S. State St. 
Webster 9-0532 


a) 


THE AMAZING SUCCESS STORY 
OF PHIL SOLLOMI 


There are numerous excellent salad dressings. Some 
of them have been aggressively merchandised and adver- 
tised for years. Competition between brands is intense. 


Yet in six short years food marketer Phil Sollomi of 
Kansas City built WISH-BONE Salad Dressing to a top- 
ranking position in sales, with nationwide distribution! 
Recently WISH-BONE was purchased by the Lipton Tea 
division of Lever Brothers and Mr. Sollomi was retained to 
direct WISH-BONE sales. 


A real success story! How was it done? Largely 
through use of advertising in The Kansas City Star, “the 
most readily merchandisable medium with the grocery 
trade.” 


Time and time again The Star has demonstrated its 
ability to produce food sales far above average. The Star’s 
unique effectiveness is rooted in the Kansas City house- 
wife's habit of consulting its columns for all food buying 
information. 


Ninety-five per cent of The Star’s circulation is 
carrier delivered to the home . . . directly into the 
housewife’s hands. No other newspaper in America 
so completely shapes food buying habits and market- 
ing patterns in its city of publication. Put the dealer- 
power and consumer-power of Star advertising be- 
hind your product! 


S CITY STAR 


NEW YORK SAN FRANCISCO 


21 E. 40th St. 625 Market St. 
Murray Hill 3-6161 GArfield 1-2003 
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— Pages —~ + Lines _ 
June June Jan.-June Jan.-June June June dan.-June Jan.-June 
1957 1956 1957 1956 1957 1956 1957 1956 
Weeklies, Bi-Weeklies, Semi-Monthlies (June) 
Commonweal ........5+> 19.2 11.4 107.5 98.8 8.064 4,788 45.150 41,496 
Re errr Ce 98.2 100.0 447.3 488.8 42,112 42,898 191,901 209,702 
ee err 25.0 28.0 164.0 185.9 25,002 28,033 163,953 185,914 
SE We vawensdecddcoebveceos 333.5 378.2 2,196.5 2,331.5 226,776 257,207 1,493,620 1,585,399 
SEED <sebamhbadsctduccccedes 191.0 160.0 914.8 786.6 129,846 108,773 622,091 534,902 
le WU cas cobeeccccens 360.8 373.3 2,235.4 2,324.0 154,791 160,142 958,980 996.986 
GNEEE .. Vadecs cdccccccces 275.3 277.7 1,682.9 1,637.7 115,638 116,642 706,822 687,850 
Presbyterian Life ..........+. 8.7 8.5 62.7 77.5 3,672 3,582 26,364 32,577 
eee 7.3 94 80.0 96.9 3,053 3,940 33,604 40,705 
Saturday Evening Post ....... 3128 349.0 1,761.8 19049 212,719 237,302 1,197,982 1,295,326 
Saturday Review ............ 64.1 50.7 450.5 442.2 26,915 21,313 189,630 186,093 
Sporting News .........05555 27.3 27.6 162.2 145.6 29,600 29,948 175,932 158,007 
Sports Ilustrated ........... 153.1 92.3 832.4 559.0 65,693 40,102 357,019 240,269 
MD das Cpuiddedeesebeacece 260.8 2828 1,712.0 1,840.7 109,544 118,764 719,068 773,074 
ME. sccdtasedsoesvese 38.8 31.8 273.3 182.3 7,062 5,788 49,733 33,162 
+U.S. News & World Report .. 254.0 297.6 1,6346 1,635.3 106,684 125,009 686,550 686,847 
We WOME veg sacasen sce 2429.9 24783 14,7179 14,7377 1,267,171 1,304,231 7,618,399 7,688,305 
+ Five issues in June 1957; four issues in June 1956. ¢ Four issues in June 1957; five issues in June 1956. 
Pages i Lines -_ 
July July Jan-July  Jan.-July July July Jan.-July Jan.-July 
1957 1956 1957 1956 1957 1956 1957 1956 
Women’s 
§Bride’s Magazine .. 189.4 156.8 539.0 469.0 119,701 99,098 340,648 296,408 
Everywoman’s Magazine ...... 20.2 21.4 148.9 220.4 8,683 9,171 63,871 94,581 
8 "ara 35.3 42.4 311.1 387.1 15,144 18,190 133,462 166,066 
H#Good Housekeeping ........ 77.2 77.8 831.6 840.9 33,118 33,364 356,753 360,764 
Ladies’ Home Journal ....... 70.5 66.5 746.4 689.3 47,922 45,212 507,563 468,744 
yd ere 72.8 54.9 612.3 515.6 49,521 37,317 416,350 350,591 
§Modern Bride .... 168.4 149.1 468.1 426.5 105,829 94,231 295,239 269,548 
{Parents’ Magazine 42.7 34.7 412.9 365.0 18,409 14,908 177,796 157,003 
Seventeen ......... 46.7 52.0 702.6 721.7 31,788 35,379 477,789 490,783 
Western Family: 
Southwest Edition 18.1 22.3 145.0 171.7 7,793 9,579 62,212 73,627 
Mountain Edition 16.3 22.5 132.9 157.7 6,986 9,670 57,008 67,687 
ttNorthwest Edition 17.0 23.0 139.4 1711 7,286 9,884 59.826 73,430 
ZtNo. Calif. Edition .. 16.8 22.3 138.2 163.6 7,249 9,554 59,348 70,198 
Woman's Day ........-60055 24.5 32.0 249.2 329.0 10,531 13,728 106,892 141,158 
rere 688.6 632.1 4,335.5 4,295.3 415,321 376,813 2,581,822 2,508,509 
§ Published quarterly in January, April, July and October. + Includes Shopping Scout Section linage. 2 Not included 
in totals. 
General 


tAmerican Artist .... 


=e nN x 
SSSSuSsEKGe 
OrHReaUWOONYN 


965.6 


858.6 
9,134.2 


189.0 75,930 
117.6 4.914 3,220 46,788 
130.5 5,314 7,478 45,291 
413.1 16,537 15,802 125,868 
129.5 6.780 6,025 58,938 
218.7 7,469 8,219 90,432 
241.0 9,289 7,905 108.461 
45.3 1,743 1,928 17,562 
180.0 5.220 3,780 48,060 
142.4 8,145 7,975 69,256 
60.3 2.289 3,200 24.246 
105.2 39,302 36,547 73,384 
94.5 3,120 5,169 37,819 
455.5 32,949 26,504 301,943 
120.5 11.212 10.952 80,397 
182.5 5,138 8,820 55.496 
190.3 10,447 8,806 81,375 
189.3 93,295 
227.0 7,520 8,327 92,962 
571.1 39,588 46,029 444,904 
142.8 8,526 7,686 59,010 
189.2 8,892 10,525 73,728 
169.8 121,317 
996.9 61,827 59,682 610,512 
108.7 7,140 4,200 38,010 
167.1 8,232 8,106 57,078 
301.9 5,821 6,018 78,123 
11.5 3,227 735 31,024 
587.6 36,624 35,826 234,273 
149.4 5,786 5,448 61,258 
224.0 7,280 6,188 57.876 
59.5 096 3,022 37,711 
177.4 11,231 8,729 91,281 
50.4 1,858 1,590 30,684 
48.4 4,982 7,022 22,987 
404.6 20,576 29,150 248,084 
182.7 9,399 8,634 89,248 
853.4 56,389 54,096 504,852 
8817.1 476,635 472,608 4,919,439 


+ Not published in July or “August. t Published bi-monthly; figures shown are for July-August issue. 


American Forests ... 117 
American Legion ............. 12.7 
SEED énccoccocnceeseees 56.3 
0 PTT 15.8 
PT s6560¢e000ed% 178 
Christian Herald ..... 21.6 
ED dv ccecdeace se 42 
TE -cxececsceges 29.0 
Cosmopolitan ..... 19.0 
Eagle Magazine ..... 5.5 
Bileesetoeees 57.7 
Elks Magazine ....... 7.3 
ee 48.3 
A. Sea rsadent 16.2 
DEEL <wicavadsivess 12.2 
PE \Wetes bebe 60 ae ; 25.3 
tGrade Teacher ........... —— 
Harper's Magazine ..... 18.0 
GED cbccccesececss 58.2 
SM wadegdcsicce 20.3 
Improvement Era 21.2 
fInstructor ........ — 
Motor Boating ..... 105.1 
Motor Life .......... 17.0 
Motor Trend .......... 19.6 
National Geographic .... 24.8 
BPA 2. cccccccces 77 
Popular Photography 87.2 
Promenade ......... 13.4 
Reader's Digest .... 40.0 
BD ccccccccccccs 119 
Redbook ..........+- 26.2 
Rotarian .....6555- 44 
MR condescetores 11.6 
Town & Country ...... 32.5 
BAS. 6G6essbe eee 21.9 
Yachting ......... 95.9 
Total Group . 989 & 
Home 
American Home ... 33.6 
Better Homes & Gardens 75.0 
Flower Grower 27.5 
House & Garden ... 22.4 
House Beautiful .... 36.3 
Household ........ 27.6 
Living For Young Homemakers 31.8 
Popular Gardening 23.8 
Sunset Magazine .. 94.8 
Total Group 372.9 
Fashion 
in ees 30.5 
Glamour . , 40.4 
Harper's Bazaar 39.0 
Mademoiselle .... 28.0 
Vogue ....... 39.0 
Total Group ..... 176.9 
Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances .......... 26.4 
Modern Screen ........ 6555 24.5 
Screen Stories .. 18.0 
Fawcett Women's Group: 
Motion Picture 15.0 
True Confessions ..... bee 21.5 
Hillman Romance Group ... o4 
Hillman Women's Group ...... 16.9 
Ideal Women's Group: 
Intimate Story ..........+.- 13.5 
Movie Life .......... 17.9 
Movie Stars Parade .. 17.8 
Personal Romances .... 13.4 
TV Star Parade .......... 12.1 
Se , 11.0 
Secrets Romance Group: 
Revealing Romances ... 12.5 


ERESSS2 
Cnvonon 


112.6 
469.9 


44.3 
162.7 


447.3 
927.0 
374.8 
482.8 
687.5 
262.9 
463.7 
336.4 
892.2 


4,874.6 


619.1 
574.7 
587.3 
524.9 
900.3 


3,206.3 


215.0 
179.4 
136.6 


119.3 
171.4 

114 
139.3 


117.4 
1414 
139.1 
116.6 
111.6 

96.8 


119.8 


525.1 


113.8 


118.2 
132.7 
132.8 
118.0 
100.2 

83.6 


109.1 


21,217 
47,217 
11,569 


"199,358 


13,098 
17,366 
24,646 
12,012 
24.654 


“OL776 


11,322 
10,492 
7,740 


4,294,983 


# Not included in Totals. 


32,618 282,684 331,841 
56.998 586,036 640,226 
12,952 157,393 170,197 
23,994 305,136 331,964 
30,539 434,525 473,395 
15,085 119,200 128,470 
22,055 293,028 322,372 
12,014 141,294 141,531 
47,318 374,793 433,166 
253,573 2,694,089 2,973,162 
15,193 265,628 278,408 
13,783 246,582 254,594 
20.472 371,164 378,957 
7,944 225,144 251,584 
28,059 569,028 522,322 
85,451 1,677,546 1,685,865 
11,744 92,239 88,594 
14,404 76,968 89,235 
11,172 58,661 70,703 
7,618 51,185 47,422 
8,749 73,527 60,011 
906 5,010 6,078 
5,191 59,899 48,946 
4,271 50,325 50,713 
6,006 60,631 56,905 
6,034 59,686 57,007 
4,331 50.058 50,598 
3,848 47,875 42,999 
5,118 41,529 35,863 
4,872 51,385 46,806 


Advertising Age, July 22, 1957 


July Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U. S., Canadian anc foreign Publications Reporting to Advertising Age 


= Pages ¢ Lines 

July July Jan.-July Jan.-July July July Jan. -July dJan.-July 
1957 1956 1957 1956 1957 1956 1957 1956 
oo 12.6 11.8 121.1 112.2 5,416 5,068 51,954 48,142 
ROMANE ..ccesees 12.9 12.3 618 63.1 5,515 5,267 26,529 27,061 
T tory Women's Group: 

f lay ..0s cadvaneuenene 40.3 48.2 263.4 285.6 17,292 20,664 113,009 122,538 
1 Experience ..... 16.1 24.7 118.1 166.2 6,922 10,580 50,664 71,286 
Love Stories 16.1 24.4 117.4 165.5 6,887 10,486 50,365 71,016 
| Romance ....... 15.9 25.7 116.3 167.1 6,830 11,012 49,893 71,675 
, Story 58.0 56.7 44.9 42.0 24,879 24,318 192,596 180,162 
TV-Radio Mirror ......-e0% 12.8 24.8 99.9 159.5 5,495 10,644 42,873 68,425 
Total Group sesdlulidesoun 6 1 2,758.0 2,913.2 174,004 192,303 1,356,861 1,412,185 
NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising 


carried by the group as a whole PLUS additional advertising carried by each individual publication. 


§ Published bi-monthly; figures shown are for July-August publication. { Published bi-month'y; alternates with 
Silver Screen. 
‘Business (July) 
+Dun’s Review & Modern Industry 55.7 58.5 555.6 507.8 23,399 36,028 233,328 312,789 
Pertame ..ccorcoddeuwnssao 144.3 118.3 1,272.5 1,136.3 91,166 74,734 804,220 718,110 
Nation's Business ..........- 34.8 32.7 373.2 318.0 14,943 14,039 160,442 136,662 
Total Group ....scceseees 234.8 2095 2,201.3 1,962.1 129,508 124,801 1,197,990 1,167,561 
§ Because current monthly linage figures for several publications are not yet available this group is broken into 
a July section and a June section. 
+ Changed from a 616-line page to a 420-line page in November 1956. 
r Pages Lines ~ 
1957 1956 1957 1956 1957 1956 1957 1956 
June June Jan.-June Jan.-June June June dan. -June dan. -June 
Business (June) 
Barron's 62.1 67.5 490.2 495.7 40,711 44,285 321,593 325,195 
Business Week . 597.4 588.0 3,174.1 2,981.7 250,887 246,973 1,333,130 1,252,327 
Financial World . 68.6 68.7 376.0 353.7 28,789 28,849 157,940 148,549 
POD «oc ccccspeenbuccacen 54.5 54.1 434.0 401.2 22,887 22,740 182,249 168,489 
Total Group 782.6 778.3 4474.3 42323 343,274 342,847 1,794,912 1,894,560 
Magazine Linage Trend. -iswres in tousanis 
WEEKLIES GENERAL 
1957 1957 
june! 1.267 JULY 
MAY | 1.590 JUNE 


WOMEN’S 
1957 


wx [415 __] 
JUNE 


1956 


JULY 


1957 


BUSINESS 


JUNE|343 | 


1957 


FASHION 


suiy| |92 
june| |150 


1956 


sury § 85 


june! (50 


1956 


sury PTY 


r Pages ~~ — Lines ~ 
July July Jan.-July Jan.-July July July Jan.-July Jan.-July 
1957 1956 1957 1956 1957 1956 1957 1956 
Youth 
American Girl .. , ee 22.6 19.7 200.3 167.5 9,698 8,447 85,917 71,847 
Boys’ Life ae ; 28.2 23.3 201.8 194.1 19,080 15,891 137,290 132,040 
See GOP. sitataskadonen cs oe a 7.9 11.5 3,410 4,919 
tScholastic Magazines ...... — a 216.5 200.5 90.841 84.266 
tScholastic Roto — — 36.2 33.1 — 31,763 29.034 
Total Group aa 50.8 43.0 562.7 606.7 28,778 24,338 349,221 322,106 
+t Not published in July. 
Outdoor & Sport 
American Rifleman .......... 54.8 52.1 342.0 380.3 23,485 22,368 146,693 164,145 
Fee © Ge a cvcncdevees 47.5 478 513.4 513.1 20,372 20,525 220,257 220,128 
es | eer eee 14,3 13.6 128.9 131.3 6,130 5,832 55,239 56,335 
DOS ocd anccddvadstuaperes 25.3 25.6 173.5 177.1 10,854 10,982 74,442 75,976 
Outdoor Life 51.4 57.5 513.7 519.9 22,058 24,677 220,376 223,044 
Bpmets ATE bikiceasssdbaxae 44.4 43.8 441.1 445.2 19,037 18,780 189,221 190,971 
Tete QE dv. cedscandas 2377 «= 240-42 7126 «= 21665 «= 936 «= «03,164 S86 228 = «930,599 
Mechanics & Science 
Mechanix Illustrated ......... 50.0 55.0 483.6 470.9 11,205 12,219 108,329 105,480 
Popular Electronics ......... 43.4 36.2 410.3 315.9 9,722 8,109 91,907 760,762 
Popular Mechanics ........ 78.2 85.0 820.4 940.8 17,521 19,033 183,772 210,749 
Popular Science 76.9 83.1 765.8 872.8 17,222 18,621 171,544 195,502 
tScience & Mechanics 63.5 72.0 342.0 367.0 14,232 15,898 76,376 82,238 
Votel Que. ccacsssccsaes 312.0 3313 2,822.1 2,967.4 69,902 73,880 631,928 664,731 
tPublished bi-monthly; figures shown are for July-August issue. 
Detective & Fiction 
Cavalier sa¥nekianicaseks 8.6 13.0 92.0 97.9 3,688 5,717 39,471 42,007 
Dell Men's Group ...... eee 8.2 10.2 70.1 83.4 3,535 4,362 30,087 35,779 
Thrilling Fiction Group .. 8.2 4.6 1 46.9 1,845 1,031 12,581 10,628 
Teel QNRRs cnscvenesbek 25.0 27.8 218.2 228.2 9,068 Ti.110 82,139 414 
Newspaper Sections (I) 
(Nationally distributed with Sunday newspapers.) 
+The American Weekly Fada 45.6 423.6 401.1 38,750 44,170 360,052 340,916 
TFamily Weekly .. 31.4 31.3 313.9 207.5 26,698 26,574 266,852 176,414 
Fouagn ...cceene 43.4 53.1 482.2 465.6 36,907 45,161 409,828 394,018 
TThis Week Magazine 59.4 70.1 599.6 564.0 50,480 59,566 509,812 479,386 
Tetel Qe Seb ce tins; 179.8 2065 1,819.5 1,638.2 152,835 175,471 1,546,544 1,390,734 
t Four issues in June 1957; five issues in June 1956. 
r Pages Lines 
June June Jan.-June Jan.-June June June Jan.-June Jan.-June 
1957 1956 1957 1956 1957 1956 1957 1956 
Newspaper Sections (Il) (June) 
(Al! other newspaper sections and comics) 
t2Chicago Tribune Magazine . 149.7 124.2 $11.7 $15.4 127,246 105,575 689,987 693,056 
TFirst 3 Markets Group ...... 51.4 47.5 299.9 303.5 3, 40,375 254,915 257.975 
tNew York Times Magazine .... 163.8 155.5 1,404.7 1,487.0 139,195 132,137 1,193,957 = 1,263,938 
ee ee ee WAS S272 F563 26059 Bl013l 278,087 2,138,859 2,214,969 
! ee issues in June 1957; four issues in Jume 1956. 7 Not included in totals as it also is a member of the First 
arkets Group. 
Pages » + Lines = 
duly July Jan.-July Jan.-July July July dan.-July dan.-July 
1957 1956 1957 1956 1957 1956 1957 1956 
Comics Magazines 
American Comics Group ...... 7.0 7.0 49.0 49.0 2,646 2,646 18,522 18,522 


(Continued on Page 44) 
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SELL your most important market 
in the first building annual edited 
exclusively for young homemakers 


NEW GUI 


DE to Home Planning and Remodeling 


Now LIVING answers the need of young homemaking families for a home planning annual 
of their own, designed and edited with the particular building and remodeling problems faced 
by young homemakers in mind. 


Here’s your opportunity to sell your product to prospects with the need, desire and ability to 
buy . . . families in the young homemaking stage of life, the market that accounts for seven 
out of ten homes sold today! 


LIVING’S new building annual is a complete planning and buying guide of 200 pages covering: 


Remodeling A section devoted entirely to structural renovation, containing specific 


ideas for modernization of the complete house and plans for remodeling selected areas within 
the home. 


Service Will highlight the best of new usable ideas on heating, wiring, air-conditioning, 
financing, insurance. An information-packed section indexed by product and interest category. 


New House Plans and Building 20 actual house plans and exteriors, in a 
variety of styles and prices, evaluated and described in a special section, plus educational 
material on good building practices. 


LIVING’S New Guide to Home Planning and Remodeling offers you the best advertising 
bargain in the home annual field. Page rate per thousand readers is the lowest of all: $6.50 
based on a full page black and white rate of $1,300. Newsstand distribution will be 200,000. 


AND LOOK AT THESE BONUStS FOR PROMPT ACTION 


BONUSES 
FOR 
PROMPT 
ACTION 


————— 


<— | al <_— 


. - LIVING S new guide to ‘ 
By acting quickly you can e planning All advertisers whose 
receive rate discounts up 


complete plates are in 
to 10%! All orders re- 
ceived before July 31st PREFERRED 


before October 15th are 
receive 10% discounts. 


assured a preferred posi- 
Those received after July POSITION 
31st but before Septem- 


tion without extra charge 

(excepting covers). You 
ber 15th receive a bonus 
discount of 5%. Impor- 


will gain added selling 
tant: Billing date Janu- et: ad opposite appropriate 
ary 5th, 1958. — editorial. 


impact by placing your 


remodeling 


ON SALE DATE, JANUARY 21, 1958... PRICE $1.00 


oR aie ropes LIVING’S NEW GUIDE 


TO HOME PLANNING AND REMODELING 


A STREET and SMITH PUBLICATION, 575 Madison Avenue, New York 22, N. Y. 
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Advertising Age, July 22, 1957 


= e = rere “> - awe en a duchile catine 
July duly Jan.-July Jan.-July July July Jan. -July Jan.-Ju . . y ly n.-July 7 
1957. 19860 ee? 986—i«‘itkTt«CS 1987 me 1957 1956 1957 1956 1957 1956 1957 1956 
, 4 8.7 8 23.0 2,772 3,286 10, British ......00danenn 645 73.0 4505 544.0 11997 13,578 83,700 101,184 
oy og Ai — > a oe rr 68.0 625 467.0 506.0 12376 11375 984.994 92.092 
Red Unit .. 5.5 8.2 45.6 43.6 2,079 3,119 17,267 16,473 Danish .....-++eeseeseves 39.0 345 3213 271.0 6,630 5,865 54,612 46,119 
Se 1440 180 i110 ~ 8 115.0 2,604 3,348 20,646 25,226 
Blue Unit 4.0 6.8 411 44.1 1,512 2,552 15,601 16,661 | Finv 
= =? UIm ISO Fh a ree eee 71.0 64.0 667.5 168.0 12,425 11,200 116812 30.400 
Total Group ‘* ee Oe  iimch Swiss ....ccssosaes 180 15.0 1540 1565 3150 2625 36,222 27,388 
j me ... +e. 73.0 88.0 560.0 636.0 13,286 16,016 101,920 114.738 
Canadian N:itional Weekend Newspapers (Rotogravure Linage) _ we 200 190 #1770 + #«1775 3.640 3.458 32214 32'305 
tla Patrie 51.7 649 4409 483.6 51,708 64,881 440,933 483,618 | jivrian sve ecevee 70.0 495 4995 384.0 12,740 9,009 90,909 64,800 
La Presse 431 415 410.9 419.2 43,136 41,528 410,943 419.201 | [nian oc cceecceeees 47.0 36.0 3540 247.0 8,554 6.552 64,428 44,954 
{Star Weekly 96.2 934 524.7 4566 84,190 87,776 459,469 432.743 | jialian 9. cccceeceeees 63.0. 61.0 567.0 5115 10836 10,492 97,524 86.258 
Weekend Magazine 68.9 712 706.7 650.1 67,204 69,444 689,101 633,955 | Japanese ev vvevueeens 45.0 625 2730 2735 7,560 10,500 45,864 45,948 
Total Group "163.7 “1776 “15585 “15529 162.048 “175853 “L540.977 “L536 774 | Japanese Troop .....cceees a a: a or, a 
+ Four issues in July 1957; five issues in July 1956. { Changed from a 950-line page to an 875-line page in Nov. Soies Pe rr . one . hyo 5 4 142 
° j j ilitary Overse@S ......+06% a — ‘ —— e . 
1956; figures shown are for June 1957 and 1956 and are not included in the totals. Se tetond cue 32.5 275 211.5 182.3 5.915 5.005 38.493 33.170 
Canadi Revecsion .: salsa 265 30.0 254.0 263.0 4, 5,100 43,180 42,710 
enedian Portuguese ..ssodanceiibash 73.0 80.5 4910 557.0 12,775 14,088 85,924 97,475 
Canadian Home Journal .... 169 217 2298 2565 11,500 14,781 156,266 174,445 th Atvicah .cuseenaa 78.0 107.0 559.0 618.0 13,962 19,153 99,971 103,510 
Sou 
Canadian Homes & Gardens... 27.7 40.4 «= 30.3 3255S «= -18,841 - 27,458 «= - 204.884 221.169 | Southern Hemisphere ....... 27.0 30.0 2160 247.0 4,915 5,460 39,312 . 
GNIS Lav... cae cas. 220 32.0 2751 286.1 14,961 21,781 187,057 194,542 | Swedish ........cceeeeee: 17.0 305 225.5 310.0 3,162 5,551 41,943 54,562 
i tiecbastweeewsce<e 35.3 30.0 231.7 2 14,271 1? 875 99,599 98,012 L117.7 1.2774 ~9,042.5 "8.8903 214,005 730.064 1.645.583 1.591.752 
Total Group .....60seeeeee " e ” ° A or * . ’ A d y . . 
ceaewe as - as ae poy ai rng 451,445 | , Toe pont month linage figures for several publications are not yet available this group is broken into a July section 
oof aa a. : : . . F 211 183,496 a June section. 2 Not included in totals; cumulative totals are for May-July in 1956. ¢ Figures for 1956 are average 
Reader's Digest: and ; mutate % i 
“English Sattion a 70.8 66.0 559.8 575.3 12.877 12,012 100,009 104,656 of linage carried in French Paris and French Provincial editions. { Formerly Japanese Troop edition. 
French Edition ...... 698 66.3 5583 6043 12,695 12,058 103,467 110.153 m u 
Revue Moderne ..........-.. 135 153 157.7 1518 9,153 10,411 108,281 103,224 r — py An — -- 
Rowe Populaire ........ 146 210 1335 1733 10.270 14680 93641 121.257 = 2 eee ee Soe SSS 
on te 21.7 27.7 185.4 2539 35,912 51,515 129,914 177679 
#Saturday. Wight .......... 25.2 39.1 167.2 2398 10,591 16,425 70,388 105,088 ; une 
H#Time-Canadian ............ 178.8 226.0 957.1 1,207.0 75,075 94,920 401,928 + 506,940 $x m © ‘. ) 
yoy ~~ SE covets SIS MSS F491 5756S BOLL “BAL SES “T7766 1,920,078 | ‘English Edition ........... 725 748 4049 395.0 49,300 50,830 275,315 268,600 
a oe oe ee ee LY ee ee a Spanish Edition ........... 64.3 63.0 3820 379.2 43,690 42,840 259,760 257,885 
Foreign (July) § — 712 65.3 385.0 3163 29,890 27,440 161,700 132,860 
Ss European Edition .......... ‘ . 4 y J . . 
Popular Mechanics: {Pacific Edition .......... 65.8 638 387.3 243.7 27,650 26,670 162,680 102,340 
Mecanica Popular (Spanish) . 23.2 20.9 199.0 171.2 5,188 4,680 44,568 EL RED... os onkeeessteiees 615 615 2683 313.2 25,830 25,830 112,700 121530 
Mecanique Populaire (French) 245 25.0 1865 192.0 5,488 5,600 41,776 43,008 | Time-Atlantic ...........-++ 118.2 109.7 628.0 547.2 49,630 46,060 263,760 229,840 
Populaer Mekanik (Danish) 7.0 6.0 46.3 24.0 1,568 1,344 10,367 5,376 | Time-Latin American ......... 103.0 116.4 610.3 565.9 43,260 48,895 256.340 237,685 
#Popular Mekanik (Swedish) 8.0 4.0 61.8 20.0 1.792 896 13/851 44g | Time-Pacific ..........02005 88.5 914 5008 4968 37,170 38,395 210,350 208,670 
Reader's Digest: Vision: 
Arabic 28.0 395 2320 3545 4,564 6,438 38.056 58.214 | Visao (Portuguese) ......... 114.7 100.0 604.0 497.8 48,160 42,000 253,680 209,090 
Argentin: 49.0 595 3165 312.0 8918 10,829 57 603 56784 | Vision (Spanish) ............ 626 615 350.9 319.3 26,285 25.830 147,385 134.120 
Au:trian 52.0 56.0 375.0 367.0 9.464 10.192 68.153 68.114 | Vision (Mexican) ........... 28 142 78.7 61.8 9,170 5.900 34,040 25,920 
Austra‘ian 445 55.0 3303 4218 8.099 10,010 60,007 76,759 | Total Group ............-- 7741 8216 45972 41362 390,035 380,690 2,137,710 1,928,540 
Belgian 32.0 38.0 240.0 270.0 5,600 6,650 42,001 47,270 ' + Started publication in March 1956. 
Guild, Bascom Elects Burton Resentm 7 d : \equipment, largely in Alberta,|are based on the campaign theme, 
Dg gg wg eteh ott entment of U.S. Business’ Role in Canada 


ted a vp cf Guild, Bascom & Bon- 
figli. Mr. Burton has been gen-| 
eral manager of the agency since 
he joined GB&B in 1954. 


Toronto, July 16—Resentment 
of the dominating role played in 
Canada by U. S. businesses is on 
the wane, according to a study) 
published by the Canadian Insti- | 
tute of Public Opinion. The study 
was conducted in connection with 
the recent federal election in Can- 
ada. 

“Public opinion,” the institute 
said, “belies the opinions ex- 
| pressed by some commentators 


SiMPSON-REILLY, LTD. 


4 eae 
SAN FRANCISCO CENTRAL TOWER 


Have you made this important discovery 


Where your Company is headed is vital information for the 
investment-minded readers of Barron’s. Imparting that infor- 
mation is one of your management's top responsibilities. Your 
management's blueprint for the future helps create an image 
of progress and continuity. When you advertise in Barron’s 
your Company gets to the heart of the financial community. 
They are the men who can counsel thousands of others to 
place a proper value on your Company’s aims. 


Dwindles, Especially in West, Poll Reveals 


and politicians that the people 
are becoming increasingly wary 
of U. S. domination.” 

It pointed out that only one in 
five Canadians today thinks the 
U. S. has too much influence on 
our way of life. Six years ago 
the proportion was one in three. 
The Gallup poll has made three 
studies since 1951, and the cross 
section of those interviewed re- 
plied as follows: 


jand the industry is 80% U. S.|“Justa hint of a tint.” 
|owned. One booklet, “Selling Hints,” 
| The Trans-Canada pipeline | outlines specific ways for “selling 
| from Alberta to Quebec—being|the right shade of hose for the 
|built at a cost of $350,000,000 and |right costume.” The other book- 
expected to spark a further out-|let, “Things you should know 
lay of $500,000,000 to $15 billion | about nylon hosiery,” explains the 
\for ancillary facilities and devel-| various constructions and styles 
|opment—is sponsored by the Clint |and gives tips on proper care. The 
| Murchison interest, of Texas. | training film is in color and shows 
In Saskatchewan, mining of|the proper way to sell toned ho- 
uranium for the U. S. govern-/siery. All three are available from 
ment is being undertaken at Lake | the textile fibers department. 
Athabasca and is contributing to | 
the prosperity of this province. Gross, 
Larry Gross, 


Brown Join Grey 
formerly an ac- 


Tod. 19. In Manitoba, International Nick- | “er 
Tio auch U. & ag odie el Co. has started a $175,000,000 | °0Unt Rca a ap ee 
a 21% 27% 36%|mining development. While in-| Ne» O88 JO ew York. in a 
Shed tan inne corporated in Canada, Inco is oi gency, ‘ a — Ps 
U. S. influence .... 57% 63% 48% |50% owned in the U. S., the gov- eo ae fe tle ° ere 
No opinion .......... 22% 10% 16% ernment of which is the big buyer | PTOW: y oy 


s Those who deny there is too 
much U. S. influence are con- 


l; . # sor with Lennen & Newell, has 
wi es ae ee |joined Grey as a copy group su- 
| pervisor. 


centrated in the western provinces, (Du Pont Readies Three Sales | 
where almost two-thirds of those | Aids for Tinted Hosiery 

interviewed are pro U. S. The| To back up its fall campaign 
western provinces have received! for toned hosiery (AA, May 20), 


NBC-TV Names WBAP-TV 
NBC Television, New York, has 
designated WBAP-TV, Fort 


Barron's is noted for the powerful impact it makes on men 
who have money to spend and to manage. Over 80,000 sub- 
scribers look to Barron’s for profitable reading. That’s why 
Barron’s is their first choice for regular reading and useful 


reading*. Barron’s should be your first choice for profitable 
advertising! 


Get to the Financial Community 


wot BARRO 


+++ where advertising, too, is r 


Ask for the latest readership 
study among Security Analysts 
and Investment Bankers ! 


* 


a major economic injection of new 
capital in the last decade. Oil and 
gas companies are spending $3,- 
000,000 a day on supplies and 


IE. I. du Pont de Nemours & Co.,| Worth, as its only affiliate in the 
|Wilmington, Del., has prepared |Dallas-Fort Worth market. The 
itwo selling booklets and a sales|network had also been affiliated 
|training film. All three sales aids | with WFAA-TV in Dallas. 


KIMA-TV 
Yatinm 


-_ 


BIGGEST 


MARKET DATA BO 
POPULATION ooo. ssssssssnseenee 563,875 ANIM soaks 
(Urban 278,000, Rural 285,875) oS 4 

EFFECT. BUYING INCOME $981,563,000 scarp Oe rhe. 
RETAIL SALES 0... ooeo---- 657,655,000 ‘ ~ 
GEN. MERCHANDISE ...... 60,135,000 

116,239,000 

22,603,000 


TW BUY 
IN THE WEST 


Cascade's vast four-station network delivers unprecedented coverage in huge 
areas of three booming Northwest states. While each station enjoys the exclu- 
sivity and prestige of a single-station operation, the Cascade network delivers 
unporalleled saturation and domination throughout the entire region. All these 
unique factors combine to make Cascade one of the more important television 
buys in the Nation—the BIGGEST in the West! 


Broadcasting co. 


NATIONAL REP: WEED 
SEATTLE AND PORTLAND 


KIMA-TV, Yakima, Wash. 
with Its Satellites 
KEPR-TV KLEW-TV KBAS-TV 


TELEVISION 
* MOORE AND Associates 
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The Detroit News circuixtion is HI GHEST 
| of all Michigan Newspaj ers! 


¢ in total circulation! 
¢ in trading area circulation! 
«in weekday circulation! 


¢ in Sunday circulation! 


Because The News is Detroit’s dominant news- 
paper in every way, it is the most effec- 
tive. That’s why The News carries 
51% of Detroit’s total linage, with 

the other two papers dividing 
the balance. 


In the 6-county Detroit trading 
area, where 98% of Detroit’s busi- 
ness originates, The Detroit News 
outsells the morning paper by 100,237 
copies weekdays, and 183,786 Sundays! 
The News outsells the other evening paper by 
85,589 copies weekdays and 149,465 Sundays! 


469,389 weekdays— 585,667 Sundays 


The Detroit News 


Eastern Office . .. 260 Madison Ave., New York Chicago Office ... 435 N. Michigan Ave., Tribune Tower 
Pacific Office... .785 Market St., San Francisco Miami Beach . . . . The Leonard Co., 311 Lincoln Road 
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Life and Motor Trend, has opened 
Peterson Publishing Co., Holly-|® midwestern office at 360 N. 
wood, publisher of Hot Rod, Motor | Michigan Ave., Chicago. John 
> a Wick, formerly with Texas Daily 
Press League, has been named re- 
y reer. | gional advertising director for the 
Your source for outstanding Peterson magazines. He will be as- 
WOODCUT i! \ustration 
|. Specimen prints and 
| complete information 


sisted by Virgil Malcher. 
| upon request Two Get Furnishings Show 
ba | The eighth annual national 


THE SANDER WOOD ENGRAVING CO., INC. / 542 5. DEARBORN ST. / cmeassS | home furnishings show, set for 
| Sept. 12-22 in the New York Coli-_ 


Opens Midwest Oftice seum, has appointe 
Cairns to handle a 
Harold J. Siesel ( 


publicity. 


Knight Heads Bosi 
“Carter S. Knight 
gional sales manag 
Poland Spring, M 
named to head th 
office of Harringt: 
Parsons, tv static 
tive, New York. T 
fice is located at 8( 
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station. Ask any Petry man for the facts. 


Channel 4, Nashville, Tenn.@ NBC-TV Affiliate ® Clearly Nashville’s 41 TV Station 
EDWARD PETRY & CO., National Advertising Representatives 


» “ 'N. Y. Times’ Hits Ike, Congress for Inaction 
‘le 9n ‘Milktoast’ Outdoor Ad Control Bill 


| New York, July 16—The out- 


e |door industry was roasted by the 
re-|New York Times in an editorial 
ATW, | July 14. 


been| “If the billboard lobby and its 
Boston | powerful allies in labor and poli- 
ter &\tics have their way,” said the 
enta-| Times, “we motorists who in the 
ym of-|next few years go cruising along 
in St. |the 41,000 miles of new federal 


DICTIONARY OF SYNONYMS «JR WSM-TV 


Fir St Violin e@ e e If you want your product to play 


before the top audience in the Nashville Market, better pick WSM-TV. 
By every yardstick, and particularly by the all-important ability to move 
merchandise, WSM-TV is clearly Nashville’s Number 1 television 


_WSM-TV 


WSM-TV's sister station — Clear Channel 50,000-watt WSM Radio = is the only single medium that covers completely the rich Central South market. 


Advertising Age, July 22, 1957 


superhighways aren't likely to see 
many trees. Because they’ll be hid- 
den behind the walls of billboards 
and similar excrescences that our 
representatives in Congress evi- 
dently haven’t the stamina to re- 
sist.” 

The newspaper urged passage of 
a “billboard-control bill,” even 
though it is “so watered down that 
its control features are hardly rec- 
ognizable.” 

It characterized the proposal as 
a “milktoast measure” that avoids 
penalizing the states “for failure 
to adopt decent roadside stand- 
ards” and sidesteps any help to 
the states in buying up advertising 
rights along the routes. 


s “This milktoast measure offers 
a tiny bonus (three-quarters of 
1%) above the already authorized 
federal contribution of 90% of the 
highway costs to those states 
that enter into signboard-control 
agreements,” said the editorial. 
“Is the power of the signboard 
industry so entrenched,” asked the 
editorial, “that we cannot even 
legislate this mild control along 
new highways, paid for almost en- 
tirely from federal funds? 

“At a press conference three 
months ago President Eisenhower 
said: ‘While I am against these 
billboards that mar our scenery, 
I don’t know what I can do about 
it.’ 

“We'll tell him what he can do 
about it: Make it clear to his 
friends in the House and Senate 
that he is neither fooled by the 
smokescreen of ‘states’ rights’ nor 
daunted by the power of the bill- 
board lobby. He can do much to 
move this bill.” # 


Lucky Lager Buys Fisher 
Lucky Lager Brewing Co., San 
Francisco, brewer of Lucky Lager 
beer, has purchased Fisher Brew- 
ing Co., Salt Lake City, for a re- 
ported price of $2,000,000. As a re- 
sult, both breweries have agreed 
to the dismissal of a law suit in 
which Fisher had been awarded 
triple damages against Lucky in 
an anti-trust suit. 


Schram Adds New Guild 

Schram Advertising Co., Chi- 
cago, has been named to handle 
advertising and public relations 
for the new Home Furnishings 
Guild. The guild is a group of 
more than 30 independently 
owned and operated furniture 
stores throughout the U. S. that 
have joined together for group 
buying and advertising purposes. 


Raymond Callahan Retires 

Raymond A. Callahan, adver- 
tising sales executive of the Bos- 
ton Herald-Traveler, has retired 
after 38 years in the newspaper 
business. Mr. Callahan will reside 
in Pocasset and be a special ad- 
vertising representative covering 
the resort area, real estate and 
boating for the Herald-Traveler 
on Cape Cod. 


Leslie Opens L. A. Office 

Philip Leslie Co., Chicago and 
New York public relations com- 
pany, has opened a third office at 
6399 Wilshire Blvd., Los Angeles. 
Lawrence J. Baker heads the 
West Coast quarters. Also, the 
agency has added Gardner-Den- 
ver Co., Quincy, Ill., and McCul- 
loch Motors Corp., Los Angeles, 
to its list of clients. 


Loudenback Joins NMA 

Henry G. Loudenback, formerly 
assistant to the public relations 
manager of Douglas Aircraft Co., 
Tulsa, Okla., has joined the Na- 
ticnal Management Assn., Dayton, 
as director of information. He will 
also serve as feature editor of 


Manage magazine, the association’s 


monthly publication. 
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. MET : 
Wherever and whenever there’s an important iGtenn. sa i, ) gOS 


EXPOSITION P o2 , 
meeting affe 1» advertising promotion, pro- 


duction or me: :andising, there you'll find an 
1 REM S | Advertising Kequirements editor in attend- 
ance. He’s Uiere — and with assistants when 


TE C 
AD Q 
necessary—r porting details of successful pro- 


ei motions, investigating new developments and 

aN products, and gathering timely information of 

~~ prime interest to the advertising people who 
read, study and refer to AR. 


That’s just one reason why over 21,000 ad- 
vertising executives facing problems daily in 
advertising promotion, production and mer- 
chandising count on their monthly copies of "ROBERT ' 
this “workbook of advertising and sales pro- B. KONIKOW 
motion.” For without leaving their desks, they COVERT | 
can keep up with important events and get . "Aa 
usable ideas and information which can be ; Su CSié 
put to work in their own programs. : SHOW 


meme! REMENTS 


DICK HODGSON 


ADVERTISING REQUIREMENTS 
CHICAGO, ILLINOIS AR’s thorough coverage and useful editorial 
: features result in studied readership — keen 
readership that spells response for Ad Require- 


ments advertisers. 


What better measure is there of AR’s reader 
response than the average of 4700 separate 
requests, sent in by more than 1400 different 
readers each month, for additional informa- 
tion about products and services mentioned in 
AR’s editorial columns? 


If you have a product or service to offer this 
fabulous $3 billion advertising and sales pro- 
motion market, place your sales story in the 
advertising publication that gives coverage— 
and gets coverage by your best buyer prospects 
— Advertising Requirements. 


1 Year (12 issues) $3 


Workbook of 
Aduertining & Coles Promotion 


Published by the publishers of ADVERTISING AGE 
ond INDUSTRIAL MARKETING 


200 E. ILLINOIS ST . CHICAGO 11 
480 LEXINGTON AVE . NEW YORK 17 
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In the old days any adman 
Could get prosperous and fat 

With a pocketful of rate cards 

And an office in his hat. 

Now something more’s required 

If you hope to make the nut 

You must call yourself an EXPERT 
Or you’re dead as old King Tut. 


ya Yes, you’ve got to be an EXPERT 
Specializing in some line 
Like industrial relations, 
Or semantics, or design, 
Or make penetrating surveys 
Like the modern EXPERTS do, 
Counting nostrils, not just noses, 
Then dividing them by two. 
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Call yourself a copy EXPERT 
And you’ll surely Ring The Bell 
As you Run It Up The Flagpole 
Or you a It Down The Well, 
f It Gets Airborne 
Or you Try It Out On Dad— 
While you’re masterminding phrases 
Someone else can write the ad. 


SR OOO 


SSR 


4 To win plaudits as an EXPERT 

¢ Anywhere your interest lies 
Calls for just a touch of genius 
Plus ingenious alibis. 
But here and now, take warning, 
Though you study all your life 
There’s one EXPERT who will top you 
She’s—who else?—the client’s wife. 


Some aspire to be EXPERTS 
But they never make it stick 
So here’s a handy shortcut 


That you'll find both sure and quick— - 
You'll be called an EXPERT adman \ Rowe. oh 
If you sagely air this view: 


“When you build newspaper schedules, 
In Chicago It Takes 2!” 


In Chicago, It Takes 2— 
And One MUST Be The 


Growin te mes 
with Chicago . . Bie” SUN TIMES 
the new Sun-Times PS Poe 
building now =o: Pmjaiep 


. : im - 
nearing completion ma THE NEWSPAPER OF THE NEW CHICAGO 
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Don’t miss the big parafle 
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‘fn Fort Wayne 


You'll be missing plenty if you don’t take a good 
close look at one of the most prosperous and 
progressive of all Midwest cities—Fort Wayne, 
Indiana’s Golden Zone Market. 


What’s up? Well, population for one thing. In 
the past 10 years it has shot up 34.9% —against 
the U. S. total of 18.8%. Buying power is up a 
healthy 70%. And retail sales have boomed a 
fantastic 138.4% —against the U. S. total of 
92.2%, 


In addition to being Indiana’s richest and most 
productive agricultural area, Fort Wayne is a 
busy industrial area. Some of America’s biggest 
manufacturers have plants in Fort Wayne— 
General! Electric, International Harvester, U. S. 
Rubber, Phelps Dodge, to name a few. And new 
industries are coming in, old ones expanding. 
W.S. Shamban and Stratoflex, for example, have 
located factories here. W. T. Grant has just 
opened a huge warehouse to serve more than 300 
Grant stores and the Kroger Company is now 
completing a new office-warehouse building to 
service 58 stores in the area. The Fruehauf Trailer 
Company is expanding with a $650,000 new 
building. 


Fort Wayne is growing in other directions, too. 
A $3 million shopping center was opened early in 
1956. And in July of that same year the world’s 
largest food market opened its doors. In two 
years a total of over $6 million was spent on a 
church building program . . . $4 million on school 
expansion . . . $8 million on the Nickel Plate 
Railroad elevation. 


If you want your share of the big boom in Fort 
Wayne, PARADE and the Journal-Gazette will 
give it to you. Each Sunday they call on more 
than 7 out of 10 homes in town. Each Monday 
they begin to move goods off dealers’ shelves 
all across town. 


PARADE ...The Sunday magazine section 
of 66 fine newspapers covering some 
2700 markets ...with more than 15 million 
readers every week. 


A portion of Fort Wayne's indus- 
trial “‘parade.”’ From left to top 
of hill are: Magnavox Company, 

r Piston Corporation and 
jetamational Harvester Company. 


ow big is [Parade] 


in Fort Wayne.” 
Per cent of famliles reach: 
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Ralph Smith, 70, 
Former Head of 
P. F. Collier, Dies 


New York, July 16—Ralph G. 
Smith, 70, retired president of P. 
F. Collier & Son Corp., died yes- 
terday of a heart attack at his 
home in Baldwin, N. Y. 

Mr. Smith initiated and super- 
vised publication of “Collier’s En- 
cyclopedia,” printed in 20 vol- 
umes from 1949 to 1951. The work 
is reportedly the only completely 
new multi-volume_ encyclopedia 
published in the past 30 years. 

Born at Springfield, Mo., Mr. 
Smith’s whole business career 
was spent in selling the printed 
word to the public. As a boy in his 
teens he sold books. Later he sold 
printing for state fair racing pro- 
grams. He attended the Univer- 
sity of Illinois, but left after a 
few years to join the circulation 
department of the old Chicago 
Record-Herald. 


ein 1914 Mr. Smith joined 
Crowell-Collier Publishing Co.’s 
circulation department and was 
instrumental in organizing the 
magazine field sales force. In 
1921 he joined P. F. Collier, an 
affiliate of Crowell-Collier, as ad- 
ministrative assistant to the gen- 
eral manager. He became presi- 
dent of the company in 1945, and 
sold his plan for the encyclopedia 
to the board of directors a few 
years later. 

Besides the encyclopedia, P. F. 
Collier publishes “Junior Clas- 
sics,” the “Harvard Classics,” 
“Woman’s Home Companion 
Cookbook,” “Collier’s New World 
Atlas & Gazetteer” and other 
publications. 

Mr. Smith was elected a vp of 
Crowell-Collier in 1952, and re- 
tired from both positions in 1953 
as a result of an automobile acci- 
dent in which his wife was killed 
and he was seriously injured. 


KARL WEHNER 

Newark, N. J., July 16—Karl 
Wehner, 57, founder and president 
of the Wehner Advertising Agency 
here, died July 11 of a heart at- 
tack at Mountainside Hospital, 
Montclair, N. J. Born here, Mr. 
Wehner was graduated from the 
Newark Academy and then entered 
the printing business. He was a 
salesman for several years for Col- 
lier Printing Co. and the Essex 


Advertising Age, July 22, 1957 


Press before starting his own ad- 
vertising agency in 1938. He was 
active for many years in the local 
chapter of Nationa] Industrial Ad- 
vertisers Assn. 


GEORGE F. SMITH 


New York, July 16—George F. 
Smith, 58, supervisor of the sales 
statistical division of Outdoor 
Advertising Inc. since it was 
founded in 1931, died July 9 
at St. Clair’s Hospital, following 
an operation for a lung tumor. 
Born here, Mr. Smith spent most 
of his career in the outdoor ad- 
vertising business. After several 
years with Poster Advertising 
Co., he joined General Outdoor 
Advertising Co. in 1925. In 1931 
he transferred to OAI as head of 
its statistical division. 


JOHN HUSTON 

Orrumwa, Ia., July 16—John 
Huston, 76, publisher of the Ot- 
tumwa Courier, died July 9 of a 
heart ailment at St. Joseph’s 
Hospital. He was president of the 
Iowa Press Assn. in 1936 and 
received its Master Editor-Pub- 
lisher award in 1950. He served 
three years as a director of the 
Inland Press Assn. and was ac- 
tive in the Associated Press and 
the American Newspaper Pub- 
lishers Assn. 


HAROLD C. CHENEY 

Cuicaco, July 16—Harold C. 
Cheney, 80, former vp of Charles 
Scribner’s Sons, New York pub- 
lisher, died yesterday at his home 
in suburban Barrington. Mr. Che- 
ney retired in 1951 after 50 years 
with the company as manager of 
its educational department and as 
a member of the board. Born in 
New Haven, Conn., he was a 
graduate of Yale University. 


Horan Buys Daugherty Agency 

The controlling interest of Jimm 
Daugherty Inc., St. Louis agency 
founded in 1932, has been acquired 
by J. J. Horan. The name of the 
company has been changed to 
Horan-Daugherty Inc, Mr. Horan 
has been elected president, Mr. 
Daugherty vp, and R. R. Young, 
secretary. 


Dysarz Named Account Exec 
Baker, Johnson & Dickinson, 
Milwaukee, has named Frank Dy- 
sarz an account executive. Mr. 
Dysarz was formerly with Camp- 
bell-Ewald Co., Detroit. 


WE OWE A DEBT (6 advertising agency production men 
throughout America who, recognizing the importance of 
fine photoengraving and gravure positives in national 
advertising, have consistently specified “engravings 
by CM & H”. Their demand for quality supports 


our standard of quality. 


COLLINS, MILLER & HUTCHINGS, INC. 


333 WEST LAKE STREET + CHICAGO 6 
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Grit sells! That’s why 


it ranks sixth among magazines 


in new-car lineage* 


Auto advertisers and their agencies know that you 
can’t sell America unless you sell the nonsuburban 
small towns. 

That’s why they schedule healthy Grit cam- 
paigns. For Grit is a weekly habit in 16,000 small 
towns coast-to-coast. Of its 850,000 circulation, 
59% is concentrated in towns under 2500. Here is 
America’s least exploited market because it is 
hardest to reach . . . yet it is highly profitable when 
cultivated. 

' Grit will sell for you, too. Year after year, the 


EATEST) 


75th Anniversary Year °* 


tut ats* a * 
— 


Grit Reader Survey demonstrates that Grit-adver- 
tised products have a profitable edge in Grit- 
reading small towns. 

Your consistent big-space Grit campaign will cost 
less per year than a single color page in one issue of 
some mass media. This low-cost advertising invest- 


ment is sure to pay you a big dividend in extra sales! 
*Source: Publishers’ Information Bureau figures for year 1956 


Grit Publishing Co., Williamsport, Pa. « Represented by Scolaro, 


Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 


1957 
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WRAP-AROUND %”.s"6 %" taces 
CHROME STEEL for point of sale 


PLASTIC AND 
SIGN FRAMES sussssexs 
Just Wrap Around and Clip 
amu: Free Sample Assortment 


THE YARDER MANUFACTURING CO. 


816 PHILLIPS AVENUE « TOLEDO 12, OHIO 


Smith Heads Ayres Oftice 

Jack DeBar Smith has been ap- 
pointed manager of the Southern 
California office of William A. 
Ayres Co., West Coast media rep- 
resentative. New quarters for the 
office are at 5880 Hollywood 
Blvd., Hollywood, Cal. 


“| SELL FASTENERS TO THE OEM” 


“Our self-locking threaded fasteners 
have their major potential in the Orig- 
inal Equipment Market.” 


says 

. CLYDE L. RUST 

THE NYLOK CORP. 
PARAMUS, N. J. 


FREE—Combs Com 
cation bulletins, c: 


/RRORS the QUALITIES 


looked for in a 


~~ NDLY«-¢PROGRESSIVE CITY 
outdoor advertising «1OWA 


Maso: ‘y sign was the first presented. 


Chariton, Ia., is offering highway identifi- 
.blic service,” to major cities in Iowa. This 


“And in that market, the Purchasing Agent is a major 


“He's a technical man, cost conscious and devoted to the 
improvement of his own product.” 

“I work with P.A.’s daily. That's why I'm glad Nylok 
advertises in PURCHASING NEWS.” 


Hammond Listed on 5ig Board 


Hammond Organ Co., Chicago, 
became the first rusical instru- 
ment manufacturer ‘o have its 
shares listed for trading on the 


New York Stock Exchange Mon- 
day, July 15. Hammond has made 
dividend payments for 22 con- 
secutive calendar years 


Feeney Joins Ballantine 

George E. Feeney, formerly an 
assistant account executive at 
William Esty Co., New York, and 
before that with Benton’ & 
Bowles, has joined P. Ballantine 
& Sons, Newark, brewer, as me- 
dia supervisor in the advertising 
department. 


Providing, of course, you’re a newly-estab- 


lished community . 


. a just-explored river. . 


a re-named cape, island, mountain peak . . or 
perhaps even (assometimes happens) a brand- 
new nation. He’s James Morrison Darley — 
but most people call him Jim. 


Maps have been a lifelong passion with Jim 
Darley. Maps are also a mighty important 
part of The National Geographic’s activities. 
So it was inevitable that Jim Darley and The 
National Geographic should get together — 
which they did in 1920. 


Today Jim is not only the Geographic’s Chief 


Cartographer 


. he’s also one of the world’s 


foremost exper rts in this science whereby man 
records our planet’s topographic skin. And if 
you think map-making is a quiet, academic 
pursuit (or Jim Darley a quiet, academic fel- 


low) , we must acquaint you someday soon with 
what it really takes to make a map. 


Even sooner, we'd like to acquaint you with 
some very latest readership facts that can help 
you put your advertising on the map with more 
than 2,000,000 homesful of superlative cus- 
tomers. These are people of considerable 
responsibility and influence . . . business and 
community leaders. Their median income 
($7,237) is 60% above the national median. 
Collectively (for instance) they own about 2% 
million automobiles; say they'll buy nearly a 
million new ones in the next two years. 


Our just-completed National Geographic 
readership study is packed with dozens of 
equally impressive facts. Give us your latitude 
and longitude—and we'll get the complete 
story to you right away. 


* The map that Mr. Darley so studiously examines is one of a National 
Geographic set bound in book-form at the request of former President 
Truman, National Geographic map cabinets have been standard White 
House equipment since the Roosevelt administration. 


NATIONAL GEOGRAPHIC MAGAZINE 


Washington 6, D.C. 


Advertising Age, July 22, 1957 


Coming 
Conventions 


*Indicates first listing in this column. 

Aug. 15-16. Second annual circulation 
seminar for business papers, Edgewater 
Beach Hotel, Chicago. 

Aug. 28-31. Affiliated Advertising Agen- 
cies Network, annual meeting, Jackson, 
Miss. 

Sept. 7-10. Mail Advertising Service 
Assn. International, Sheraton Park Hotel, 
Washington, D. C. 

Sept. 10-13. Direct Mail Advertising 
Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D. C. 

Sept. 11-14. International Advertising 
Assn., 2nd International Advertising Con- 
ference in Europe, at Scheveningen (The 
Hague), Netherlands. 

Sept. 17. Magazine Publishers Assn., 
Waldorf-Astoria Hotel, New York. 

Sept. 17-18. National Business Publica- 
tions, New York regional conference, The 
Plaza, New York. 

Sept. 18-20. National Industrial Confer- 
ence Board, 5th marketing conference, 
Waldorf-Astoria Hotel, New York. 

Sept. 22-25. Second annual Newspaper 
ROP Color Conference, sponsored by 
American Assn. of Newspaper Represent- 
atives, Advertising Agency Production 
Men's Club of Chicago and the Art Di- 
rectors’ Club of Chicago, Sheraton Hotel, 
Chicago. 

*Sept. 26-29. Advertising Federation of 
America, Tenth District, El Paso, Tex. 

Sept. 29-Oct. 4. Financial Public Rela- 
tions Assn., annual convention, Edgewa- 
ter Beach Hotel, Chicago. 

Oct. 17-8. National Business Publica- 
tions, Chicago Regional Conference, The 
Drake, Chicago. 

*Oct. 10-12. Advertising Federation of 
America, Seventh District, Memphis, 
Tenn. 

*Oct. 10-12. Midwest Advertising Agen- 
cy Network, Columbus, O 

Oct. 11-14. American Assn. of Adver- 
tising Agencies, western region, Sun Val- 
ley, Ida. 

Oct. 13-15. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 14-15. Agricultural Publishers Assn. 
annual convention, Chicago Athletic Assn. 

*Oct. 16. Associated Business Publica- 
tions, midwest conference, Drake Hotel, 
Chicago. 

Oct. 16-18. Audit Bureau of Circula- 
tions, 43rd annual meeting, Drake Hotel, 
Chicago. 

Oct. 17-18. American Assn. of Advertis- 
ing Agencies, central region, Sheraton- 
Blackstone Hotel, Chicago. 

*Oct. 17-18. Market Research Institute, 
6th bienniai meeting, Leamington Hotel, 
Minneapolis. 

*Oct. 17-19. Advertising Federation of 
America, Third District, Norfolk, Va. 

Oct. 21-22. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 28-30. Assn. of National Advertis- 
ers, fall meeting, Chalfonte-Haddon Hall 
Hotel, Atlantic City, N. J. 

*Nov. 1-3. Midwest Intercity Conference 
of Women's Advertising Clubs, AFA, 
Des Moines. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th annual convention, 
Jung Hotel, New Orleans. 

Nov. 11-13. Southern Newspaper Pub- 
lishers Assn., 54th annual convention, 
Boca Raton Hotel and Club, Boca Raton, 
Fila. 

Nov. 14. Advertising Research Founda- 
tion, third annual conference, Hotel 
Plaza, New York. 

Nov. 19-20. American Assn. of Adver- 
tising Agencies, eastern region, Roose- 
velt Hotel, New York. 


3 Named as IARI Trustees 

Industrial Advertising Re- 
search Institute subscriber-mem- 
bers have named three men as 
three-vear IARI trustees. They 
are Charles Farran, president of 
Griswold-Eshleman Co., Cleve- 
land; Ralston B. Reid, advertising 
and sales promotion manager of 
General Electric’s apparatus sales 
division in Schenectady, and 
George H. West of Consolidated 
Electrodynamics Corp., Pasadena, 
Cal. 


Swing Goes to UNESCO 

Sally G. Swing, executive secre- 
tary of the American Society of 
Industrial Designers for the past 
five years, will join the New 
York office of the United Nations 
Educational, Scientific & Cultur- 
al Organization (UNESCO) on 
Aug. 4 as assistant to the director 
of information. 


Farley Manning Expands 

Farley Manning Associates, 
three-year-old New York public 
relations company, has formed a 
science & medicine division head- 
ed by Robert N. Schwartz, for- 
merly an account executive at 
Medical & Science Communica- 
tion Associates. 
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What makes a 


Bob and Mary Hewett have looked 
down more rifle barrels in the last 
ro than they care to count. From 

orocco to Jordan, from Egypt to 
Israel, they have been challenged by 
trigger-tense sentries, endured spine- 
tingling encounters with screaming 
mobs and have fought endless skir- 
mishes with Middle Eastern red tape. 

The Hewetts are foreign corre- 
spondents on roving assignment for 
the Minneapolis Star and Tribune. 
Last summer the ominous smell of 
trouble in the Middle East sent them 
from Minneapolis back to old stamp- 
ing grounds, to cover the events 
leading up to the Egyptian-Israeli 
warfare and then the fighting itself. 
Since then, they have covered every 
major trouble spot in the Middle 
East and North Africa, giving new 
impact and significance to the events 
in these areas for readers in the Upper 
Midwest. Next assignment: the satel- 
lite countries of Europe. 

Bob, the writer, has 10 years’ ex- 

rience in foreign correspondence, is 
intimately acquainted with news faces 
and places from England to Indo- 
nesia. In the Middle East, his expert 
search for the significant news has 


newspaper great? 


taken him through an Arabian Nights 
assortment of experiences and locales, 
ranging from an interview with Jor- 
dan’s youthful King Hussein to a 
visit with villagers in the obscure 
Sahara Desert hamlet of Benin Lalem. 


Pert, pretty Mary Hewett repeat- 
edly hits the front pages of the 
Minneapolis Star with exclusive color 
photos of life in the world’s troubled 
areas. She’s been the target for fluent 
Arab curses from unwilling camera 
subjects and for at least one left 
hook thrown by a Red sympathizer 
on a Cairo street corner. At El Arish, 
a sun-baked city deep in the Egyptian 
desert, Mary perched unprotected 


on the city hall balcony to snap color 
films of a violent 40-minute-long anti- 
Israel demonstration. 


MARY HEWETT ROBERT HEWETT 


Minneapolis Star and Tribune 
readers have come to expect such 
unusual special coverage of the 
world’s hot news. For these two news- 

apers, with ready access to every 
important news-gathering service in 
the world, believe that only through 
meaningful, extra coverage of ke 
areas and key events can they fulfill 
a good newspaper’s job of keeping 
readers informed both on daily de- 
velopments and significant trends. 

Such unusual efforts to add under- 
standing, depth and color to the 
world’s news continue to earn for the 
Minneapolis Star and Tribune the 
attention and confidence of the largest 
newspaper audience in the 3% states 
of America’s Upper Midwest. 


Copr., 1957, The Minneapolis Star and Tribune Co, 


Minneapolis 
Star ad Tribune 


EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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Klepper Heads Johnston Co. 

Carl J. Klepper, president of Hy- 
drox Corp., Chicago, since 1955, 
| has been elected president of Rob- 
ert A. Johnston Co., Milwaukee 
manufacturer of biscuits, candy 
and chocolate. Mr. Klepper suc-| 
ceeds Eugene Johnston Fretz, who | 
left the post earlier this year and| 
is now a vp and district manager 
of the company in California. 


—— 


Agency Names Alberti VP 

Advertising Agencies Inc., Stu- 
dio City, Cal., has named Anthony 
Alberti merchandising and sales | 
vp. He will also assist in buying 
of local and national radio and tv 
time. The agency has opened a} 
New York office at 509 Madison | 
Ave. 


a Joins American Home 


John A. Cawley, who recently ACTIVE—-Swifty Service is Black & 
|resigned as president of George 


W. Luft Co. (AA, Feb. 4), has Decker Mfg. Co.’s new trade sym- 
joined American Home Products| 00! for advertising and promoting 
| Corp., New York, as assistant to| its electric tool product service. 
the president. 


Cordon bleu, with scissors... 


Her day starts carly. Breakfast is not 
a coffee break but a big deal —fruits or 
juices, hot or cold cereals, meat, eggs, 
hotcakes, rolls, breads, preserves —solid 
provender for active outdoor people. 
And lunches must be packed before 
the children leave for the school bus. 

Her family is larger, cats more, cats 
more at home, than the average US 
family. And the planning, purchase and 
preparation of food is a major interest 
of the homemaker in the SuccessruL 
l’arMinc family. One measure of that 
interest was disclosed in'the readership 
surveys made from September 1954 
through March 1956. 

With the average interview time 212 
weeks after the delivery date of the 
magazine, an average of 276,000 women 
in SF homes had clipped the recipe 
pages from each issue of Succrssrut 
Farminc; and an average of 394,000 
women still intended to clip them. 

In brief, an average 51% of SF's 
over 1,300,000 subscribers, either had 


clipped or intended to clip SF recipe 
pages, Another interest index is that 
SF ranked fourth in recipes published, 
and cleventh in total editorial lines 
devoted to food—among all magazines 
in 1956! 


So if your interest is in the women 


interested in food... buying advertising 
influence rather than readers, national 
coverage, telephone numbers... then 
SuccessruL Farminc ought to be of 
considerable interest to you. 
Certainly SF families read other 
magazines, listen to radio, view TV... 
but Successrut Farminc is not just 
another publication and entertainment 


Merepiru Pusiisuinc Company, Des Moines... 


with offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles. 


Ach! Germans 
Desert Lager to 
Flirt with Colas 


FRANKFURT, July 16—Since 
World War II, cola drinks—mainly 
|Coca-Cola and Pepsi-Cola—have 
become the most popular non-al- 
coholic beverage in West Germany. 
This is reported by the Frank- 
furt DIVO Institute, a market re- 
search company, on the basis of a 
survey of 2,000 persons. 

Results showed that 54% of West 
Germans are cola drinkers. Men 
(61%) drink more cola than wom- 
en (49%). Young people drink 
more than older people. Of those 
between the ages of 18 and 24, 83% 
said they drink cola; while only 
36% of those older than 55 indulge. 


® Berlin, with a 72% score, drinks 
the most cola, followed by Schles- 
| wig-Holstein (61%). The lowest 
|consumption is in Baden-Wurttem- 
berg (41%). 

Coca-Cola’s advertising here is 
handled by McCann-Erickson, the 
bottler’s agency in the U. S. and 
Latin America. The Hegemann 
Agency services Pepsi. + 


Pheoll Names New Agency 

Pheoll Mfg. Co., Chicago, pro- 
ducer of fasteners for commercial 
and aviation use, has appointed 
Wentzel, Wainwright, Poister & 
Poore, Chicago, to handle its ad- 
vertising. Initial promotional ef- 
fort is a campaign for Pheoll’s new 
Schweppe stud—a self-tapping, 
self-locking stud. Formerly han- 
dling the account was Cramer- 
Krasselt Co., Milwaukee. 


source or time killer to SF subscribers. 
It is a real influence, because for fifty- 
five years its interests have been theirs. 
It has helped them make more money 
.. live better, and improve their homes 
.carned their respect, and response. 
These SF farm subscribers are a 
choice market. They have more and 
better land, buildings, equipment, 
brains, production and income than 
most US farmers. 
other prosperous American families 


Fuex Joins Allstate Agency 

S. Gerald Fuex, formerly adver- 
tising and sales promotion manag- 
er of Southern Engine & Pump Co., 
has joined Allstate Advertising 
Agency, Houston, as manager of 
the agency’s new industrial de- 
partment. Earlier Mr. Fuex was 
advertising and sales promotion 
manager of the Joy division of 
Baash-Ross Tool Co., oil tool man- 
ufacturer. 


. want everything 


want; and can satisfy their wants... 


average annual cash income, from 
farming around $10,000 for the past 
John Newell Associates Bows 
John Newell has formed John 
Newell Associates, a public rela- 
tions, marketing and sales promo- 
tion counsel, with offices at 8 E. 
Huron St., Chicago. Mr. Newell 
formerly was director of public re- 
lations and marketing of the Fold- 
ing Paper Box Assn. of America. 


decade! 

No other medium can get as much 
reception for your advertising to this 
audience as SF. To balance national 
advertising budgets, and to find more 
quality buyers, Successrut Farminc 
is an outstanding advertising buy, 


Any SF office can tell you more. 


Smith Joins Drucilla Handy 

Alicia Kay Smith has been ap- 
pointed manager of West Coast 
operations for Drucilla Handy Inc., 
Chicago public relations and pub- 
licity organization. She was for- 
merly publicity director for Rose 
Marie Reid, Los Angeles swim suit 
manufacturer. 
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Franks and beans were the supper menu for Al Knoerr 
and Phil Simmons, of the Atomic Energy Commission, 


when they ate off'a jeep tailgate on the Colorado 
Plateau. Inset (above) shows one result: Al accepting 


I 


nen 


the Jesse H. Neal Award. 


Mileage, Mines ond Millionaines 


Alvin Knoerr, Editor of Engineering & Mining Journal, Covers Two Continents 
to Help Produce Award-Winning Articles 


ACK in °54, Alvin W. Knoerr was plan- 

ning a special story for Engineering & 

Mining Journal, the magazine he edits. 
He knew the uranium mining boom was the 
biggest thing in mining history . . . dwarfing the 
Klondike gold rush in importance . . . and had 
run a continuing series of feature articles on 
uranium, beginning in 1945. 

Al and George Lutjen, his managing editor, 
made a two-week field trip . . . lived out of a 
jeep while covering 2,000 miles of the 4-state 
Colorado Plateau. They stopped at all the rich- 
est working mines, interviewed AEC people. 
They talked with millionaires like Floyd Odlum 
and Charlie Steen (who got into uranium 
originally as a result of an earlier Knoerr 
article, “Can Uranium Pay?’’), and with hard- 
bitten prospectors still looking for their first 
strike. 

First result of the trip was an article “U,0, 
.. » Formula for Profits,” published in Septem- 
ber °54. Since then, some 18,000 reprints have 


been distributed. And the article received two 
major awards for business magazine editorial 
accomplishment*—only time this has hap- 
pened to any business magazine. 

If you ask Al Knoerr what a business maga- 
zine editor’s job is, he'll tell you it is to see the 
opportunities lying ahead for his industry, and 
then to “take the industry by the hand and 
lead it.”” An editor never knows where these 
opportunities may lie, which is why Al travels 
up to 20,000 miles each year. He’s been through 
Brazilian jungles and high up into the Andes as 
he covered practically every mining area in 
two continents. 

What kind of a man is Al? He learned mining 
the hard way—summer work as a chute blaster 
and high hang-up man, timberman and mucker. 
His theory comes from Wisconsin Tech, Mis- 
souri School of Mines, and a degree “with the 
highest honors” as a mining engineer. For two 
years after his graduation, Al taught at Wis- 
consin Institute of Technology, then joined 


McGraw-Hill. From Assistant Editor of E&MJ, 
he progressed to Associate and then his present 
job as Editor. Al shares full credit for the 
position of his magazine in its field with the 
rest of his staff. 

People like Alvin Knoerr make McGraw-Hill 
magazines what they are. These editors know 
their readers’ fields intimately, and know their 
problems from first-hand experience. Because 
they do, men in business and industry pay to 
read McGraw-Hill magazines . . . and find that 
it pays to rely on the information they find 
there. This interest carries over to your adver- 
tising, enabling you to reach a responsive 
market making buying decisions that are meas- 
ured in billions of dollars. 


** Best Single Article in an Industrial Publication’: 
—awarded by \ndustrial Marketing. 


** Best Reporting of a Major Event” —Jesse H. Neal 
Achievement Award, sponsored by ABP. 


MeGraw-Hill Publications 


McGraw-Hill Publishing Company, Inc., 330 West 42nd Street, New York 36, N.Y. 
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OF ALL FARM OPERATORS IN THE UNITED STATES 
HAVING ONE OR MORE GRAIN COMBINES 
SUBSCRIBE TO FARM JOURNAL! 


Grain farming is big business. 


Farmers who have combines grow grain in a big way. All over 
the nation—East, Central, South and West—the overwhelming 
majority of these farmers subscribe to one of Farm Journal’s 


four regional editions. 


Here’s Farm Journal’s coverage by editions: 


ae eee 81.9% 
RONNE, 6 Cs oot eet be 73.2% 
Spee COED See... 06 ee 54.1% 
oo ee 55.9% 


Bought and read by more than twice as many farm families 


as any other publication, Farm Journal gives farm families 


everywhere what they want, need and can’t get anywhere else. 


FARM JOURNAL 


One of the nation’s truly great magazines. More than 3,500,000 subscribing families 
Graham Patterson, Publisher Richard J. Babcock, President 
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dvertising Age 


Feature Section 


Advertising Must Deliver 


Radio and TV Are No Longer Show Biz 
Women Are the Canny Shoppers 


How to Be the Art Department's Deliglit 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Top Management Takes a Look at Advertising and Says: 


‘Business Can’t Afford Luxury of Any Advertising 
That Does Not Deliver a Fair Return’ 


At the annual convention of the Canadian Federation of Advertising 
and Sales Clubs in June, C. O. Hurly. vp in charge of sales of 
Chrysler of Canada, was asked to discuss: ‘Top Management Looks 
at Advertising.’ This or a similar topic has been on programs many 
times, usually with innocuous results. But Mr. Hurly took the as- 
signment seriously, told his listeners he was sure they wanted 
nothing less than complete frankness, and launched into a discus- 
sion of television and advertising in general that can only be de- 
scribed as extremely ‘tough minded.’ Most of the text of his talk 


By C. O. Hurly 
Vice-President in Charge of Sales, 
Chrysler Corp. of Canada Ltd. 

Let me lead off with this frank obser- 
vation: 

I do not believe in advertising. 

Tbat is, I do not believe in advertising 
unless it performs—and performs well— 
its intended purpose of moving goods. I 
do not believe in advertising unless it 
performs that function with an effective- 
ness that is compatible with its cost. And 
I particularly do not believe that adver- 
tising should be the crutch upon which 
a vast segment of the world of entertain- 
ment, culture and enlightenment should 
lean. 

To extend these thoughts may I say, 
then, that it seems the time is most op- 
portune for the advertising profession— 
and the businesses which the profession 
serves—to take a cold, searching look at 
the somewhat ludicrous spectacle that we 
both present today. What do we see? Well, 
my friends, we see Sinbad the business 
man, blind as a bat, being led down to 
the sea by an eager, keen-eyed, clean- 
limbed young fellow in an ivy-league suit 
(and you know who that is). Perched on 
Sinbad’s back is the 20th century version 
of the old man of the sea himself. Instead 
of a face he displays a 24-inch picture 
tube—perhaps in compatible color. 


® Now, this old man of the sea is a very 
demanding fellow. He keeps screaming at 
Sinbad to go faster. Periodically he kicks 
him in the ribs, and Sinbad’s guide in the 
ivy-league suit doesn’t help much, either. 
He’s so intent on making Sinbad move 
faster that he sometimes neglects to warn 
him of the driftwood, the rocks and the 
holes that lie in his path. Thus, Sinbad 
stumbles along, pulled and prodded, bul- 
lied and cajoled, losing his balance and 
regaining it. Suddenly he stops, straight- 
ens up, says to himself: “Why in blazes 
am I doing this?”—and he tosses the old 
man into the sand, kicks his young com- 
panion in the seat of the pants and sets 
off into the Golden Sunset toward a brave 
new world. 

In the event this hasn’t been entirely 
clear, may I explain that I see the old 
man of the sea as mister Show Biz—the 
great world of home entertainment—who 
started out only a few years ago as a 
humble servant of advertising and now 
seems to be largely calling the tune. 

He wasn’t much of a problem to handle 
back in the days when he was represented 
in the public mind by the Ipana Trouba- 
dours, the Cliquot Club Eskimos, Wendell 
Hall or the Two Black Crows. But in our 
eagerness to use him and his abundant 
talents, we as advertisers and as adver- 
tising people have babied, humored and 
spoiled him to the extent that he has be- 
come, in some respects, a monster. It is 
significant, I think, that at long last Sin- 
bad the business man has begun to rebel. 


is given here. 


In recent weeks we have all read of 
the cancelation or non-renewal (however 
you want to phrase it) of some 55 net- 
work tv shows. Some of these, as we are 
so well aware, have been top-rated pro- 
ductions. (For one of them, industry— 
represented by the sponsors—picked up a 
tab of some $235,000 per week.) 

I have placed most emphasis in these 
brief remarks upon a single aspect of the 
whole broad field of advertising—televi- 
sion. I have done so because I think that 
it affords the most graphic, if somewhat 
exaggerated illustration of management’s 
problem in dealing with the important 
and complex matter of advertising. 

The illustrations chosen are American. 
This has been done purposely because I 
do not feel—and I am certain that you 
will agree with me—that the Canadian ex- 
perience with television to date provides 
a fair means of evaluating the im- 
pact and the worth of this new and force- 
ful medium of communication. In Cana- 
da we are, it would seem, still in a proc- 
ess of evolution in deciding what we want 
to do with television and what we ulti- 
mately want to make of it. And in the 
manner of Canadians, from time imme- 
morial, we are proceeding with caution... 


A Re-assessment of Values 

In reflecting upon what I have said to 
you thus far on the subject of manage- 
ment’s view of advertising, I fear that I 
have violated one of the cardinal precepts 
of my company’s and our industry’s way 
of looking at things. We usually try to be 
positive in our outlook. We try to appraise 
things in the light of what they do mean, 
rather than what they do not mean. So, 
after having flavored my remarks to this 
point with what might seem like some 
negatives, may I make these affirmative 
observations: 

Responsibility for advertising success- 
fully should be shared jointly by the cli- 
ent and by his advertising representatives. 
The quality of the product, its price, its 
availability, the extent to which need ex- 
ists or desire can be created, are some of 
the elements that must be determined 
before advertising can reach its full ef- 
fectiveness. 


These factors can all be regarded as the 
responsibility of business—or of “the cli- 
ent.” 


® The challenge to the agency is to dem- 
onstrate the necessary know-how in order 
that the broadest possible market can be 
exploited at the most economical cost. 
When these twin responsibilities are dis- 
charged with equal expertness, advertis- 
ing fulfills its purpose: the sponsor gets 
value for his money, and the buying pub- 
lic benefits from obtaining a needed prod- 
uct at a reasonable cost. 

We have already evolved on this con- 
tinent a standard of living that has made 
us the envy of the rest of the world. It 
is neither accident nor coincidence that 
we have also evolved on this continent a 
pattern of sales and advertising tech- 
niques which has created the continuing 
surge of consumer demand to keep our 
industries operating and our people em- 
ployed. 

Through this demand our North Ameri- 

can economy has been able to move more 
of the good things of life into the hands 
of more people at a lower cost to the pub- 
lic in terms of toil and effort than has 
been possible anywhere else. 
« All of them had earned a degree of 
public acceptance and certainly their dis- 
appearance, if it should come to that, will 
be regretted by many. Nevertheless, it 
would seem that business and industry, 
the Sinbad of the whole world of televi- 
sion, has suddenly said: “Why in blazes 
am I doing this?”—and is beginning to 
re-assess its role as the pack mule for a 
very costly part of the entertainment 
world. 

What I have just cited may not seem 
to apply specifically to the Canadian 
scene. However, we in Canada are subject 
to the trends and the pressures of the 
vast American market, and our interest 
in what happens to big-time network tv 
is more than an academic one. 

Many of the tv extravaganzas which 
are not carried over our own Canadian 
network come our way from stations lo- 
cated close to the border which are easily 
picked up in our major Canadian market 
areas. (About a year ago, Groucho Marx, 


who is sponsored by our parent company’s 
De Soto Division, asked a contestant to 
name the nine provinces of Canada. The 
reaction in Canada to that question was 
both immediate and violent. It left no 
doubt whatever in our own minds as to 
the penetration of the Canadian audience 
by American tv shows.) 


® In these wholesale cancelations of net- 
work programs; in business asking itself: 
“Why are we doing this?” it seems to me 
that a very important economic fact has 
emerged: 


Industry and business simply can- 
not afford the luxury of any form of 
advertising activity which does not 
deliver a fair return in services ren- 
dered. 


Most of us have arrived at a realiza- 
tion that today’s unprecedented level of 
productivity and incomes has plunged us 
into an era of competition unlike any- 
thing that we have ever known before. 
To operate in this era, industry and busi- 
ness have had to become more cost-con- 
scious than at any time in our generation. 
Certainly, we know this in the automo- 
bile business, for, between the nether 
millstone of steadily increasing costs, and 
the upper millstone of intense competi- 
tion, there is only one direction in which 
we can turn if we are to operate our busi- 
ness at a profit—which means, if we are 
to operate our business at all. 

That is toward insuring that we get 
full value for every dollar that we spend 
—that we reduce substantially or elimi- 
nate entirely those items of expenditure 
which are not returning us full value— 
that we keep our costs, whether they be 
for manufacturing, administration or sell- 
ing, at a level which will permit us to 
compete, and in competing, to return a 
fair profit on our operations. Unless we 
do that, we do not stay in business. 


® Within the past year all of us have been 
greatly surprised to see two great United 
States publications, products of a com- 
pany with a long and successful history 
in the publishing business, suspend pub- 
lication. Each of these magazines had a 
circulation of several million copies per 
issue. Each had loyal bodies of subscrib- 
ers and advertisers. Yet, it would appear 
that neither was able to measure up to 
the tough challenge of today’s high costs 
and competitive markets. 

The automotive industry offers numer- 
ous examples of what can happen to 
products, even though they have been 
widely advertised, earned a fine reputa- 
tion, and had good public acceptance. You 
remember “the three great P’s” of the 
automobile industry—the outstanding 
names of their era? Peerless—Packard— 
and Pierce-Arrow. They were all splendid 
cars and were universally acclaimed as 
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The Creative Man‘s Corner... 


Everybody's Doing It 


Gallup or Roper or somebody must 
have come up with the news that most 
Americans are having difficulty sleeping, 
because all of a sudden a bunch of mat- 
tress ads bust upon us, all claiming we 
can sleep most soundly on the mattress 
advertised and wake up with nary a back- 
ache, a headache or a care in the world. 

Strange when something like this hap- 
pens. One of the best proofs in the world, 
as far as we are concerned, that there is 
no collusion among the mattress com- 
panies. Because no industry would decide 
in secret meeting to have all its advertis- 
ing claim virtually the same thing. 

Reminds us to some extent of current 
air conditioner advertising. All room con- 
ditioners now are so thin, apparently, 
they neither jut outside the window nor 
jut inside. Amazing thing, too, is that the 
ads even look alike. And we mean not 
only the air conditioner ads but the mat- 
tress ads that we started out talking about. 
And all appear equally dull and uninter- 
esting at that. Net effect as far as we are 
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Advertising Age, July 22, 1957 
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concerned—zero. + 


such. Despite their fine reputations, two 
of the three are numbered among the 
2,500 different makes which have flashed 
for a time across the automotive scene 
and then disappeared forever. Whatever 
became of Overland? In the early twenties 
it was the third-largest-selling car in the 
United States and was giving its two 
competitors (which shall be nameless for 
reasons I am sure you will understand) 
a race for top honors. What of the others? 


= Cord—regarded as one of the most ad- 
vanced vehicles, engineering-wise, ever 
built on this continent. Locomobile—in its 
day (and not too long ago, either) a sym- 
bol of elegant luxury; the Marmon—with 
its hydraulic shock-absorbers mounted 
fore and aft; the Franklin—revolutionary 
in design and engineering with its slant- 
ing front and air-cooled engine: Paige 
— Durant — Graham — Jewett —yes, and 
Maxwell which we regard as a distant 
cousin of our Chrysler line of today. All 
of them were great and proud names. 
Many of them were produced by well- 
financed companies, which developed 
good service and dealer organizations for 
their times, and were supported by keen 
advertising brains and plenty of adver- 
tising dollars. None of these, however, 
was able to survive the competitive pres- 
sures of the 20s and the ’30s. 

These same pressures, I am convinced, 
are exerting an even more compelling in- 
fluence upon business today than they did 
back in the times of the Charleston, the 
Big Apple and the Lambeth Walk. 


Advertising Is Just a Tool 

The dilemma in advertising of both the 
agencies and the companies which they 
serve is illustrated by two separate news 
items which I recall reading some time 
ago on the same day. One story related 
that for the third or fourth consecutive 
year “I Love Lucy” had earned the high- 
est rating of any television show on the 
Continent. The other item reported that 
“Lucy’s” sponsor, a tobacco company, had 
just completed the second or third con- 
secutive year of decreasing sales! 

When management looks at advertising, 
it must recognize the basic truth that ad- 
vertising cannot do the job by itself—for 
somewhere between Lucy’s irresistible 
appeal to millions of Americans, the ex- 
posure of the product message to those 
same millions, and the point where the 
product was available for purchase, there 
must have been a serious breakdown. It 
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might have been the product itself, in re- 
lation to the public taste: it might have 
been in the packaging; or in the point 
of sale merchandising; or in the skill of 
competition: or in one, or all, of perhaps 
20 other factors. 


® Admirable art, copy and composition do 
not necessarily represent good advertis- 
ing, neither does an entertaining tv pro- 
gram guarantee a return for the invest- 
ment that it represents. When the public 
buys a product in, first, adequate and 
then, ever-increasing volume it must be 
because that product fills a need, is well- 
timed, and the right market levels have 
been thoroughly informed, through ad- 
vertising, as to its desirability and avail- 
ability. 

When advertising produces that kind 
of result, it is excellent advertising, re- 
gardless of the form that it takes, but 
provided only again that its cost is com- 
patible. 

I feel that there is a good deal of valid- 
ity in management’s contention that we 
cannot afford to advertise unless we are 
certain that our insertion orders and 
agency contracts come back to us in the 
form of demands for our products. 

A magazine ad, for example, may win 
an award for the beauty of its artwork, 
for its composition or for its intriguing 
copy, and agency and advertiser may feel 
a sense of pride over the recognition. But, 
if that same ad fails to produce results, it 
cannot be called good advertising by the 
firm that bore its cost. 


® As we look down the long lane of the 
future at what is in store for all Canadi- 
ans we must take these things into ac- 
count. In this future of ours, technical 
and scientific progress will dwarf even the 
advances we have made in the first 57 
years of the 20th century . . . Our progress 
will unleash an abundance of goods and 
services for the 26% million Canadians 
who will live in this country 22 years 
from now ... 

Our progress will support a vast expan- 
sion of our present abilities and facilities 
to produce and to merchandise . . . Our 
progress will bring about greatly in- 
creased purchasing power and a wider 
range of products to serve this ability to 
OF sss 

For those who manufacture life’s good 
things, and for those of the advertising 
and sales fraternity who place them into 
the hands of the consumers, the future 


in Canada is indeed “Opportunity unlim- 
ited.” 
It is also our “Challenge Unlimited.” 
Advertising and sales people have kept 
pace with and in many ways led this 


country’s rate of progress in the past. 
With vision, imagination, good judgment 
and confidence, we can assume an even 
greater role of leadership in Canada’s 
splendid and enormous future. + 


Looking at Radio and Television... 


It Ain't Show Biz No More 


By The Eye and Ear Man 


Does the 1958 version of the advertising 
agency really need a radio and television 
department? If so, what kind of execu- 
tive should be the director of the new 
department? A lawyer? An account ex- 
ecutive? A media man? A creative copy 
man? 

Historically, the old radio departments 
were composed of fly boys with brilliant 
techniques of making very little effort 
seem like a lot. They got crocked on gin 
at lunch and wore sloppy clothes. But, 
they directed and produced a number of 
agency-controlled shows. To be sure, the 
top shows were the products of stars, 
who ran their own shows. 

This unfortunate precedent has led old 
time clients to ask what the modern ver- 
sion television department is “doing to 
earn its fifteen per cent.” The fact of the 
matter is that the two phases of adver- 
tising agency history are totally unre- 
lated. 


® Radio executives came from show busi- 
ness. In the modern high speed world they 
would be totally and physically unable 
to cope with the complex problems of 
placing millions of dollars’ worth of tele- 
vision business on a quasi-scientific ba- 
sis. The old-line radio agency man is 
now in Hollywood directing or producing 
package television shows or with a net- 
work or with a talent agency. 

As for radio in 1957, it is almost en- 
tirely a media job. Minute participations 
are bought on the basis of frequency and 
extension of audience and on the best 
possible deal. With the possible exception 
of “The Woolworth Hour” there are al- 
most no completely sponsored shows by 
a single client. There is, therefore, no 
real job for a radio program man today. 

The second major function of radio and 
television program departments was cast- 


ing and production of commercials. Actu- 
ally, in radio the commercial was pretty 
much integrated with the program and 
directed by the program director. In the 
early days of television, the tv depart- 
ment directed and produced the tv com- 
mercials in the same way. 


® By 1957, the majority of agencies have 
centralized responsibility for the direc- 
tion and preduction of radio and tele- 


vision commercials in the creative or copy 
department. This means that the com- 
mercials are prepared separately and laid 
in the programs. The radio-television de- 
partments have little or nothing to say 
about this phase. 


s Because of the nature of the television 
business, only a handful of shows are now 
agency-produced. The diehards in this 
group are the Kraft Television Hour, pro- 
duced by J. Walter Thompson Co., 
and a successful musical, “The Hit Pa- 
rade,” produced by a production unit 
within BBDO. The fact that there are 
few agency-produced shows is not so 
much because an agency cannot or will 
not produce a tv show, but because most 
agencies that control time franchises feel 
they can get a better show for their 
clients through competitive bidding by 
outside vendors. 

Meanwhile, the high out-of-pocket costs 
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REPORT ON 
A MAGAZINE 
ADVERTISEMENT 


First-time use of telephone interview technique 
shows how INFLUENTIAL Post advertising can be! 


READERSHIP. Corning Glass announced a new basic 
material, PYROCERAM, with a full-color section in a recent 
issue of The Saturday Evening Post. Two days after the 
issue came out, telephone interviews were made all over the 


country. And, even that soon, some 60 per cent of the people 
interviewed said they'd seen the Corning ad! 


RESULTS. Next, the inquiries started to pour in. Hundreds 
of America’s blue-chip corporations wrote in for further informa- 
tion on PYROCERAM. (And key numbers showed that the Post 
pulled better than three special business magazines combined!) 


REACTION. That’s a lot of influence for one ad. But there’s 
even more to come. Apparently, the Post (with the help of its 
millions of POST-INFLUENTIALS) spread the word among influen- 
tial investors, too. For within the next ten days Corning stock 
went up 30 points. 


The Saturday Evening 


POST 


Sell the post" INFLUENTIAL 


-the mass market of active influence 
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of television tend to reduce the participa- 
tion of the agency to half a show, a third 
of a show, a seasonal use of television, or 
multiple daytime participations with 
cross-plugs. The further refinement of 
this lack of control on the part of clients 
tends to make the decision of the agency 
in buying television fundamentally one 
of creative media buying. 


= The act of supervising programs is es- 
sential, but relatively perfunctory. The 
selection of new programs is dwindling as 
advertisers seek “safe buys with track 
records” or buy names or known produc- 
tion values or multiple participations that 
spread the risk. Hence, the responsibili- 
ties and authorities of the radio-television 
department are sharply curtailed. 

The tv departments of some of the larg- 
est agencies are run by a former account 
executive, media man, station rep, an- 
nouncer, lawyer, copywriter, publicity 
man, talent agent, etc. Fewer and fewer 
of these departments are headed up by 
pros with long years of training in show 
business. 

Is this bad? Evidently not, since all 
agencies must adjust to changing condi- 


Tips for the Production Man... 


tions, and this seems to be a way of ad- 
justing. Also agency positions are stronger 
than ever before as sales counselors to 
their clients and movers of merchandise. 
Billings are at an all-time high and while 
agency grosses are up, like every other 
business, profits are down due to the high 
cost of doing business today. 


s Perhaps the agencies were never in- 
tended to be in show business; the mere 
fact that an agency-produced show was 
given precedence over an outside show 
would argue conflict of interest. Then, too, 
a television show represents such a large 
investment that there is little or no room 
for experimentation. You’re right or 
you’re canceled in television. 

It would seem that changing times dic- 
tate a changing organization. The buying 
of radio and television programs on a 
large scale with multi millions involved 
would argue for a new agency depart- 
ment. The job is too routine for the fly 
boys and too creative for the humdrum 
media mind that is adept in adding up a 
column of figures from Standard Rate & 
Data. The hybrid should be called the 
Creative Media Department. + 


Audience Participation—A New Dimension 


By Kenneth B. Butler 

An insert is an insert. But Television 
Programs of America, in its card stock 
insert in ApverTIsING Ace and other pub- 
lications early this year, introduced what 
may be a new dimension in space adver- 
tising—audience participation or “do-it- 
yourself” interest—by means of a perfor- 
ated gimmick which divides the full-page 
insert into four smaller pages. Being a 
two-page insert, this makes eight pages 
of pocket-size promotion. 

Gimmick it is, but a strong one. You 
have to remove the insert, tear along the 


featuring ‘the most memorable character 


perforated lines, and assemble per simple 
matching of identifying marks. 

Before tearing apart it is a colorful and 
well illustrated conglomeration of half- 
statements which works on your sense of 
fulfillment to the point where you are 
tantalized into separating along the per- 
forated lines and matching up the parts. 

You probably saw it and you probably 
put it together; so know as much about 
it as we do. 

a * co 

This was an imaginative and creative 

touch that points up whole new horizons 


. of the Eastern frontier locale 
an one of the most tense 
periods of American lif... 


o» Aneron ton” MAW KEYVE 


WRITE, WIRK OR PHONE (wmoke signaie, sign 
language aad tom mm heating ml acceptabie! 


TELEVIEION PROGRAMS OF ANMERIGA mC. 
#88 Modiaon Avenue * New York 22, N.Y + Phase $4100 
Chet Aces im Chacage, Heltyword and prumcigel ates 


WHAT DO YOU MAKE OF IT?—It’s a two-color, two-page insert, perfo- 

rated so that reader may tear out, match up, and piece together his 

own pocket edition of an eight-page promotion piece for “Last of 

the Mohicans” as a TV offering. A new dimension? Audience partici- 
pation? 


for ‘). production man. The function of 
ad\.’'sing to capture and hold attention 
nec. not remain entirely within the prov- 
inc: of the creative copywriter or art di- 
rec'or. The format-minded production 
man is in a position to make real contri- 


butions to his company’s promotion. 
Here are some of the “makings” of for- 


mat and physical reproduction that fall 
wiliiin the scope of talents of the produc- 
tic: inan and which may be applicable to 
fr.si) new approaches in promotion: 


Employe Communications... 


Advertising Age, July 22, 1957 


Unusual type faces Texture of finish 


Unusual paper stocks Die-cutting 
Intriguing folds Perforating 
Flaps Silk Screen 
Coupon or reply Imprinting 
card treatment Tip-ons 
Metallic inks Embossing 


Unusual! trim size Fluorescent inks 
Some new twist or adaptation of one or 
more of the above may result in a pres- 
entation as novel as that of Television 
Programs of America’s jumbled insert. + 


New Tune for an Old Timers’ Club 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

The habitual delegate to the typical 
company 25-Year Club annual dinner 
starts to yawn before he arrives. He 
knows, through long and soporific expe- 
rience, that these festivals are cut to 
conventional piuttern. 
He knows from mem- 
ory the tearful tributes 
to long service deliv- 
ered in an inaudible 
monotone by the chief 
executive or by the ad- 
ministrative batboy as- 
signed to the task. He 
realizes that everyone 
will leave the room 
burdened by the re- 
minders of his advancing years, and 
wondering whether he isn’t sorry he came. 

Mindful of the abyss which a funeral 
ceremony for veterans creates in vet- 
erans’ souls, one company some years 
ago decided that you can salute years of 
service and have some fun doing it. This 
year the live-wire chieftain of the ar- 
rangements committee hit the jackpot. 

He enlisted the services of a traveled 
and experienced CBS staff announcer— 
Mel Galliart of WBBM-TV, Chicago— 
who has spent two decades in radio and 
television, The subject was to be “Be- 
hind the Scenes in Television.” But at 
this point Galliart the veteran decided to 
talk to the veterans in his own way. He 
emerged with a hilarious, tailor-made 
program built around the members of the 
25-Year Club of the Geo. D. Roper Corp. 
in Rockford, Ill. 

In his three-part program, Galliart 


- 


Mel Galliart 


first offered a staccato newscast which 
brought each member of the club a men- 
tion through some little-known but 
amusing fact. He talked briefly of the 
manufacture of commercials, and then 
delighted his audience with a whirlwind 
commercial tribute to the latest develop- 
ment of the gas range manufacturer—a 
top-of-range oven called the “Roast-O- 
Grill.” Finally he flung together a rol- 
licking quiz program with five startled 
club members, chosen at random, as 
panelists. The quiz program was built 
principally on questions about the service 
club, and cash awards were made to the 
winners. 

The enchanted members of the Roper 
club roared with laughter as the show 
unfolded. It had the genius of noveltv, 
the sense of speed, the feel of participa- 
tion. At the conclusion of the show, the 
veterans milled around the speaker, to 
yump his hand, to ask how he had ever 
uacovered the amusing secrets disclosed 
in his newscast. The corridor comment 
was loud and long—and favorable. 


® Many programs for employe groups 
suffer from sameness. They slip into a 
conventional groove too easily and, year 
after year, they duplicate themselves. It 
is particularly true of service club gath- 
erings, where the emphasis on the de- 
clining years is both obvious and painful. 

The manufacturer who doesn’t change 
his models at least once in a while prob- 
ably will not survive too long. The 
public demands change and improve- 
ment, and it is up to him to provide it. 
What he should bear in rnind is that em- 
ploye programs need change and im- 
provement, too. Perhaps a little of the 
streamlined Galliart formula will help. + 


On the Merchandising Front... 


In a Price-Slashing Market Do Higher 
List Prices Benefit the Trade? 


By E. B. Weiss 

Late last spring, some large television 
set producers announced higher list prices 
on their sets. Several also planned higher 
discounts for the distributor, who, in turn, 
presumably was to pass along at least a 
part of the larger 
discount to the retail 
trade. 

Now there may be a 
few Rip Van Winkles 
who do not know that 
—with very few excep- 
tions—list prices on tv 
sets do not mean a 
blessed thing. By and 
large, the only price 
that holds any signifi- 
cance in the retailing of television sets is 


E. B. Weiss 


the price the customer is willing to pay 
—and precious few customers pay any- 
thing remotely resembling the list price. 
This, of course, is true not only of tele- 
vision sets but of most major appliances. 

Will the higher list prices for tv sets 
hold? 

By and large I think they will not hold. 


# It is almost axiomatic that, in a cut- 
price market, the higher the list the more 
drastic the price-slashing. And I rather 
imagine that both the tv set distributors 
and the retailers will be even more gen- 
erous in depressing prices below list than 
they have in the past. 

This would happen even though the 
list price bore some resemblance to reality 
in the market place. But on tv sets the list 
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“BOLD meets or exceeds 

every exacting requirement 

we demand from daylight 
fluorescent colors. We 
experienced excellent results 
with BOLD on our Royal gasoline 
service station promotion in all 
28 states of CONOCOLAND.” 


says Mr. Jack Nemeth, Sales Promotion 
Manager, Continental Oil Company 


Here is graphic proof that BOLD Daylight Fluorescent Screen Process 
Lawter is the basic fluorescent Colors have strong acceptance among quality-minded, cost-conscious 
color manufacturer whose , > ‘ : : 
products are the most widely advertisers everywhere. These advertisers and their agencies make BOLD their 
used in the graphic arts. choice to do the job right every time because they are assured of the 
ultimate in lasting brilliance, mileage and economy of application. 
BOLD enables them and you to get the greatest possible 
value from your budget dollar! 


Write or phone any of the 
three Lawter plants for the Lawter fluorescent colors are the most widely distributed in the nation. 
nscale ediiid aie Your screen printer has BOLD on hand to give you that sales impact 
assistance you may need. which comes only from BOLD colors... quality standards of the industry. 


Insist on BOLD Daylight Fluorescent Screen Process Colors... 


Consult your "fra your brididean’ 


Screen Process Printer for 


Helptul Suggestions. LAWTER CHEMICALS, INC. 


3550 Touhy Avenue, Chicago 45, Illinois 
Newark, New Jersey + San Leandro, California 
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price was almost totally out of whack 
with the market—and now, with the list 
pushed up a notch or two, it is even more 
out of whack with the market. 


Endless Debates on Pricing 

Manufacturers in many fields constant- 
ly debate this pricing situation. This is 
especially true of manufacturers in lines 
which are severely price slashed. These 
debates in manufacturers’ home offices 
are touched off by trade complaints— 
complaints either made in person by im- 
portant trade factors to high executives in 
the manufacturer’s home office, or com- 
plaints transmitted (and sometimes em- 
bellished a bit in the transmittal) by the 
manufacturer’s salesmen. In a substantial 
number of instances the debates are de- 
cided in favor of a higher list for the 
trade and/or a larger margin. 

But neither the higher list nor the larg- 
er margin is retained by either the whole- 
saler (or distributor) or by the retailer. 
The distributing trade has formed the 
habit of giving away its margins—and 
larger margins simply step up the trade’s 
liberality. 


s However, it isn’t solely the trade’s gen- 
erosity that makes a move toward higher 
list and larger margins almost surely des- 
tined to fail. There is also the fact that— 
in the major appliance industry for ex- 
ample—the list price has been a farce for 
some years. Clearly, a still higher list 
price will hardly work out to be any less 
of a farce. 

What is more, the whole pricing setup 
in some of these price-slashed industries 
is out of tune with the times. Thus, trade 
margins tend to offer compensation to the 
trade for services that the trade either no 
longer renders, or renders so poorly, so 
inefficiently, so rarely, as hardly to war- 
rant the historic margin. Naturally, trade 
margins that are no longer earned en- 
courage new factors to come into the trade 
with a setup that enables these new or- 
ganizations to operate with one-half and 
even less of the historic margin. The 
older trade factors must, in time, match 
prices and terms with these newer trade 
factors—or wither away. 

And then there are the growing diffi- 
culties involved in attempting to establish 
list prices in certain categories for this 
entire nation. As we left behind us in re- 
cent years the single price system (and 
obviously, there are many hugely impor- 


Salesense in Advertising... 


tant categories, such as major appliances, 
in which the pricing system today is sim- 
ply a throwback to old-time bargaining), 
we also tended to leave behind us nation- 
al pricing. This is an interesting merchan- 
dising development. 

The bargaining factor is essentially a 
local factor. The shopper in one section of 
the country may not bargain as assidu- 
ously as the shopper in another section. 
Also, the extent of true discount opera- 
tions varies considerably in different 
parts of the nation. 

Prices are set, primarily, by local con- 
ditions in many lines. And this some- 
times makes it quite impossible to en- 
force a national price schedule. 

It is this reasoning that is behind the 
General Electric policy of having its 
distributors establish list prices, area by 
area. The objective is flexibility in pric- 
ing—and when one compares the pricing 
by distributors in various sections of the 
country on the same GE models, the vari- 
ations are found to be quite considerable. 


An Endless Ditficulty 

However, the basic merchandising point 
I am trying to establish here is that, while 
the trade may vociferously request and 
even demand higher list prices and larger 
margins, acceding to these requests will 
not keep the trade happy for very long, 
simply because what the trade cries for it 
does not necessarily want, or even know 
what to do with in a price-cut market. 
Just let one competitor give bigger dis- 
counts to the customer—and in almost ev- 
ery market this is exactly what will hap- 
pen—and the higher list and the larger 
margin become still another pricing fic- 
tion. 

The unfortunate truth is that in many 
lines pricing really is a fiction. Allow- 
ances, deals, special promotion models, 
so-called “old” models, three-four-and- 
five price lines, etc.—all have made the 
so-called price list not even remotely re- 
lated to the actual prices. Naturally, under 
these circumstances, the entire market 
becomes a matter of “negotiation” so far 
as price is concerned—and “negotiation” 
is simply a kind word for bargaining. 

But of all the pricing fictions there are 
few that die harder than the conclusion 
that the road to salvation in a price-cut 
market is to give the trade higher lists 
and larger margins. This isn’t a road— 
it’s a bog and it has no bottom; no top, 
either! + 


Women Shoppers Cannier Than Men 


By James D. Woolf 
Advertising Consultant 

Says Webster’s Dictionary: “A flibber- 
tigibbet is one who is giddy or frivolous, 
especially a woman.” The italics are 
mine. A great deal of giddy advertising to 
women is based on this assumption. 

That women are 
more flibbertigibbety 
than men, at least as 
buyers of merchandise, 
is a proposition about 
which I entertain grave 
doubts. I tend to be- 
lieve, on the contrary, 
that female behavior in 
the marketplace is far 
less frivolous and far 
more hardheaded than 


that of the male. 

It has been my personal experience, 
both as a retail clerk and as a store own- 
er, that women as a class are canny buy- 
ers and expert judges of value. Men are 
less proficient, as a rule, except as buy- 
ers in their business or professional ca- 


pacity. Even in the case of such everyday 
contrivances as automobiles and televi- 
sion sets few men have any real technical 
knowledge. Necessity is the mother of the 
wife’s know-how; she and not the hus- 
band is the family purchasing agent: she 
is the buyer of practically everything that 
pertains to the family’s needs—food, fur- 
nishings, wearing apparel (including 
much of her husband’s), utensils, drug- 
store supplies, etc. The family car is vastly 
more important to her, in most cases, than 
to her husband. And so are the refriger- 
ator, the kitchen stove, the freezer, the 
furnace, and so on. She is the custodian of 
the family budget and frequently of the 
family bank account. 


@ She selects merchandise with an expert 
technical eye because she herself, oftener 
than not, is a “manufacturer” in her own 
right; she is a practicing seamstress, a 
practicing cook, a processor and canner of 
foods, a practicing beauty doctor, the 
family’s first-aid physician, and a handy 
Mrs. Fix-it. Hence she buys a dress, or 


“Latest thing in ‘Pay as you go’—15% of 
the billing comes out here.” 
—Gus Levy, New Orleans. 


a vacuum cleaner, or a leg of lamb, or 
whatever, as knowingly as a carpenter 
buys a saw or a farmer a binder. 

Her buying problems are more com- 
plicated, too. The matter of selecting a hat 
or a shirt, for example, is a relatively 
simple task for most men. But for most 
women the chore is often complicated and 


difficult; they have dozens of styles, pat- 
terns, and colors to choose from, and there 
is no end of details to be settled before a 
final decision is finally arrived at. Wom- 
en have more shopping patience than men 
—and vastly more endurance. They will 
spend hours—running from store to store, 
asking questions, comparing values—in 
making a ten-dollar purchase that the av- 
erage man would make in five minutes. 


= Women may be flibbertigibbets, de- 
pending on how you look at it, but I be- 
lieve they are influenced by advertising 
copy which gives them product facts. I 
am convinced that fuller information is 
demanded by women than by men. They 
want details and are willing to give their 
time and energy to the job. They will read 
long copy more readily than will men. Fi- 
nancial necessity compels them to study 
values, and it is inevitable that this eco- 
nomic pressure makes them canny. They 
want truth in advertising. 

A woman shopper, like an elephant, 
never forgets. Never underestimate her 
power—and never try to fool her. + 


DRAWTHIN 


3 ways for non-artist copywriters 
indication by using the Marvelous 


alll 


Jake fre 


In learning to draw the 5-Match Man 
you develop an ability to visualize the 
human figure accurately enough 
to give Art a pretty good idea of how 
much anatomy to show in the layout, 
saving time and words for you both. 


With practice, you can better deter- 
mine actual positions and relation- 
ships that are important to your story, 
leaving art department free to devel- 
op within ad’s requirements. 


Drawing the match man (with the 
reasonable accuracy you may expect 
as a non-artist), will give you further 
understanding of the art department's 
problems, difficulties and limitations. 
Try the 5-Match Man yourself, on the 
next few roughs with people in them, 
then ask your art source for com- 
ments, criticism and (if there is time) 
actual assistance 


(Coming Soon: 


KS, 


COPYWRITER'S: Art Course 


Cobsright 1957 bb Pour Pinson 


On being the art department's delight 


to help themselves to clear figure 
5-Match Man for instructions to 


the art department when including people as part of the ad message 


Experiment with 5 
matches to develop your 
sense of human figure 
proportions. Bend and lay 
on edge for arms, legs, 
hands and feet in action. 
Copy them until you can 
say, proudly: “I'm a 5- 
Match Man Expert!" 
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CALORIE CONSCIOUS—Ocoma Foods 


Tampa Agency Adds 
Patterson; It's Now 
Lacey & Patterson 


Tampa, July 17-—Pai! S. Pat- 


terson, who lost his job as ad- 
vertising director of the Florida 
Citrus Commission in May in a 


hassle over ad plans mapped for 
the citrus marketing group by 
Benton & Bowles, has joined Phyl- 
lis Lacey Advertising here. 

The Lacey shop will hence- 
forth be known as Lacey & Pat- 
terson. Mr. Patterson will be vp 


Co., Omaha, is prominently dis- 
playing the number of calories in its new beef, turkey and chicken 
dinners on the package. Newspapers, supported by tv and radio, 
will be used to promote the line. Bozell & Jacobs, Omaha, is the 


agency. 


LaRoche Absorbs 
Brooks Agency, 3 


California Clients 


New York, July 16—C. J. La- 
Roche & Co. has merged the 
Brocks Advertising Agency of 
Hollywood with LaRoche’s Cali- 
fornia operations. 

LaRoche has moved its West 
Coast office from Beverly Hills 


to 6269 Selma Ave., Hollywood, | 


where it will service the Bekins 
Van and Storage account, Disney- 
land and Walt Disney Produc- 
tions, all formerly handled by 
Brooks. 

Al R. Brooks, owner and found- 
er of the Brooks agency, joins 
LaRoche as a consultant and vp. 
Carroll O’Meara, formerly man- 
ager of LaRoche’s New York tele- 
vision and radio department, be- 


comes manager of the Hollywood | search psychologist with Social 


office and account executive on 


the three West Coast accounts. 
Stuart D. Ludlum, vp, will direct 
activities of the West Coast office, 
;and Tom Lewis, vp, will be re- 
sponsible for liaison between New 
York and Hollywood. # 


Popai Names Dubrowin 


of sale merchandising of U. S. 
Printing & Lithograph Co., has 
been named general chairman of 
the Point-of-Purchase Advertis- 
ing Institute’s 12th annual sym- 


Honig Cooper Co., San Francis- | 
co, has appointed Dr. Elsa wed 
Whalley to its research staff as a 
specialist in consumer motivation. | 
Dr. Whalley was formerly a re- 


| Research Inc., Chicago. 


Ray Dubrowin, director of point 


posium and exhibit, scheduled for | 


the Sheraton-Astor, New York, 
April 15-17, 1958. 
Honig Cooper Names Whalley | 


and secretary, while Mrs. Lacey 
|will head the operation as presi- 
|dent and treasurer. Raymond 
\Sheldon, Tampa attorney, will be 
|2nd vp, and Carlton Bortell will 
continue as creative director. 
Mr. Patterson, who was named 
ad director of the state citrus 
group in 1953, became disen- 
chanted with Benton & Bowles’ 
approach. In mid-May he made a 


which he advocated an advertis- 
ing program with a slant directly 
opposite to that pursued by the 
agency. 


® He called B&B ad tactics a 
“$4,000,000 boondoggle,” which 
attempted to switch consumers 
from one form of citrus to an- 
other, rather than to increase the 
number of consumers of each. 
When he made his views known 
to the commission, he was asked 
to resign. In June the commis- 
sion okayed a 1957-’58 ad pro- 
gram presented by B&B. 

Prior to joining the citrus com- 
mission, Mr. Patterson had been) 
manager of advertising and mer-| 
chandising for Reick’s Sealtest| 


|Dairy, a division of National Dai-| 


ry Products Corp. Previously he | 
had been with the West Penn | 
Power Co. as assistant ad manager. 

Mrs. Lacey, a graduate of Mar-)| 


and American Type Founders 


presentation to the commission in 


when she went to Tampa in 1944. 
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Markman Moves to L. A. 

Paul Markman, a vp and direc- 
tor of Batten, Barton, Durstine & 
Osborn, has joined the agency’s 
Los Angeles office as account su- 
pervisor for Western Airlines and 
North American Aviation. He had 
been in the New York office for 
the past 12 years as an account 
supervisor. Previous to joining 
BBDO, Mr. Markman had been 
with Beaumont & Hohman. 


Nabisco Launches Chiparoons 

National Biscuit Co., New York, 
plans to complete nationwide dis- 
tribution in August of its Chipa- 
roons, new cocoanut chocolate 
chip cookie. The product will be 
introduced to the public via radio 
and tv spots, Nabisco tv programs 
and Sunday supplements and com- 
ics sections. 


quette University, had been with|Mackes & Taylor Moves 
the Daily Journal, Elizabeth, N. J., | 


Mackes & Taylor, Allentown, 


|Pa., has moved to larger quarters 
jat 739 Hamilton St. 


Savings in time and money 
offered by “central” printing 


location with complete production 


facilities 


Shipping or mailing your publica- 


tion, catalog, broadside or similar WEB-FED OFFSET PRESS! 
printed material is often faster and Newly installed for high speed 
more economical when you use a production—one to four colors 


centrally located source such as 
ours in the geographical center of 
the U.S. We are presently produc- 
ing program sections of 4 editions 
of TV Gumwe Macazine, typical of 
the quality printing and handling 


facilities we offer. 


Write for 
samples and 
price information 
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TIME AVAILABLE ON THIS 


—page size 84” x 11” and 
multiples—up to 64 page sec- 
tions in one operation. Rated 
speed — 20,000 sections per 
hour. 
COMPLETE SERVICE 
© From Art to Mailing 
@ Intelligent Production 
Counseling 
© Web-fed Offset and 
Letterpress 
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HENRY WURST, Inc. 


550 INDUSTRIAL BLVD e KANSAS CITY 15, KANSAS 


THESE STANDOUT AIR SALESMEN are typical of hundreds the advertiser 
employs through Spot Radio. They speak the language of the communities 

y serve. When live, your sales message reaches listeners with the persuasive 
warmth of a voice they like, in whose words they believe. When recorded, 
your message is presented with the implied endorsement of and direct asso- 
ciation with a local personality whom listeners regard as a trusted friend. 
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Parke, Davis Shifts Ad Theme from 
‘See Your Doctor’ to Health Tie-in 


This, as well as the new insti- 


“Usually, our American-type | 


but this was a pleasant reverse.” 


/company like ours does. 


good products.” 


“The new institutionalized ap- 


“We want our ads to identify 


Since Mr. Sickles joined Parke, i 
= Mr. Sickles feels the Parke,' Davis in 1920 as a so-called “edi-|agine himse 


grow to its present 


of the ads. 


> company 
ize—of $138,- 
000,000 gross sales annually. 
“When I was Called in in 1928, 
I was asked what | thought of 
|Davis story has been so wrapped|national advertising, 
Parke, Davis & Co. form formerly |up in “ethical advertising” that it 
j}has never been told properly. 
“We are doing great things for | cy. 
tutional advertising, actually was| America’s health, with our vast 
an outgrowth of a general public|research and scientific brains and 
f overseas program that began in| equipment,” he said. “This will be 
jour way of telling the story in- 
In those ads, which ran in Cu-/telligently, dramatically and yet 
ba, Mexico, Venezuela, the Philip- within the framework of our non-| realm of the doctors. 
pines and Australia, the company consumer advertising policy. 
first used its “What we are doing 
for you at Parke-Davis” theme. 


Sickles, who had come to Parke, 
Davis from a sma}! Boston agen- 


s “I cautioned then, and I still] 
maintain, that we could hurt our- 
selves by advertising our prod- 
ucts that properly fall within the 


“We felt we should 
nationally to build up friends. No 
proach in copy is a natural out-|individual or person ever has too 
: “The response was overwhelm-| growth and extension of our ad-| many friends. 
ing,” Mr. Sickles said, “so we de-| vertising, because it is becoming | 
cided to bring it to the American| more difficult to spell out what aj|is the product we wil! try to sell. 
|It ought to be easy,” he said. 
| He said the “See your doctor” 


“ ‘Longer life anc better health’ 


torial assistant,” h«'ping to edit) 
magazines for docto: 
gists, he has seen | 


and drug- 


said Mr. 


advertise 


Ralph Sickles 


ads are used in the foreign copy, |Parke-Davis as a good house with |idea will still be retained in most argued, almost wistfully, “We are 


|when I retire,” said Mr. Sickles. 
“Right now I’m just hoping our 
ads will interest people in our 
| product.” 

| 

s Treasured by Mr. Sickles are a 
number of letters telling him that 
his “See your doctor” advertise- 
ments had saved their lives by con- 
|vincing readers that they should 


‘ae have examinations before it was 
Meee) | too late. 


“Just one of those letters makes 
| you feel you have succeeded,” 
said Mr. Sickles. 

The company’s public advertis- 
ing program is carefully separated 
|from its copy used in medical and 
professional journals. 

The institutional ad program 
will appear in Life, The Saturday 
Evening Post and Today’s Health, 
as well as in Wall Street Journal, 
Journal of Commerce and Editor 
& Publisher, in the U. S. Reader’s 
Digest, Maclean’s and professional 


| 


|now entering the most interesting | publications will be used in Can- 


Mr. Sickles said he cannot im- | phase of advertising. 
lf in retirement and | 


“I have no idea what I will do 


Homents that make Radio Pay-off 


| and these major-market stations excel 


of commercial ‘‘exposures’’ — just doesn’t under- 
stand what makes radio move merchandise. 


| 
| —whether in chunks of time or sheer numbers 
| 
| 


certain hours. 


JOHN 


BLAIR CHESS: tk} | COMMAS 
£ COMPANY 
New York.........+.+-WABC Minneapolis-St. Paul... WDGY 


) CCE GO. cccccccccccccce WS 
| Philadelphia............WFIL 
Detroit...............WXYZ 
Boston...........+...WHDH 
} San Francisco...........KGO 
Pittsburgh........... WWSW 
Washington..........WWDC 
Baltimore.............WFBR 
Dollas-Ft. Worth... . KLIF-KFJZ 


When TV virtually pre-empted big-time 
network names, those radio stations depending 
primarily on networks to attract listeners, 
suddenly saw the listeners disappear during 


| 

Yet many major-market stations held their 
) listener-ratings, and kept increasing them. 
Why? Because those stations, through applied 
. audience-research, developed and intensified 
the elements that give radio its real selling- 
power—elements only Spot Radio can provide: 


1. Local interest programming, which serves 
listeners throughout the station’s own area 


| in putting your sales-message across 


The advertiser who measures radio by quantity 


in a personal way no distant program-source 


can duplicate. 


2. Local selling personalities, who speak the 
language of the area they serve, and endow 
your commercial message with believability 
that converts ratings into cash-register 


results. 


Over 40 stations in these major markets are 
represented by John Blair & Company—by far 
the most important group of markets and sta- 
tions served by one representative firm. 


So when you’re thinking about radio, as 
most advertisers are, think about the type of 
radio that Sells—Spot Radio. And talk with 
your John Blair man, who represents stations 
giving you a full measure of the elements that 


make radio pay off. 


DETROIT . 


JOHN BLAIR & COMPANY 


NEW YORK + CHICAGO ~. BOSTON . 


ST. LOUIS 


+ LOS ANGELES . SAN FRANCISCO + SEATTLE 


Exclusive National Representatives for 


Providence..........++WPRO 
Seattle..........+++++-KING 
Cincinnati............WCPO 
Kansas City............WHB 
Miami...............WQAM 
New Orleans..........WDSU 
Portland, Ore......... . KGW 
Lovisville.............WKLO 
Indianapolis............WIBC 


Tampa. .......5.5000.WELA 
Albany-Schenectady- 
ey eee om af 
Memphis..............WMC 
Phoemin.cccccscccccccecMOV 
Omaoha..............WOW 
Jacksonville............WJAX 
Knoxville.............WNOX 


Wheeling............WWVA 
Nashville. ......+++++++WSM 
Binghamton.......... + WNBF 
Wich. cccccccccccovcten 
Tule@eccccccccccccee coke 
Wichita Falls- 
Amarillo.......KWFT-KLYN 


ada. 
Young & Rubicam is the compa- 
ny’s agency. 


® Parke, Davis advertising and 
Ralph Sickles are virtually synon- 
ymous. One gets the impression 
that neither could exist without 
the other. 

Apparently the company thinks 
so, too. Mr. Sickles, though eligi- 
ble for retirement, has agreed to 
remain another year at the com- 
pany’s insistence. 

Parke, Davis began advertising 
in magazines on behalf of the 
medical profession in July, 1928. 
Since that time, the company has 
published 246 ads, nearly all of 
which have dealt with socio-eco- 
nomic and health education topics. 

“Our aim has been to humanize 
the doctor,” said Mr. Sickles. 
“And we feel we have been suc- 
cessful.” 

The success of this long-estab- 
lished theme reached its ultimate 
recently when the American 
Medical Assn. awarded the com- 
pany a citation “for the service 
it has performed to the public and 
the nation through its continuing 
series of institutional messages 
published in national magazines, 
which accurately and dramatical- 
|ly tell the story of medicine and 
| medical progress.” 

Another top award received by 
Parke, Davis advertising this year 
was from the Saturday Review, 
which cited the company for “dis- 
tinguished advertising in the pub- 
lic interest.” = 


= 


CHAMBERS OF COMMERCE 


| If you want industry 
| to locate in your 
town, you have to 
"sell" the industrial 
traffic manager; here 
is a $24 a year, 90% 
renewal magazine that 
reaches 96% of U.S. 
industrial traffic 
men =< TRAFFIC W . 
| Get the facts! 
TRAE EIC 
Ww OoR.I.D 


515 Madison Ave., N.Y. 
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9S. CLIN 


29% 'Reimers to Hoffman-Manning 

NE CLA $ Carl Reimers, head of his own 

— BIGGEST — agency for 30 years, has come out 

— BY THE MILLIONS — jof retirement to join Hoffman- 

Rates & Data for the asking | Manning, New York, as supervisor 

PUBLISHERS CLASSIFIED DEPARTMENT } Of account executives and head of 

ILLINOIS |the plans board. Mr. Reimers re- 
2 ¢ ’ SS9 'tired in 1955. 


- JUST ADDED TO FORT WAYNE’S 
_. Monthly Grocery Inventory 


- Cooking Oils © Oleomargarine 
Foil, Saran, Wax Paper Wrap 


Complete sales and distribution figures 
every 26 days without charge. 
For your FREE copy write 
Paul H. Knapp 


FORT WAYNE NEWSPAPERS, INC., Agent 
Che News-Sentinel © THE JoURNAL-GAZETTE 


Medical Ad 


Riddle: Ethics vs. 
Public Interest 


(Continued froim Page 2) 
found it necessary to send a letter 
to doctors explaining the release 
and telling why it was issued. 

“The company did not feel justi- 
fied in withholding the actual facts 
and risking a garbied interpreta- 
tion. Yet, at the same time, it 
‘found it necessary to protect its 
ethical standing with the medical 
profession. The profession’s reac- 
tion is still not completely known. 


® “Another case in point, which is 
being watched with much inter- 


new ulcer remedy called Exul. This 
is said to embody a revolutionary 
principle in the treatment of gas- 
| tric and duodena! ulcers. 


“Proven in Denmark, Italy and 
Canada, and recently released for 
prescription use in the U. S., Exul 
has had premature publicity on its 
use by several people prominent 
in the news—Joe DiMaggio, Dan 
Topping and Cole Porter. 

“Yorktown Products Corp., New 
York, comparatively new in the 
pharmaceutical field, reports that 
some American physicians are an- 
tagonistic to Exul, partly because 
of this premature publicity and 
partly because requests for its use 


est,” Dr. Reichert said, “is that of a | 


have come from their own patients. 

“About 14 months ago, when 
Doherty, Clifford, Steers & Shen- 
field first took over the introduc- 
ition of Exul,” Dr. Reichert said, 
“we found that the product was 
known to the American medical 
profession, but that it suffered 
from its previous publicity. The 
fact that the product is restricted 
to prescription only and is an ethi- 
cal product does little to overcome 
the established prejudice in the 
|minds of many physicians. 


|s “After a study of the problem,” 


—_ 
 —_——— 
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s : 
WHEN SHOULD A MAILING PIECE WEAR A 


COAT? | 


Ever wonder whether or not to use a coated 
paper for a mailing piece? It can give a 
mailer a quality look. On the other hand, it 
may be too costly for your budget. 

Your printer, lithographer, or screen processor 


can give you the answer. He’s a storehouse * 


of information and ideas. Because of his wide 
experience, he can help you avoid pitfalls, 
help you save money and get your job out 


. aa 


Sales Offices: Mead Papers, Inc., 

118 West First Street, Dayton 2, 

Ohio + New York + Chicago + Boston 
Philadelphia - Atlanta 


a 


RT _ 


aR — 
‘ 


faster."That’s why it’s so important to talk 
with him before you start work on any 


mailing piece. / 


You'll like working closely with your printer, 


lithographer, or screen processor. We know 


because’ we've done it for years in bringing 


them the quality papers they need to serve 
you best- the most complete line in the world! 


The Mead Corporation, Dayton 2, Ohio. 
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| Dr. Reichert said, “we realized we 
|would be forced te promote Exul 
against this bias, and to do it while 
maintaining the product on a 
strictly ethical basis. 

“Our first step,” he continued, 
“was to retain Central Public Re- 
jlations Inc. to organize a press 
| luncheon. We felt we could depend 
on reporters and editors to under- 
stand that a valuable therapeutic 
|adjunct was in a precarious posi- 
|tion, and we were confident that 
|an informed press would know 
how to handle the subject from 
then on. 

“Our next step is a slow and 
costly one,” Dr. Reichert added. 

“But it is apparently the only 
course left open to us. We have 
appealed on a personal basis to a 
number of top names in Ameri- 
can investigative medicine, asking 
them to conduct large-scale re- 
search in well-known hospitals. 
They have full leeway to conduct 
their own investigations in any 
way that will convince them of the 
drug’s merit. 

“They are, of course, completely 
at liberty to publish whatever they 
\find. Previous experience leaves 
|us little doubt that they will con- 
firm the brilliant results that have 
been reported from abroad. 


s “We think that when this re- 
search reaches the medical press 
| through professional channels, the 
| product will become established on 
|a completely ethical basis, and that 
medical acceptance will undoubt- 
ledly follow rapidly.” 

| In the meantime, the product is 
being advertised in medical jour- 
nals, such as New York Medicine 
(official journal of the Medical 
Society of New York County), 
M.D., Medical Times, Physicians’ 
Desk Reference, and also in Amer- 
ican Druggist. 

There are other methods of solv- 
ing the problem of medical com- 
munications in the lay press and 
‘of avoiding possible antagonism 
| from members of the medical pro- 
|fession, Dr. Reichert believes. 

“The Journal of the American 
Medical Assn.,” he said, “publishes 
a weekly listing of articles appear- 
ing in the lay press and mentions 
medical topics scheduled to appear 
on television. Schering Corp. pub- 
lishes a monthly leaflet called 
‘Medicine in the News, or What 
|Your Patients Are Reading.’ This 
directs the attention of the practic- 
ing physician to articles that are 
appearing in lay magazines, and 
these are listed by specialties, so 
the busy physician will be pre- 
pared to answer his patients’ ques- 
tions. 


s “During this era of change,” Dr. 
Reichert said, “when the new tem- 
po of medical research is opening 
new therapeutic possibilities and 
creating a flood of newly available 
drugs, and when the interest of in- 
vestors and of the general public 
is forcing medical ethics to recog- 
nize new channels of medical com- 
munication, the medical advertiser 
should exercise more than ordi- 
nary restraint. 

“He needs expert guidance to 
walk successfully between the 
horns of this dilemma until the 
average doctor changes his tradi- 
tional mental conditioning. 

“The ethical medical press,” Dr. 
|Reichert believes, “must also find 
ways to fall in line with the new 
tempo and shorten the lag between 
the submission of a prepared medi- 
cal report and its appearance in 
print. 

“But by and large,” he went on, 
“the medical profession is aware 
of the changes going on. Within 
the framework of its responsibility, 
it is taking steps to accommodate 
its ethical principles to the broad- 
ening need of keeping press and 
public informed of medical prog- 
ress. When this is finally accom- 
plished, the troublesome problems 
that vex medical advertisers today 
will automatically disappear.” + 
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WCAU-TV means 


PHILADELPHIA 


7 salesmanship 


ee es a ae ee 


ANCTHER 
Uliay Posie 


QUALITY PRopucT 


Fastest moving iron in Philadelphia today is the new Mary Proctor Steam and Dry Iron. 
It climbed to top spot when Proctor Electric Company picked WCAU-TV to launch its new 
Mrs. America Model. In the test campaign WCAU-TV was the only station used. 

Sales were twice as high as Proctor’s optimistic estimates. 


Local sales successes encouraged Proctor to go national with the same type of TV campaign. 
How did it happen? WCAU-TV gave Proctor full 35-county coverage of the Greater Philadelphia Market, 
and an audience already tuned in, thanks to programming leadership and the high-rated 

adjacencies to the Proctor spots. And WCAU-TV effectively merchandised the Proctor advertising. 

That’s what’s behind WCAU-TV salesmanship. Can we put some of it behind your product? 


A U 2 3h The Philadelphia Bulletin Television station. Represented by CBS-TV Spot Sales. 
Philadelphia’s most popular station. Ask ARB. Ask Telepulse. Ask Philadelphians. 


Philadelphia 


So cpeneneeenneneenenneatinaaiall 
) Also CBS for Northeast Pennsylvania lw) D|A|U FTV! 


Scranton 
D nenentenseennenemnennntl 
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Versatile Adman 


J. Blan van Urk, a tall, ruddy 
Dutchman, is one agency man who 
hasn’t lost his buttons. They’re all 
on display at his office at Calkins 
& Holden, framed under glass. 

The buttons—82 of them—are 
mementoes of hare hunts in New 
Zealand, jackal jaunts in India, 
fox forays in Australia. After the 
quarry was bagged, van Urk made 
it a point to pocket a button em- 
blematic of the hunt club sponsor- 
ing the outing. Many a scarlet- 
coated master of hounds has had 
to go to the scissors for the button 
buff. 

An internationally known au- 
thor, sportsman and authority on 


“I own eight and a half horses.” 


horses, hounds, fox hunting and 
rural sports, Mr. van Urk is exec 
vp and new business-getter at 
Calkins. His accomplishments take 
something over four inches to list 
in “Who’s Who in America.” 

“Who's Who” discloses that Mr. 
van Urk has used names like “Jan 
Westergaard” and “Dan Russel” 
during free-lance writing bouts, 
but it doesn’t say anything about 
the alias he adopted after gradu- 
ating from Princeton in 1924. That 
was when Big Jack, as he was 
known in Tigertown, hired out as 
a groom so he could learn more 
about horses. 


es “I didn’t want to embarrass 
anybody,” he said, referring to the 
alias. He added, a bit wistfully, 
“That was the best year of my 
life.” 

Today Mr. van Urk owns “eight 


jname and colors. 


. - « ).Blan van Urk 


and one-half horses—one of my 
mares is in foal.” He has started 
his own stable, Sugar Tree Farm. 
He plans to run a two-year-old 
named Caught (out of Passkey by 
Bimelich) at the current Mon- 
mouth race meeting. 

“Tell you about names in rac- 
ing,” said Mr. van Urk. “The first 
mare I used in breeding was Taffy 
Pull. She was bred to Capot, 1949 
horse-of-the-year. Taffy Pull was 
out of Michigan Candy. I called 
the colt Candy Pot. Then next foal 
I christened Candy Roll; the one 
after that was Candy Rock. The 
candy bit led straight to the name 
Sugar Tree Farm for my stable.” 


s Mr. van Urk’s racing colors are 
scarlet, with a silver sash running 
from the right shoulder to the 
left hip; scarlet and silver striped 
sleeves, and scarlet cap. 

Those improvers of the breed 
still eating well can enjoy the vis- 
ual effects of this color combina- 
tion any day they go to Jack & 
Charlie’s 21 Club on 52nd St. 21’s 
famous sidewalk statuary includes 
a jockey sporting Mr. van Urk’s 
Inside those 
plush portals, the menu bears the 


|}van Urk name linked to an unpro- 


nounceable but delicious fruit 
compote. 

Since college, where he was 
heavyweight boxing champ, Big 
Jack van Urk has been a boxing 


instructor, newspaper reporter, 


free-lance writer, tax consultant 
and agency man. 

Some samples from his type- 
“The Story of American 
(in two volumes), 


writer: 
Foxhunting” 


“Getting new business is a team operation; no one man can do it.” 


“I found I couldn’t feed the 


“The Horse, the Valley & the 
Chagrin Valley Hunt,” and “The 
Story of Rolling Rock.” 

The first volume of “Foxhunt- 
ing” was picked by the Grolier 
Club as one of the 100 finest sport- 
ing books in a collection of “Six 
Hundred Years of Sporting Books.” 

Since 1945, Mr. van Urk has 
been the “Encyclopaedia Britanni- 
ca” authority in its “Hunting” sec- | 
tion. He specializes on stag, hare, 
otter and fox in Europe and North 
America. For two years he penned 
a series titled “Good Hunting” for 
Town & Country. 

Big Jack isn’t the only literary 
light at his Petersville Farm home, 
at Mount Kisco, N. Y. Mrs. van 
Urk—Virginia—is a mystery nov- 
elist. Possibly her best known job 
was “Speaking of Murder,” which 
has been translated into French, 
Italian and Portuguese. 


s Mr. van Urk went from Prince- 
ton to Florida, where he made a 
pocketful out of the land boom. 
When the boom became bust, Mr. 
van Urk was back in New York, 
dreaming up a plan for relieving 


horses out of my writing.” 


the unemployment of the depres- 
sion years. 

It became known as “the van 
Urk plan of subsistence home- 
steads.” It called for setting up 
10,000 heads of families on five- 
acre farms all across the U. S. 
These were to be purchased and 
equipped with federal funds. The 
idea was incorporated into Presi- 
dent Roosevelt’s National Recov- 
ery Act, and the government set 
aside $25,000,000 to make it work. 


s The way Mr. van Urk figured it, 
the products of these farms would 
support the families living on 
them. None of the produce was to 
be allowed to enter distribution 
channels; that way, he felt, lay 
only a further depression of prices. 

During World War II, Mr. van 
Urk launched a war of his own. 
The enemy was the “great un- 
washed” drinking glass. In an edi- 
torial that appeared in hundreds of 
newspapers, van Urk blasted un- 
washed glasses used in public 
places. Disease, ran his argument, 
could produce as many fatalities as 
enemy bullets. His free-lance 
piece in the American Mercury, 
“Norfolk—Our Worst War Town,” 
precipitated a federal investi- 
gation of conditions in that navy 
town. 


® Mr. van Urk got into the agency 
business via public relations and 
Young & Rubicam. Then he went 
to N. W. Ayer, where he got over 
on the advertising side. He spent 
12 years with Ayer as a coordina- 
tor and business developer. In that 
time he helped bring in such ac- 
counts as Blue Bell work clothes, 
Avondale Mills, American Home 
Foods, Prudential Life and Moore 
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Business Forms. 

Big Jack retired from business 
in 1952. “I was going to write and 
breed horses.”’ But his bankroll 
shortly began to bear less and less 
resemblance to his nickname. “I 
found I couldn’t feed the horses 
out of my writing.” 

He went to Dowd, Redfield as 
coordinator for its New York and 
Boston offices. After a year he 
joined Calkins & Holden. He’s been 
helpful in bagging Savage fire- 
arms, the New York Stock Ex- 
change and—natch—21 Brands. 

“Don’t get me wrong,” he said. 
“Getting new business is a team 
operation; no one man can do it. 
One guy can get his foot in the 
door, but if he doesn’t have a good 
organization behind him, he’s 
licked.” 


® The 53-year-old Dutchman 
thinks one of the major weakness- 
es of the current crop of agency 


“Agency men must be business 
men.” 


men “is that they’re not business 
men.” Business has become so 
complex, he says, that agency men 
“must be business men if they 
hope to be able to understand their 
clients’ problems.” 

He thinks millions of dollars in 
ad appropriations are wasted “be- 
cause so Many campaigns are not 
designed to reach logical audi- 
ences.”” An agency’s first job is to 
study the client’s business so thor- 
oughly that it knows exactly what 
the target is. And he adds that 
“unless it has good pubiic rela- 
tions, a company cannot long over- 
come any management or product 
deficiencies merely by advertis- 
ing.” # 


United Air Lines 
Promotes ‘World's 
Biggest Radar Fleet’ 


Cuicaco, July 17—United Air- 
lines is promoting its “world’s 
largest radar fleet” in a series of 
newspaper page ads now running 
in 17 metropolitan areas. The se- 
ries began last week will continue 
next week. 


United also used four-color 
double pages in May in Time, 
Newsweek and U.S. News & 


World Report, kicking off the ra- 
dar theme campaign. Another ad 
in the three news magazines will 
run in August. 

The airline also is supplement- 
ing its campaign with radio spots 
in the major metropolitan areas. 

The printed ads explain the 
comfort and speed passengers get 
because of radar’s ability to lead 
planes through calm areas of 
storms. The safety factor is only 
implied. 


® The radar units, developed by 
Radio Corp. of America and 
United, were put in use 18 months 
ago. It was not until this summer, 
however, that the number of 
radar-equipped planes (now 150), 
was high enough to warrant na- 
tionwide advertising on the sub- 
ject, a United spokesman told 
ADVERTISING AGE. 

United did not reveal the full 
extent of the present campaign, 
but the series is expected to con- 


tinue into the fall. The Chicago 
office of N. W. Ayer & Son han- 
dies the United account. # 


Kluge Buys Two New York 
Radio Stations for $175,000 

John W. Kluge of Washington, 
D.C., has purchased radio stations 
WXRA and WXRC, Kenmore, N. 
Y., for $175,000. Marvin Kempner, 
exec vp of Richard Ullman Inc., 
Buffalo, has been named general 
manager of the stations. 

WXRC will be Mr. Kluge’s on- 
ly fm station. He owns or controls 
WGAY, Silversprings, Md.; 
KXLW, St. Louis; WKDA, Nash- 
ville; WILY, Pittsburgh; KNOK, 
Fort Worth-Dallas. He also is 
awaiting FCC approval of his pur- 
chase of KOME, Tulsa. 


Paul Ellison Joins 
Industrial Publications 

Paul S. Ellison, former board 
chairman of the Assn. of National 
Advertisers, has joined the staff of 
Industrial Publications Inc., Chi- 
cago, as a market research analyst. 
Mr. Ellison formerly headed the 
public relations and advertising de- 
partments of Sylvania Electric 
Products. 


Beckman Promotes Dayton 
Michael S. Dayton has been 
named marketing manager of the 
Berkeley, Cal., division of Beck- 
man Instruments Inc. He pre- 
viously was assistant marketing 
manager. 


Dixie Cup Promotes Three 

J.W. Stitt has been appointed 
advertising and sales promotion 
manager of Dixie Cup Co., Easton, 
Pa., which has merged with Amer- 
ican Can Co. (AA, July 15). 
He previously had been advertis- 
ing manager and before that was 


sales promotion manager. Dixie 
simultaneously announced that 
Don M. Greek becomes assistant 
sales promotion manager for home 
products, and Raymond R. Rema- 
ley becomes assistant sales promo- 
tion manager for commercial prod- 
ucts. 


Stevenson Flanders 


Townsend 


Maitland Bacon 


ORGANIZED—Officers of the new Art Directors & Artists Assn. of Des 

Moines are Charles E. Townsend, Wesley Day & Co., president; 

Marston Flanders, Meredith Publishing Co., vp; James Stevenson, 

Cary-Hill, 2nd vp; George Bacon and Dorothy Maitland, both of 

Meredith, treasurer and secretary respectively. The club has 50 
charter members. 


Type Face Directory Ready 
The 1957-58 edition of its “Type 
Face Directory” is now being dis- 
tributed by the Typographers 
Assn. of New York to users of 
composition, including advertising 
agencies, printers and lithograph- 
ers in the New York metropolitan 
area. The new 220-page edition is 
larger than any previously pub- 
lished by the association, an af- 
filiate of the New York Employ- 
ing Printers Assn. It shows an in- 
crease of 100 type faces over the 
number listed in the 1956 edition. 


Thomson-Leeds Co. Formed 
Thomson-Leeds Co., which offers 
a complete point-of-sale display, 
packaging and merchandising serv- 
ice, has been established at 106 
Central Park South, New York. 
The two principals in the compa- 
ny are Chester L. Thomson, presi- 
dent, who formerly was vp, gener- 
al sales manager and a director 
of Einson-Freeman Co., display 
lithographer, and Richard H. 
Leeds, vp, previously a vp of 
Einson-Freeman. 


Simpson-Sears Mails Catalog 
The fall and winter catalog 
of Simpson-Sears, a Canadian mail 
order house jointly owned by 
Simpson’s Ltd. and Sears, Roe- 
buck & Co., has been sent out to 
1,500,000 Canadian homes. It car- 
ries 748 pages listing 60,000 items, 
the prices of which are about the 
same as they were in the spring 


and summer catalog. 
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Pepsi-Cola Co., New York. The 
nation’s 50th largest advertiser, 
with estimated expenditures of 
$12,250,000 in 1955, of which $4,- 
011,135 was in measured media. In 
1954, the company spent an esti- 
mated $10,500,000 in advertising, of 
which $3,795,263 was in measured 
media. Pepsi’s commissionable 
billings, through its agency, are 
believed to be approximately $7,- 
000,000. 


Pepsi has had a hectic career as 
a soft drink bottler. With its fa- 
mous jingle, “Pepsi-Cola Hits the 
Spot,” it roared out of World War 
II with a sales volume of $43,000,- 


000 and soared to a peak in 1947 


when sales mounted to $56,453,219 
and profits to $6,769,834. Pepsi then 
went into a nosedive. Sales plunged 


to $40,172,976 in 1950, and the ne 
declined to $1,618,744. 


Alfred N. Steele, ex-marketing 


and to $88,971,000 in 1955. The net 
climbed sharply also, to $6,212,000 
in 1954 and to $9,456,000 in 1955. 


® Pepsi pioneered the light, high- 
fashion advertising approach that 
is used today by many advertisers. 
Its theme, “less filling,” dovetailed 
nicely with calorie consciousness. 
In general, Pepsi’s copy and art 
have helped to win for the bever- 
age a reputation as a “modern 
drink.” 

Sales outside of the United States 
—mainly sales of syrup to local 
bottlers—now account for about 
25% of total volume. In 1950, Pepsi 
had only 166 bottlers in 33 coun- 
tries; today, it has more than 250 
bottling plants in 73 countries. 
More than 20 new plants were 
t| opened in 1956. As an experiment, 
the company is allowing some 
overseas bottlers to market an 


Pepsi-Cola ideas and creative peo- 
ple on the Philip Morris account. 
Kenyon & Eckhardt was selected 
as the new Pepsi agency and sev- 
eral Biow men (but not Mr. Toigo 
who went to Schlitz) followed the 
account to K&E. 


MARKETING PERSONNEL 
Sales 

Richard H. Burgess, vp in charge of do- 
mestic operations 
Donald M. Kendall, vp in charge of na- 
tional accounts and syrup sales 
D. Mitchell Cox, vp in charge of sales 
promotion 
William C. Durkee, vp, central region 
Eugene B. Gilbert, vp, southern region 
John L. Bate, western region 
Carl B. Salts, eastern region 
Advertising 
Charles Derrick, vp in charge of adver- 
tising 
Mal Murray, assistant to Mr. Derrick 
Public Relations 
Bernard Relin & Associates 
ADVERTISING AGENCY 
Kenyon & Eckhardt—Joseph C. Lieb, ac- 
count executive. 

ADVERTISING EXPENDITURES 


tribution policies, changed adver-| go. In the fall of 1955, the company 
tising strategy and expanded|and agency came to a parting of 
international operations. Result:| the ways. There were reports that 


Sales rose to $74,200,232 in 1954! Pepsi objected to Biow’s using the 


0 eee 


Coming August 19 


“Advertising Profiles of 


vp at Coca-Cola, put the company | orange drink. 

on the comeback trail. Mr. Steele, Pepsi’s new advertising approach 1954 1955 

new board chairman, brought in| was hammered out and executed ees —— ee —— 

a new management team, intro-| at the old Biow agency, under- the | gusiness Publications 59,100 68,600 

duced new bottles, revamped dis- creative stewardship of John Toi- | Network Television 1,168,755 518,775 
QDUthOOr ooceccceevceee 172,988 210,461 


Total Measured ... 3,795,263 4,011,135 
Total Unmeasured 7,204,737 
Estimated Total 


Expenditure ........11,000,000 


Ae F a 
re Pee oe Biss 


th m Ad Age’s Second 
100 Largest Advertisers” 


ae 
a ge 


Running over 35 of AA’s king-size pages, here was presented for th 

first time in a single package, a detailed “profile” of the sales, mark 4 
ing “ advertising organization and operations for each F) nt 
nation’s 100 top advertisers—complete with marketing intaiaaticn 


THE TIME: December 24, 195 isi 
’ 6. THE PLACE: Advertising Age. OCCASION: the first publishing of a new and exciting editorial 


service for Ad Age readers—“Advertising Profi 
fil 
of the 100 Largest National Raviiliccs.” Tae 


on their subsidiaries and divisions. The response from both adver 
tisers and agency people was one of overwhelming approval and 


consequently, “Advertising Profiles” is n 
cnt ow schedul 
service issue of Advertising Age. aed as Om anne 


The second presentation of Ad Age’s 100 Advertising Profiles will 
eg in the August 19 issue, and our editors have been workin 
or months, obtaining and editing information on the adlicdieae 


@ Sales and earnings figures for 1956, pl ne 
. , plus three previ 
indications of how each company is doing this y * $s years, with 


@ Total advertising expenditures for mates 
1956 and 1955 (and esti 
for 1957—broken down by media. This covers so-called “collateral” 


and “unmeasured” media, as well 
ee oe well as newspapers, magazines, tv 


’ 


@ A brief rundown on marketi 
ie a eting strategy and changes during the 


@ An analysis of the relative standing of brands and product lines 


| @ Acomplete listing of marketi i 
bean rketing, advertising and sales promotional 


@ The advertising agencies em 
ployed by the co 
f the products or brands served; plus the winters enol = 


@ Altogether, each listing (averaging something more than 2,500 
words each, and in many cases running up considerably higher) 


represents a total marketing picture for America’ 
advertising group. merica’s most important 


If you have a sales story on a market, medium or service to tell t 

the advertising world, take advantage of the great interest whi : 
will focus on AA’s August 19 issue. Ad Age will carry your st ; 

not only to the greatest audience of advertising and marketin iis 
ever offered by an advertising journal—but to an caus hs 
looks to Ad Age every week for information to guide their adv : 
tising actions. Closing date for ads is August 7. ia 


sible for each product line or brand. a 
Y 
2 
| 9 3 EAST ILLINOIS STREET * CHICAGO TT, ILLINOIS 
LEXINGTON avenue - NEW YORK 17, NEW YORK 


1 Yeor (52 issues) $3 
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Four Roses Ads Acquire 4 More Roses— 
White Ones—-Symbolizing Company’s Gin 


New York, July 16—Four Roses|theme for the 15th consecutive 


Distillers Co. is using its familiar summer. 
Four Roses ice cake advertising But two ice cakes are being used 


$1.5 BILLION 
TOY MARKET 


|this summer. One 


| white roses, and th: , four red |in building a brand image. 


Look, and The New Yorker and on | attained in no other way. Handled 
car cards in New York, Chicago | badly, it becomes a deadly bore. 
and Kansas City. | “In the case of the Four Roses 
Young & Rubicam is ihe agency. ice cake,” Mr. Carriuolo said, “the 
In addition, a stepped-up sales|campaign has always shown the 
promotion program, closely geared |roses frozen into a cake of ice as 
to the advertising, includes use of the dominant illustrative theme. 
acetate ice cakes and litho cutouts | But last year, the ice cake ap- 
in package stores and taverns. peared in a field of crushed ice, 
‘another year in a pool of water 
s Commenting on this phase of |formed by its own melting, an- 
the company’s merchandising ef- other year on a glacier, and so on. 
forts, Chris W. Carriuolo, national; “This year, the two cakes make 
sales promotion manager, empha-|an effective bid in behalf of our 


Certainly! 


It was there, in the ground, in the air and water. It 
always had been. There are no more “raw materials” 
today than there were when Rome ruled the world. 

The only thing new is knowledge . . . knowledge of how 
to get at and rearrange raw materials. Every invention 
of modern times was “available” to Rameses, Caesar, 
Charlemagne. 

In this sense, then, we have available today in existing 
raw materials the inventions that can make our lives 
longer, happier, and inconceivably easier. We need only 
knowledge to bring them into reality. 

Could there possibly be a better argument for the 
strengthening of our sources of knowledge—our colleges 
and universities? Can we possibly deny that the welfare, 
progress—indeed the very fate—of our nation depends 
on the quality of knowledge generated and transmitted 
by these institutions of higher learning? 

It is almost unbelievable that a society such as ours, 
which has profited so vastly from an accelerated accumu- 
lation of knowledge, should allow anything to threaten 
the wellsprings of our learning. 


Atomic power in Caesar’s day? 


Yet this is the case 


The crisis that confronts our colleges today threatens 
to weaken seriously their ability to produce the kind of 
graduates who can assimilate and carry forward our 
rich heritage of learning. 

The crisis is composed of several elements: a salary 
scale that is driving away from teaching the kind of 
mind most qualified to teach; overcrowded classrooms; 
and a mounting pressure for enrollment that will double 
by 1967. 

In a very real sense our personal and national progress 
depends on our colleges. They must have our aid. 

Help the colleges or universities of your choice. Help 
them plan for stronger faculties and expansion. The 
returns will be greater than you think. 


If you want to know what the college 
crisis means to you, write for a free book- 
let to: HIGHER EDUCATION, Box 36, 
Times Square Station, New York 36, 
New York. 


KEEP IT SRIGHT 


Sponsored as a public service, in cooperation with the Council for Financial Aid to Education 


‘sins four|sizes the importance of repetition | 


roses. The white are the} “To handle repetition well,” Mr. 
trademark of the « iny’s rela- | Carriuolo says, “it is necessary to 
tively new Four fos:: gin. The|vary the basic idea sufficiently to | 
red roses, of cow: |):ve been|lend fresh interest each time it is 
used since 1943 as ‘)\« identifica-|used, but not enough to elimi- 
tion of Four Roses w!iiskies. nate or even to curtail its former | 
The advertising is appearing |identity. 
currently in about 20) newspapers “Handled well, repetition builds 
(in color where avai!bic); in Life,|a cumulative effect which can be 


«rnin « FOUR ROSES wm ] 


RED ROSES & WHITE—Four Roses Dis- 
tillers Co. this year has added to 
its red roses glace a second ice 
cake with four white roses as 
trademark for its new Four Roses 


gin. Young & Rubicam is the 
agency. 
recently introduced Four Roses 


gin, while in no way diminishing 
the appeal in behalf of Four Roses 
whisky.” 

Mr. Carriuolo regards sales pro- 
motion, in most of its phases, as 
essentially an extension of national 
advertising to the point of pur- 
chase, where it has the special 
function of creating the immediate 
impulse to buy. 


s “If it does this satisfactorily,” 
he says, “it is good sales promo- 
tion. If it does not, it is poor sales 


promotion. 

“As in the case of all effective 
advertising,” Mr. Carriuolo says, 
|“good promotion must be an inte- 
|gral part of a market as it exists 
currently. It must be responsive to 
the sometimes light but always 
changing conditions of the market 
and of that market as a part of the 
total economy. The approaches and 


Br-r-r-bon! 


Have you iedees i the bourbon Four Roses? 
| ; < 

| BR-R-RBON—IN southwestern mar- 
kets, the ice cake theme is used 
|with a different twist. The novel 
|headline blended with the illus- 
|tration doubles impact, Bradley 
| Houghton, advertising manager, 
says. 

‘methods of ten years ago—some- 
\times of even one year ago—may 
not be productive. 


« “This is an industry,” he says 
| of the liquor field, “where consum- 
ers buy brand names. There are 
'certain regional preferences for 
brand types, of course, but the 
brand name, generally, is para- 
/mount. Other things being equal, 
|the more famous the brand name, 
the bigger the brand’s sales. 
“The key to large sales volume,” 
|he believes, “is sales promotion 
| that tells a consistent brand story, 
thereby creating final buying im- 
|pulses at the point of sale.” 
| According to Mr. Carriuolo, the 
‘close integration of point of pur- 
|chase materials with the national 
|advertising campaign doubles the 
‘effectiveness of both advertising 
jand sales promotion. + 
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Alan Palmer, 49, 
Altruist, Ex-Adman, 
Is Dead in Mexico 


Mexico City, July 18—Alan 
Maxwell Palmer, 49, former ad- 
vertising executive, known here 
for his work with the blind, died 
July 16 of a brain tumor. Although 
blind for the past several years, 
Mr. Palmer edited and published a 
newsletter, “Liaison.” 


came to the U. S. after World War 
II and worked for a time with 
the Jones & Brakeley advertising 
agency here before joining Dore- 
mus. He was a member of the 
Canadian Society of New York. 


CAPT. JOHN K. JAYNE 

New York, July 17—Capt. John 
K. Jayne, 57, president and owner 
of Transit Advertisers Inc., died | 
yesterday at the Naval Hospital in| 
Newport, R. I., after a short ill- 
ness. He had been staying at his 


a submarine during World War I. 
In the last 1920s he left the navy 
and joined Westinghouse Electric 
& Manufacturing Co. In 1933 he 
joined Transit Advertisers, which 
had been organized the preceding 


year, and in 1937 became president | 


and owner of the company. During 
World War II he rejoined the navy, 
and during the latter part of the 
war commanded the submarine 
base at Midway. Following the war 
he resumed his position as head 
of Transit Advertisers. He was a 


member of Associated Newspapers 
and former publisher of Golf Illus- 
trated, died July 15 at his home in 
Horsted Keynes, England. Mr. 
Harmsworth was a brother of the 
late Lord Northcliffe, founder of 
the London Daily Mail and the 
chain of Associated Newspapers. 


EARL A. McGINTY 
ATLANTA, July 18—Earl A. Mc- 
Ginty, 62, western manager of 


Southern Automotive Journal since 


| 1932, died at Ashton, Ida., July 10 | 


door Advertising Co., died July 12. 
Mr. Mersereau had been with the 
company for 38 years before his 
retirement two years ago. 


HARRY SHAPLEIGH 
BENNINGTON, VT., July 16—Harry 
Shapleigh, 77, vp and sales mana- 
ger of the Julius Mathews Special 
Agency Inc., New York newspa- 
per representative, died July 12 
when his car swerved off U.S. 
Route 7 and struck a tree. He was 


He came here in 1949 as a| 
correspondent for Modern Indus-| 
try (now Dun’s Review & Modern 


founder and a director of the Na-| while returning from a Canadian |@lone in the vehicle at the time. 


cumener heme in saueny Cumnees tional Assn. of Transportation Ad-/| vacation with his family. 


town when he was taken ill. 


VP 
Industry). Within the next two| » Dorn Fogg Bhan Ny Pub “Capt. MERSEREAU Henry S. Bean, an account su- 
— he lost his sight, which had | Jayne was graduated from the) WYVYAN G. HARMSWORTH | puitapetrnia, July 16—William| pervisor on Du Pont textile fibers, 
n failing for some time. He , July 17—Vyvyan G.|E. Mersereau, 74, retired public| has been elected a vp of Batten, 
then established the Discojos Naval Academy at Annapolis, Md.,| LONDON, y yvy Pp 


Foundation, that became known in 1917, and served in the navy on’ Harmsworth, 76, former board’ relations director of General Out-| Barton, Durstine & Osborn. 


to thousands of Mexicans, es- 
pecially the blind. 

Believing that conversation and 
songs for the blind would help to 
ease their loneliness, he solicited 
and received the support of many 
people here and in the U. S., and 
the foundation was able to create 
an unusual library of recordings 
by headline artists, which it dis- 
tributed to the blind all over Mexi- 
co. Bing Crosby, Dolores Del Rio 
and the Mexican comedian Cantin- 
flas contributed both talent and 
funds to make the project a suc- 
cess. 


s Mr. Palmer was born in Tren- 
ton, N. J., and was graduated from 
the William Penn Charter School} 
in Philadelphia. He started his ad- 
vertising career with N. W. Ayer & 
Son in Philadelphia. Later he was} 
with the McGraw-Hill Publishing 
Co. as an advertising representa- 
tive in Cleveland. Subsequently he 
became Cleveland manager of 
Modern Industry, then published 
by Eldridge Haynes. 

In World War II, Mr. Palmer 
entered the Navy. In 1945 he was 
invalided out of service after an 
accident in which he lost an arm. 
A year later he rejoined Modern 
Industry, and in 1949 he came here 
as a correspondent for that publi- 
cation and Tide. His health became 
increasingly precarious, and he 
gradually lost his sight. Neverthe- 
less, he established his newsletter 
and the foundation for the blind 
and continued active up to a few 
months ago. + 


HAROLD L. FLYNN 


New York, July 18—Harold L. 
Flynn, 46, an account executive 
in the public relations department 
of Doremus & Co., died yesterday 
of a heart attack at his home in 
Glen Rock, N. J. A Canadian, Mr. 
Flynn was graduated from Dal- 
housie University, in Halifax. He 


PAPER TISSUES: Whiter-than-white tissues containing CALCOFLUOR 
look pure... sanitary... and win wider consumer acceptance. 


Since EXTRA whiteness can add greater 
appeal to the paper product you use or make 
...just specify paper containing CALCOFLUOR* 
White PMS Conc. for an astonishing improve- 
ment! The ‘“‘Glow-White” brilliance this 
Cyanamid fluorescent dye imparts to white 
papers gives them a compelling new sales ap- 
peal...a sparkling, whiter-than-white quality 
look. Rely on your own eye to discover this 
truly amazing difference in selling power. Ask 
your jobber for samples of paper containing 
CALCOFLUOR White, or write to American 
Cyanamid Company, Dyes Department, for 
further information. 


PACKAGES: A bright, white package made of CALCOFLUOR-treated 
board stands out on the shelf... attracts attention . . . literally 


invites a shopper to take it home! 


Folders + Catalogs + Booklets » Annual Reports + Advertising 
Brochures +» Company Letterheads + Business Cards + Greeting Cards 
Business Forms + Manuals + Sales Literature + Programs 

Labels + Packages + Books—A\l are given new sales power and 
attractiveness with CALCOFLUOR-treated papers. 

It will pay you to investigate! 


CONSOLIDATED 


SEES ANYTHING YOU WANT 
TO KNOW in English language 
newspapers, as an advertise- 
ment or a news item... We 
read practically all the daily 

and over 6000 weekly news- 
papers. We've been doing it 
quickly, professionally and inex. 
pensively since 1886. 


CONSOLIDATED 


431 SOUTH DEARBORN 


—EYANAMID_—— 


AMERICAN CYANAMID COMPANY 
DYES DEPARTMENT - BOUND BROOK, NEW JERSEY 


NEW YORK * CHICAGO * BOSTON 
PROVIDENCE * ATLANTA * LOS ANGELES * 


se 


ae 
& 


PRESS 
CLIPPING mr 


* PHILADELPHIA * CHARLOTTE 
PORTLAND, OREGON 
* MONTREAL ANDO TORONTO 


NORTH AMERICAN CYANAMID LIMITED * DYES DEPARTMENT 


STREET, DEPT. 12 
CHICAGO 5, ILLINOIS 
170 FIFTH AVENUE, NEW YORK 10, WN. Y. 
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PHOTOGRAPHIC 
REVIEW 


Meilleur Hoff 
FLOWERY PRAISE—Members of the Pacific National Advertising Agen- 
cy, Seattle, received orchids and carnations recently from one of 
their clients, Fisher Flouring Mills, Seattle, for “work well done” 
on last year’s campaign and newly-completed plans for the year 
ahead, Trevor Evans, agency president and account executive on 
Fisher; Peter Meilleur, art director, and secretaries Alice Hoff and 
Joyce Dorsey admire the flowers. 


LET'S RIDE—A 9’ 
six-passenger 
steering sled built 
by S. L. Allen & 
Co., Philadelphia, 
and believed to 
be the world’s 
largest, is dis- 
played with Al- 
len’s smallest 
production num- 
ber, the 37” Flex- 
ible Flyer. Arndt, 
Preston, Chapin, 
Lamb & Keen is 
the agency. 


~~ 


Hotvedt Orlaska Whitson 
OUTSTANDING—Officers of the Milwaukee chapter of 


Schulz 


SEEING DOUBLE—(Ho!) dog daze hit two agencies at 
once as shown by these dog-wielding, chef-hatted 
girls gracing two different posters. (But one’s a 
blonde, one’s a bruictte.) Otto & Abbs Advertising, 


July 
NATIONA! 


Detroit, which sent in the photo, is the agency for 
Nicolay-Dancey, maker of New Era potato chips. 
The agency for Stroh Brewery Co. is Zimmer, Kell- 
er & Calvert, also Detroit. 


TARGET—A bull’s eye design in red, 

blue and black is featured on this 

new carry-home carton being used 

by Bireley’s bottlers in a number 

of markets. Store tests have indi- 

cated the design has increased 
pick-up sales. 


SATISFIED—On a hot day, cool dogs and a hot dog please pretty Lois 
Fisher, Chicago secretary, celebrating Hot Dog Month. 


Bol Mall Piet deve weak tthe Dome Lids 
Perfect Size Shape for "7 EO & Jety-teating 
Relishes, Jarns. Jellies ! sand oN 


SMALL BALL—This four-color page, 

featuring Ball Bros.’ new half pint 

jars for canning jellies, jams and 

relishes, will run in the Aug. 26 
issue of Life. 


Bounds 
“PROMOTED”—Delta Air Lines’ ad director, George E. Bounds, who 
initiated the “Flying Colonels” in 1940, officially became a Kentucky 
colonel himself at a recent meeting of the Atlanta Ad Club. W. G. 
Swindell, Delta’s Cincinnati sales manager, presented the rank 
citation for Kentucky’s Gov. Chandler as B. D. Adams, president 

of Burke Dowling Adams Inc., Atlanta, watches. 


Adams Swindell 


- = 
SELLERAMA’S] | 


Lingle Seem Price 


Noonan Smith 


Kachigan Barta THESPIANS—Electric Auto-Lite executives currently on a 24-city 


drews Agency; Elmer E. Whitson, Ampco Metal 
Inc., president; Robert E. Schulz, Nordberg Mfg. 
Co., 1st vp; Martin S. Kachigan, Ladish Co., chap- 
ter president during the year the award was earned 
and now national NIAA director, and William E. 
Barta, Louis Allis Co., 2nd vp. 


the National Industrial Advertisers Assn. examine 
a bell and gavel the chapter won for the most out- 
standing programs of NIAA’s 29 chapters during 
1955-56. They are Burton E. Hotvedt, Klau-Van 
Pietersom-Dunlap, secretary; Don Orlaska, An- 


tour presenting sales promotion skits to wholesalers are B. A. Noo- 

nan, service parts and spark plugs merchandising manager; J. W. 

Lingle, wire and cable merchandising manager; D. B. Seem, vp 

and ad director; Robert Price, battery merchandising manager, 

and M. H. Smith, general sales manager for replacement sales. 
On stage the boys wear identical costumes. 
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COMMANDER WHITEHEAD 
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> 000,000 Familie ill take 


RE EL ES. See a 
a3 Pj 


This Week 7? 


MAGAZI 


ture 


PY 


as Commander Whitehead is one of the 
world famous men included in the 
current This Week “Picture Poll” 


... ‘Are Men Better Looking With Beards?” 


...in the July 28th issue of 
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UNDERESTIMATE 
the SWEET \j 


VERMONT 
MARKET! 


\ r 


INCOME: OVER $500 MILLION 


For market information, write: 
Room 516, Statler Office Bidg. 
Boston 16, Mass. 


VERMONT ALLIED DAILIES 
nigga 
vamecatinaton Free oe 

* St. Johnsbury Caledonian-Record 


Rutland Herald 


Wilmotte Research Bows 
as Workman Affiliate 

J. Edward Wilmotte, vp of the| § 
research tabulating division of 
Workman Service Inc., Chicago,| 
has formed a new company, Wil- 
motte Research Tabulating Inc., an| 3 
affiliate of Workman Service.| @ 
Officers are Mr. Wilmotte, presi-|j 
dent; S. L. Workman, chairman of 
the board and treasurer, and W. H. 
| Yates, secretary. 
The new company, with offices 
at 320 N. Dearborn, Chicago, will 
take over the function cf market-| 
ing research and media research 
tabulation formerly handled by the 
| Workman division. Offices also 
will be opened in New York, Los| 
Angeles and Minneapolis. 


Lea & Perrins Names Croot 

Lea & Perrins, New York, has 
appointed Samuel Croot Co., New 
York, to handle advertising for its 
L&P Worcestershire sauce, effect- 
ive Dec. 1. H. B. Humphrey, Alley 
& Richards currently handles the 
account. 


PERSONAL FIRST AlD— Roger & Gallet 
introduces Lip Ade in new swivel 


stick with new slogan: “First aid 

for sore lips.” Tube caps are color 

coded so each family member can 
identify his or her own tube. 


| Kaiser Industries 
| Names Pat Weaver 


for TV Activities 


| New York, July 19—Sylvester 
L. (Pat) Weaver, who of late has 
| been primarily occupied with plans 
|\for his new “major market net- 
| work,” this week took on an addi- 
|tional assignment. 

The former network, agency and 
advertiser executive was named by 
opr Industries Corp. to direct 
all of its tv advertising activities. 

At the moment, Kaiser’s tv activ- 
ity consists of a new cowboy tv 
series, “Maverick,” which the com- 
pany has contracted to present 
over ABC on Sunday nights start- 
ing Sept. 22. 


® This is how the Kaiser press re- 
|lease explained Mr. Weaver’s as- 
signment for Kaiser Industries: 


W here 
_there’s a 
Storz 


there’s 


station... 


| audrence 


STATIONS. 


- TODAY’S RADIO FOR TODAY'S mibetos ste TODD STORZ, PRESIDENT 
me: ee Re oy ae WTIX New Orleans 


REPRESENTED BY ADAM YOUNG INC. 


more radios are tuned 


Minneapolis—St. Paul . . 


Hooper, Trendex, NSI Area—all day. 
Pulse in the afternoon 


Kansas City ao oe 


Area Nielson, Pulse 


New Orleans 


Hooper, Pulse 


Miami 


Hooper, Pulse, Trendex 


WDGY 


In each of these major markets 


WTIX 


ei 


to the 


Storz Station than to any other. 


. WDGY #1 


WHB #1 
Metro Pulse, Nielson, Trendex, Hooper, 


# | 


WQAM #1 


Minneapolis St. Paul 


WHB Kansas City 
WQAM Miami 


REPRESENTED BY JOHN BLAIR & CO. 
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“Mr. Weaver and his associates will 
immediately begin acting on behalf 
of Kaiser, having full responsibility 
for Kaiser Industries’ position as a 
sponsor of its new television show, 
‘Maverick.’ Jack L. Warner, presi- 
dent of Warner Bros., will per- 
sonally supervise the production of 
‘Maverick,’ for which he has full 
creative responsibility. . . 

“Coordination of the show, pub- 
licity and promotion, commercial 
production and contact between 
Kaiser, ABC-TV, Young & Rubi- 
cam and Warner Bros. will be the 
immediate responsibility of Mr. 
Weaver.” 


® In addition to Kaiser Industries 
Corp., the telecast will be spon- 
sored by Kaiser Aluminum, Kaiser 
Steel, Permanente Cement, Kaiser 
Gypsum, Kaiser Engineers, Willys 
Motors and Kaiser Metal Products. 
All except Willys Motor are hand- 
led by Y&R; Willys is a Norman, 
Craig & Kummel client. 

Mr. Weaver left for California 
before he could be reached for 
clarification of his role in relation 
to Y&R, which bought the tv show 
for Kaiser. Normally an agency as- 
signed to a tv show has “full re- 
sponsibility” for its success or fail- 
ure as an advertising vehicle. 

However, Y&R sources indicated 
that the agency visualizes Kaiser’s 
new director of tv advertising ac- 
tivities as a man who will be very 
helpful to them. They pointed out 
jthat “Maverick” is bringing a 
whole flock of various Kaiser com- 
pany advertising directors into 
television for the first time. A 
show which is to be sponsored by 
everything from aluminum to steel 
requires some sort of a coordinator 
to represent the sponsor on such 
matters as approval of commer- 
cials, etc., Y&R feels. This is the 
important niche the agency ex- 
pects Mr. Weaver to fill. 


® The day after Mr. Weaver’s ap- 
pointment by Kaiser one of his 
former NBC associates, Mort Wer- 
ner, was named to join him in 
working on the Kaiser assignment. 
Mr. Werner is resigning as vp in 
charge of daytime programs at 
NBC-TV to become a vp at Kaiser 
Industries Corp. Aug. 19. He is to 
“be responsible initially for all the 
internal television activities of the 
affiliated Kaiser companies.” 

Mr. Weaver’s work for Kaiser 
will not affect his timetable for 


Program Service, which is stil] 


| going full speed ahead for a fall 


start for some of its telecasts. Two 


| participating sponsors have previ- 


ously been announced for “Ding 
Dong School.” # 


_Admen Get Posies from 


‘Confident Wife’ in ‘GH’ Drive 

About 4,000 admen will get 
roses July 22 “from a confident 
wife.” The Western Union-deliver- 
ed posies will mark the start of a 
$1,000,000 advertising and promo- 
tion campaign by Good House- 
keeping. Ads in newspapers, busi- 
ness publications, radio, direct 
mail and other media will stress 
the “confident wife’ theme. The 
campaign is designed as a follow- 
up to Good Housekeeping’s “‘This 
is a wife,” a promotion just ended. 

The magazine will also use 
city-wide promotions in the fall, 
expanding its list from 10 to 13 
newspapers in every major mar- 
ket. Grey Advertising Agency is 


the agency. 


Lynch, Hart Adds Oertel 

Oertel Brewing Co., Louisville, 
| brewer of Oertels 92 beer, has ap- 
pointed Lynch, Hart & Stockton 
Advertising Co., St. Louis, to han- 
dle its advertising, effective Sept. 
1. The brewer, which distributes in 
Kentucky, Indiana, Alabama, Ten- 
nessee and Mississippi, uses tele- 
| vision, radio, newspaper and out- 
door advertising. The account 
;currently is handled by M. R. 
|Kopmeyer Co., Louisville. 
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U.S. Steel Launches 
Its Fourth Annual 
Operation Snowflake 


PITTSBURGH, July 19—U. S. Steel 
Corp. will launch its fourth con- 
secutive “Operation Snowflake” 
Nov. 18 to promote the sale of ma- 
jor appliances as Christmas gifts. 

This year the campaign will run 
six weeks and will use newspa- 
pers, radio and tv, augmented by 
trade advertising and service kits 
for retailers, newspapers and radio 
stations. 

Based on the slogan, “Make it 
a white Christmas—give her a ma- 
jor appliance,” the promotion gets 
under way with six tv commercials 
on the “U. S. Steel Hour” (CBS- 
TV) Nov. 20, Dec. 4 and Dec. 18. 


= Newspaper ads will appear from 
Nov. 18 through Christmas in 657 
newspapers in 507 markets across 
the country. Every newspaper that 
produced a “Snowflake” section in 
1956 will carry a 1,000-line ad. The 
other papers will receive a 600- 
line ad. 


On network radio “Snowflake” 
commercials will be heard from 
Nov. 25 through Dec. 8 on “Gun- 
smoke,” “Robert Q. Lewis Show,” 
“Our Miss Brooks,” “Galen Drake 
Show” and “Amos ’n’ Andy” (all 
CBS Radio) and “Don McNeil’s 
Breakfast Club” and “My True 
Story” (both ABC Radio). 

To alert retailers to the tie-in 
possibilities of the promotion, U. S. 
Steel has scheduled 25 ads in 11 
trade magazines. Free promotion 
kits also are going out to retailers 
to help them develop local tie-ins 
with any brand they choose. 

In addition, U. S. Steel has ar- 
ranged for retailers to buy directly 
from manufacturers the following 
displays and premiums: Felt snow- 
flakes, snowflake coasters, snow- 
flake satin banners, snowflake lin- 
en calendars, appliance display 
bags and a 45-piece window deco- 
ration kit. 


® To “organize all interested) 
groups into a selling team” the| 
company is sending direct mail to| 
2,400 banks, 2,500 gas and electric | 
utilities, 17 allied trade organiza- 
tions and every daily newspaper | 


in the U. S. 
Newspapers again are offered a 


an eight-page Christmas gift sec- 
tion. Last year’s kit, according to 
the company, sparked 8,460,234 
lines of tie-in advertising and edi- 
torial linage. 


A radio service kit includes 
musical commercials and radio} 
spot announcements. Last year 


1,588 radio stations requested the 
kit. 

According to Market Facts Inc., 
Chicago, last year 51,000 (73%) of 
all appliance retailers knew about 
“Snowflake” and 28,000 (40%) of 
all appliance retailers participated 
in the promotion. 

Batten, Barton, Durstine & Os- 
born is the agency. + 


Dr. Pierce's to Mogu! 

Pierce’s Proprietaries Inc., Buf- 
falo, has appointed Emil Mogul 
Co., New York, to handle adver- 
tising for Dr. Pierce’s Golden Med- 
ical Discovery, a stomach tonic, 
effective Sept. 1. Both print and 
broadcast media will probably be 
used. Kastor, Farrell, Chesley & 


Clifford is the present agency. 


Bon Ami Buys Skour-Nu 


75 


| templated for the present. Further 


Bon Ami Co., New York, has/|plans will be made toward the 
newspaper service kit, including acquired Skour-Nu, New York, a\end of the summer. Skour-Nu is 


heavy-duty institutional cleaning 
item previously owned by Leon 
D. Levy. Skour-Nu has had no 
agency and no advertising is con- 


one of several new products which 
the 73-year-old Bon Ami Co. is 
currently adding to its line of 
household items. 


let me down.” 


Ken Hurst—District representative for the 
Colgate Palmolive Company says—‘When I 
look over my territory and check the mer- 
chandising co-operation from the newspapers, 
The Muncie Star and Muncie Evening Press 
are always giving 100%. They have never 


UNL, 


‘The MUNCIE STAR * MUNCIE EVENING PRESS 


MUNCIE, 
National Representatives: Kelly-Smith Company 


INDIANA 


vilding and 


| : construction, if you're 
important, you either read 
ENGINEERING | 
| ME WSRECORD 


Ey 


or advertise in it, 


ai both 
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Babbitt Realigns Marketing Setup, 
Names Donahue & Coe, Doyle Dane 


(Continued from Page 3) 
venient” to the client. Then, on July 
15, ApverTisiInc Ace announced 
that Ward F. Parker had resigned 
as vp and marketing director of 
Babbitt to go to J. Walter Thomp- 


Want Information? News? 


Burrelle's will supply clippings 
from daily and weekly newspa- 
pers—national, sectional or local 
— magazines, trade-papers, 


promptly. 


Est. 1888 
PRESS CLIPPING BUREAU 


phone BA 7-5371 
165 Church St., New York 7, N. Y. 


son Co. Mr. Parker, formerly with 
Standard Brands, joined Babbitt in 
1953. 

New top marketing man at Bab- 
bitt will be A. O. Samuels, who 
will have executive direction of 
sales, marketing, market research, 
advertising and sales promotion. 

Samuel Mendleson, who has 
been president of Babbitt, will now 
move into the board chairman’s 
spot. No one has been named to 
succeed Mr. Mendleson as presi- 
dent. 

Handling active operation of the 
company with Mr. Samuels, who 
came into Babbitt in mid-1956, 
when it purchased Bostwick Labo- 
ratories, will be Harold H. Shincel. 

Like Mr. Samuels, Mr. Shincel 
is a member of the Babbitt exec- 
utive committee. He will be re- 
sponsible for executive direction of 


| finance, actounting. general ad- 
|ministration and factory opera- 
| tions. 


® Mr. Samuels, a vp of Babbitt, 
was the founder and the president 
of the Connecticut Chemical Re- 


general manager of the Bostwick 
aerosol division of Babbitt. 

Reporting to Mr. Samuels will) 
be John Wooley, assistant vp of| 
Babbitt, who will direct sales and | 
marketing of al] Babbitt grocery) 
lines, and Jack Schenberg, Bost-| 
wick Laboratories vp, who will di- 
rect sales and marketing of all 
non-grocery products. 

John E. Phillips, who had been 
advertising and marketing man-| 
ager on Bab-O, Cameo and Bab-| 
bitt’s cleanser, has been promoted 
to director of advertising, a new 
post. All advertising and sales pro- 
motion functions of Babbitt and 
its subsidiaries will be integrated| 
under Mr. Phillips. 

Gilbert Plugge, previously mar- 
keting manager on Glim, has been | 


ager of Babbitt Products, also a 
new post. 


® In announcing the management 


changes, which were said to have 
resulted from “a broad new pro- 


gram of expansion, product diver- 


search Corp. and president and_| sification and acquisitions under- 


taken within the past year,” the 
company stated it will spend more 
money than in the past for adver- 
tising. 

“The new management team 
plans an expanded budget for the 
most ambitious advertising and 
sales promotion program carried on 
by Babbitt in recent years,” the 
company said. Details of the 
planned advertising, as well as 
announcements of several new 
product tests, are to be disclosed 
in the next few weeks. 

While over-all company net sales 
in 1956 were reported to be $19,- 
499,028, largest in the 101l-year 
history of the company and more 
than $2,000,000 over 1955 sales, 
Babbitt sustained a net loss of 
$520,612, equal to 52¢ a share. 1955 


advanced to assistant sales man-| operations resulted in a net profit 


TOLEDO is the 
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PORT BRIEFS 
from the 
PORT OF TOLEDO NEWS LETTER 


Published by The Toledo-Lucas 
County Port Authority 


For the first tive in the history of the Port 
of Toledo, midwest shippers will be 
offered regularly scheduled sailing dates. 
An outbound Fiell-Oranje vessel will call 
at the Port of Toledo approximately 
every ten days, it was announced recently 
by Don C. Shefferly of the Overseas 
Shipping Agency here. 


Construction which will double the ware- 
house capacity of the Toledo Marine 
Terminals, Inc. has been scheduled for 
completion by July 1. A warehouse of 
reinforced concrete block construction 
will provide more than 200,000 cubic 
feet of additional storage and cargo 
handling space for overseas general 
cargo, 
© 


Cognizant of Toledo's strategic and ex- 
ponding transportation facilities, several 
steel companies ore studying the area 
with renewed interest as a potential 
plant site, according to the April 28th 
issue of Steel Magazine. The article 
entitled “Steel: fob Toledo?” points out 
that Toledo meets most of the requisites 
d ded by the steelmokers for their 
ever-expanding industry. “Opening of 
the St. Lawrence Seaway in 1959 will 
make it possible to import raw materials 
vie water from any foreign port and to 
ship finished steel abroad,” the article 
states. 
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Ninth largest port in the U.S., Toledo is already the 
center of Ohio's third market with $1,996,423,000 net 
effective buying power*. What will it be when the St. 
Lawrence Seaway is completed? Keep your sights 
trained on Toledo, the key to the sea. 
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TOLEDO’S NEWSPAPERS 


are the key to this 
great and growing market on the 
St. Lawrence Seaway 


The 14-county Toledo market is ranked third in Ohio (after only 
Cleveland and Cincinnati) with net effective buying income of 
$1,996,423,000*. It’s first in Ohio with farm sales of $212,584,829. 
It’s third in food sales—$281,542,000. No wonder the BLADE 
for the third consecutive year has topped all Ohio newspapers in 
grocery lineage with 3,767,952 lines, including, General, Local 
and Department Store groceries. You can see why to open the 
door to this big, growing, industrial-agricultural market you 


must use the proper key—the TOLEDO BLADE and TIMES. 
There are no duplicate keys. 


TOLEDO BLADE Daily ond Suudoy. TOLEDO TIMES Mowing 


REPRESENTED 
*Sales Management Survey of Buying Power, May 10, 1957, 


REGAN & SCHMITT, Ine, 


Advertising Age, July 22, 1957 


of $532,102, also equal to 52¢ a 
share. 


® The disappointing 56 net was 
attributed to (1) sales lower than 
anticipated, (2) higher advertising 
and promotional expenses “due to 
intensive competition,” (3) higher 
costs of goods. Babbitt also cited 
extraordinary expenses in connec- 
tion with new acquisitions. 

The acquisitions included Chem- 
icals Inc., a California outfit that 
made and sold liquid household 
starches and other cleaners, and 
Connecticut Chemical and its sub- 
sidiaries, including Bostwick Labs 

In its annual report, Babbitt 
said, “Increased competitive ad- 
vertising and promotion blunted 
the excellent progress made by 
Bab-O during 1955, and 1956 sales 
of this product fell below the peak 
achieved in the previous year.” 

Stockholders were told, however, 
that 1957 looked brighter because 
of “a continuation of product in- 
novations and aggressive merchan- 
dising” started early this year. 

In 1956, the Bab-O label was 
overhauled by industrial designer 
Raymond Loewy, and the can was 
made slimmer. It was the first 
major label change since Bab-O’s 
introduction 30 years’ earlier. 
A heavy color campaign was 
launched in supplements and mag- 
azines, and a spot tv campaign was 
scheduled. 


s Bab-O, once the leading scour- 
ing cleanser in the U. S., thus in- 
creased the tempo of a drive to 
regain the market position from 
which it was ousted some years 
ago by Colgate-Palmolive’s Ajax. 
In 1955, Bab-O enjoyed a 26% in- 
crease in sales volume—presuma- 
bly the only cleanser to increase 
® share of market that year. 


The Babbitt account was with 
the Duane Jones Co. from 1942 to 
1950. And it was from the early 
|'40s to about 1951 that Bab-O was 
|No. 1 in its field. Then saturation 
 emmpeians by Ajax knocked it 
|from that perch. 

In 1952, when Duane Jones was 
suing a number of former employ- 
‘es for “conspiring” to take his 
| business, Mr. Jones testified that 
|he paid “finder’s fees” to Louis J. 
|Gumpert, vp in charge of sales for 


Babbitt. Mr. Jones said the 
amounts ranged from $500 to 
|$1,000 a month at a time, in 


| 1948, and that the Babbitt Co. was 
not informed of the payments. Mr. 
| Gumpert resigned from the com- 
|pany in November, 1952. 


= Babbitt moved from the Jones 
|agency to William H. Weintraub 
|& Co. (now Norman, Craig & 
Kummel), where it stayed 18 
|months, transferring to Dancer- 
| Fitzgerald-Sample and Harry B. 
Cohen Advertising in July, 1952. 

When Weintraub lost the Bab- 
| bitt business, an unidentified 
|spokesman for the agency told 
ADVERTISING AGE that Bab-O sales 
had been dropping and that the 
13 months had been spent in spade 
work aimed at halting the slide. 
The spokesman charged that Mr. 
|Gumpert had “fought us” and had 
taken the view that Weintraub 
|}could “do no right.” 

Mr. Gumpert fended off the 
| charges and commented only that 
he had “his own ideas of adver- 
tising.” In June, 1955, Mr. Gum- 
| pert joined the Bon Ami Co. as vp 
) in charge of sales and advertising. 
| B. T. Babbitt Inc. was started 
lin 1836, but in 1918 the stock was 
| acquired by the Mendleson Corp. 
| Since 1925, Babbitt has acquired 
|a dozen or more companies, in- 
|cluding the New York Lye Co., 
|Champion Chemical Works, Holly 
Products Co. and the Cameo Corp. 

Samuel Mendleson, now 57, new 
chairman of the board, was named 
| assistant treasurer of the company 
in 1925 and a vp in 1940. He be- 
came exec vp in 1946 and moved 
up to the presidency—now vacant 
—six years ago. + 
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This Week in Washington .. . 


Low-Down-Payment Law May Aid 
Building—If Money's Not Too Tight 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, July 18—Home 
builders, riding out their second | 
successive slim year, hopefully 
predict the new housing law signed | 
by President Eisenhower last) 
weekend marks the “first signifi-| 
cant advance” in housing legisla- 
tion since establishment of FHA in 
1934. 

Because down payments will be 
cut by about 50%—for example an 
FHA-insured $15,000 house will 
require $1,050, compared with $1,- 
950 under existing regulations— 
they are hopeful the rate of hous- 
ing starts will soon move back 
toward the 1,400,000 which they 
have come to regard as normal. 

Provision for a liberal down) 
payment policy on FHA loans sim- 
ply incorporates in the permanent 
housing economy the lessons 
learned under the GI housing pro- | 
gram. 

“By authorizing lower down 
payments,” say the home builders, 
“Congress has recognized that mil- 
lions of families—veterans and 
non-veterans alike—can success- 
fully meet the monthly cost of good 
homes out of income, but are un- 
able to accumulate large sums of 
money for substantial down pay- 
ments.” 


“= National Assn. of Home Build- 
ers warns, however, that the Presi- 
dent’s signature on the bill does 
not assure homes will be built. In| 
the current tight money market | 
mortgage funds have been hard to| 
get. Builders are appealing for) 
new sources of funds and are hop- | 
ing to tap such fat cats as pension | 
and other trust funds. 

“If private capital fails to pro- 
vide the credit needed to house 
America properly,” the association 
argues, “there can be little doubt 
that advocates of direct govern- 
ment lending will seek to force 
their own solutions.” 

Note: Building industry spokes- 
men caution that the new housing 
law comes none too soon. With 
home building likely to fall below 
the 1,000,000 mark this year, there 
has been a dampening effect on 
associated industries, including 
electric appliances. A modest up- 
surge in building starts in May 
proved short-lived, with June 
starts down contra-seasonally to 
97,000 from May’s 102,000. 


The U.S. Cham- 
Census Gores ber of Commerce 
Whose Ox? is doing its best 
to discredit the | 
Census Bureau tabulations show- | 
ing percentage of shipments by the 
4, 8 and 20 largest companies for 
U.S. manufacturing industries. If 
there are any of the major meat 
packers among the chamber’s| 
membership, they must be hoping | 
the chamber will fall on its face. 
The packers are currently be- 
fore the U.S. district court here 
trying to get out from under a 35- | 
year-old consent decree, which 
prevents them from expanding into | 
the distribution of food products | 
other than meat. The Department 
of Justice says there may be some | 
merit in their request, but it still | 
feels the big packers have ronal 
much economic power to be given 
complete freedom to operate re- 
tail stores, or to engage in the dis- | 
tribution of a full line of diversi-| 
fied food products. | 
Now the Census Bureau comes | 
along with statistics which tend to | 
corroborate claims by the packers 
that they operate in an intensively 
competitive industry—one which | 


by the bureau, there cre 155 where 
the “Big Four” report a tighter 
hold than in 1947. On the other 


(D., Mo.), will be looking into spe- 
cific tv contests for evidence that 
decisions rested on political con- 
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91% COVERAGE 


hand, there are 148 where the| siderations. 
“Big Four” account for a smaller; And on the Senate side, there That's What 
share of the total shipments than|are reports of an investigation] THE HAVERHILL 
in 1948. along the same line by another (MASS.) 
Senate committee—to get to the 
New _ investiga-| basis of the oft-repeated statement GAZETTE 
is constantly becoming more com-| FCC Faces tions of the Fed-| that FCC cases these days are “ar-| Gives you in The 
petitive. According to the census | Stiffer Probes ¢'a! Communica-| ranged, not tried.” Haverhill ABC 


figures, the number of meat pack- 
ers increased from 1,999 in 1947 
to 2,228 in 1954. Moreover, the per- 
centage of shipments by the “Big 
Four” dropped from 41% of the 
industry total to 39%, while the 
percentage credited to the top 
eight fell from 54% to 51% and the 


tions Commission 
now shaping up in Congress may 
be a lot less polite than the anti- 
monopoly studies just completed 
by the House anti-trust subcom- 


G. Mcleughiin 
Ade. Mgr. 


City Zone 


No combination of outside papers 
will give adequate coverage 
Retai! Sales—$51,926,000 a new high. 
Food Sales—$17,885,000 a new high. 
World Shoe making center. 
Western Electric Co., Mfg. center. 
The trading zone pepeinicn of 
110,488 is cove: by the 
HAVERHILL GAZETTE 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 


in all principe! advertising centers 


Retailers were 

Retailers Fight back before the 
Credit in PXs House armed 
services commit- 

mittee and the Senate commerce | tee for another round in their end- 
committee. | less struggle to curtail the opera- 
Where those two committees | tions of the military PX stores in 
top 20 from 63% to 60%. were concerned solely with the| the continental U.S. The PXs have 
Actually, the packers aren’t the| commission’s attitude toward anti-|been adding new merchandise 
only businesses which must be/ trust enforcement, the new investi-| lines, much to the dismay of the 
wondering why the chamber is so| gations are looking for “dirt.” The| retailers, and now they want to 
determined to subvert the census|House commerce subcommittee,| offer the convenience of charge 
figures. Of 447 industries studied! under Rep. Morgan M. Moulder | accounts. 
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ls INDIANA'S 2nd Largest 
TV Market! 


$212,854,000 ° 
$184 861,000 


$148,676,000 
$138,091,000 


WTHI-TV MARKET 


MARKET A 


MARKET B 


MARKET C 


*Market Area: Television Magazine 
NCS. #2 Study 


CBS, NBC, and ABC Television Networks 
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and RADIO, too! 
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Department Store Sales... 
5% Gain Brightens Week of July 13 
WASHINGTON, July 18—Depart-| New York District .................. r+ 3 
ment store sales across the U.S.| "Ritmo pe? 
averaged a healthy 5% gain in the New York-N.E. 
week ending July 13 over the sim- —e eaveseucenteccoceoemens + - 
: a eccececses ._— 
ilar week of 1956, the Federal Re- New York ~ pe | 
serve Board reported today. Rochester .... ~~ 
For the four weeks ending July | — Syracuse .....smsvvvcr r+ 6 
Philadelphia District ............ r+ 6 
13, sales were a'so 5% ahead of Metropolitan Areas 
1956 and year-ti-date sales were Wilmington r+7 
2% ahead. Trenton. ....... e+ 1 
Lancaster .... e+ 3 
- Philadelphia ° 7 
* All 12 FRB districts showed| Reading... yp 
gains: Boston, 6°; New York, 5%; fae 0 
- : : —3 
Philadelphia, 1%; Cleveland, 2%; Cleveland District r—2 
Richmond, 5%; Atlanta, 4%; Chi-| Metropolitan Areas 
cago, 3%; St. Louis, 8%; Minne- Lexington +4 
apolis, 8%; Kansas City, 8%; Dal- ~~ oa +3 
las, 11%, and San Francisco, 2%. Cleveland wh | 
A breakdown of these districts’ Columbus ae 
sales will be available next week. — oy 
Sales for the previous two weeks| grie |. +3 
, , , - Pittsb 
“I'm sure you'll find everything comfortable, Hathaway... and, broke down as follows oy graeme oe ts 
Miss Jenkins, you'll remember to call Supply for a tack and hammer.” 7 ag ge "eiundiien Aness om sche 
Federal Reserve June July Washington ....... wistetiennenes Se § 
District, Area, and City 29 6 Downtown Washington. — 6 
: . ; UNITED STATES ................. 2 4 ee Se | 
r The Cincinnati Daily Enquirer is solid Boston District 00.0.0... +3 ; 5 Downtown Baltimore ...... r—15 
3 No. 1 right down the line. Including Metropolitan Areas RICHMONG” .........cc0ccceeeesereereree — 9 
a 21,000 edge in City Zone circulation eae ue $19 7] Ablamte Distetet neers Pm 4 
. a healthy lead in Retail Display Downtown Boston ........... +2 +11 ao Areas P 
Linage. Get full story from Moloney, Suburban Boston .......... +3 +1 5 = ng —w seeeennesennscssnnessnns ar 
Regan & Schmitt, Inc Cambridge «...0....—- —5 +19 ao. 7s 
, ' Lynn ....... a . TEI Sacdinatteesitarncctinprosecececscsesce r+ 9 
Quincy : aw» @ Miami City cess —2 
ea re —3 Atlanta ........ vee To 7 
City ——— culetiitnatinatiatignnanantoneen r—16 
ew Orleans —18 
Springfield 0.0.0... fF 2 +10 Saettiite ... +2 
Nashville .... —2 
City 
EE cisietiinchpeenicrcndiiecscencsonie +6 
= oa Chicago District .. +2 
Metropolitan Areas 
e finds Advertisin e = ) 
Indianapolis 9 
Detroit .......... 3 
Milwaukee 3 
St. Louis District 8 
n Metropolitan Areas 
EE —1 
Louisville ... .t—9 
St. Louis +1 
Memphis ...... —il 
Minneapolis D ° +11 
Metropolitan Areas 
Mpls.-St. Paul ..........ccc008. +12 
Mpls. and Suburbs . . 
St. Paul 
C. B. RAMSEY Cities 
Duluth-Superior .............. +2 
Kansas City District .............. r— 2 
General Sales Manager ee oe 
IE. wiecnntsticntntnneneninn +2 
Ready Hung Doors Topeka ee 
x Wichita ....... . —8 
Burbank, California St. Joseph ..... one 
Albuquerque .... — 1 
Oklahoma City ... . —14 
Tulsa +1 
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GOR crcecarssesnenssentnccctnngtmnnennes er. 6 


Neh aaee 


++ +141 141 


I++ 111 
coce rr wOwe & ON ND 


— 


+ | 
= 
= 


+ ++1+i+ 
eo eoco4twunwae 


+t++ ++ LIL PLELL b++++ ++ 
Rows CoO Web “ewe fF OWNS ow 


+ 
8 


Advertising Age, July 22, 1957 


Department Store - 


Sales Barometer 


' Change from 1956 


hiss? * 5% 


july ne #2% 


rar Fm 
pe) —7 0 
Dallas District .. +2 +15 
Metropolitan A 
CO —D +1 +15 
El Paso ..... +58 +11 
Fort Worth +1 +14 
Houston. .......... +1 +23 
San Antonio ............. . +6 +11 
San Francisco District .......... +1 +2 
Metropolitan Areas 
Los Angeles-Long Beach + 1 +5 
Downtown Los Angeles. + 2 -—— 3 
Westside Los Angeles +2 +6 
Sacramento .........cccvsseees +33 +423 
San Die Go .....crerecsoresesesevenevenee —7 +1 
San Francisco-Oakland ... + 2 0 
San Francisco City . ._ +4 +2 
Oakland _—3 4 
Portland _—3 —ti1 
Salt Lake City . +6 +9 
Seattle ............. - +32 — 8 
Spokane ._—S5 “= : 


r—Revised. c—Corrected. *—Data no 
available. 


Warn Connecticut Gas Stations 
to Take Down Price Signs 

Some 4,000 Connecticut service 
station operators have been warned 
to tear down their signs dis- 
playing the prices of gasoline as 
John J. Tynan, motor vehicles 
commissioner, begins to enforce a 
controversial gasoline price sign 
law after lapse of a five-year in- 
junction. John J. Bracken, state 
attorney general, ruled last week 
that the state was legally em- 
powered to enforce the law. He 
noted, however, that the state su- 
preme court declared a law passed 
in 1939, similar to the 1951 act, 
unconstitutional. 

The 1951 law bars price signs 
other than those on the pumps 
themselves. The Connecticut Pet- 
roleum Assn. asked for law en- 
forcement, claiming the signs were 
a safety hazard, obstruct motorist’s 
view and sometimes lead to fraud. 
Signs were prominent during gas 
price wars, another one of which 


oo 


currently is in progress. 


“Unlike most of your subscribers,” and deserving of more than a casual 
writes Mr. Ramsey, “I am technically glance. This means, then, that AA can 
outside of the advertising profession, best be read in the quiet of the evening, 
although as General Sales Manager I at home. 

am directly responsible for all phases 
of our advertising program and handle 
it directly with our agency, Welsh- 
Hollander & Coleman of Los Angeles. 


“From a management point of view, 
your features have been consistently 
excellent. An indirect benefit has been 
a better perspective of advertising gen- 
“At the office we naturally receive erally and the work of our own agency 
many business journals. Since they in particular.” 

somewhat repeat each other in adver- fn the quiet of the evening, at home! 
tising and editorial content, they are Why don't you try this way of getting the 
glanced at and passed along to others. est out of AA? For 3 little dollars you may 
have a whole year of Ad Age— 52 idea- 
packed issues. The coupon below guaran- 
material is notably fresh, stimulating tees your sutisfaction. 


“In the case of Advertising Age the 


Advertising Age 
ni 200 E. Illinois St., Chicago 11, Ill. | 
ss than Here’s my order for a year of Ad Age. If I’m satisfied, after reading 

6¢ three issues, I'll send you $3. If I’m not, I'll return your unpaid : 
a week for 52 bill and you will cancel my subscription. 1 | 
My name___ Title eS | 
weeks of Company : i 
ee ere: Seely ee _ | 
IDEAS! | ee ae ee ——— ) 
; City. . Zone. State. ———— | 
1 C2 $3 enclosed (2 Bill my firm later OBill me later | 
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CONSECUTIVE SEASON 


PAT ON THE BACK—The Milwaukee 
Braves’ management had a “thank 
you” for Braves fans in the form 
of pages in the Milwaukee Sentin- 
el and Milwaukee Journal after 
this year’s home attendance topped 
1,000,000 on July 7. 


Substitute Tax to 
Replace Canadian 
Magazine Ad Tax 


Ottawa, Ont., July 16—Fi- 
nance Minister Donald Fleming is 
expected to modify—but not abol-| 
ish—the excise tax imposed by| 
his predecessor on advertising in | 
Canadian editions of U. S. publica- 
tions. 

The magazine tax, as set up in| 
the 1956 budget by Liberal Fi- 
nance Minister Walter Harris, | 
consisted of a 20% excise tax on 
all advertising contained in Cana- 
dian editions of U. S. magazines. 
The tax, which it was estimated 
would yield about $2,000,000 in 
revenue annually, was designed to 
put Canadian publications on a 
more competitive basis with the 
U. S. publications. 

Finance Minister Fleming, in 
his promised budget at the first 
session of the 23rd Parliament 
this fall, is expected to substitute 
a customs tax on foreign publica- 
tions entering Canada. 


® In criticizing the Harris excise 
tax on U. S. magazines, Mr. Flem- 
ing urged that a preferable way 
of achieving the objective the 
Liberal government had in mind 
would be to levy a customs tax, | 
similar to that imposed by the 
Bennett Conservative government 
(1930-35), which was later 
dropped by the MacKenzie King 
Liberal government. 

Reader’s Digest has refused to 
pay the Harris excise tax and has 
been seeking to have the tax de- 
clared unconstitutional by the 
Canadian courts on the grounds 
that it is discriminatory and not | 
levied for revenue purposes. 

Government law officers, it is| 
understood, have no doubts as to 
the constitutionality of the maga- 
zine excise tax. + 


‘Oil Forum’ Changes Name 
The Oil Forum, Fort Worth, has | 
changed its name to International | 
Oilman, effective with the August 
issue. B. Orchard Lisle, president 
and publisher, said the name 
change reflects the publication’s | 
expanding coverage of the inter- | 
national scene. International Oil- | 
man will continue with identical 
ownership and management. 


Boggs Elected to ABC 

Robert W. Boggs, assistant pr 
department manager of Union| 
Carbide Corp., has been elected to | 
the board of the Audit Bureau of 
Circulations. He replaces Ken- 
neth L. Walters, who left the board 
following his resignation from 
General Electric March 30 to join 
Eastman Research Corp. | 


Warwick & Legler Names 
Jack Kaduson, Donald Buckley 
Warwick & Legler, New York, 
has appointed Jack Kaduson, for- 
merly a vp of Roy S. Durstine 
Inc., New York, a vp. Mr. Kadu- 
son will be an account supervisor 
on the Seagram’s V.O. and Sea- 
gram’s Golden Gin accounts. War- 
wick & Legler also has named 
Donald Bright Buckley, previous- 
ly a copy group supervisor of Bat- 
ten, Barton, Durstine & Osborn, 
a senior writer in the creative de- 
partment. 


Ohio Bell Promotes Two 

Clarence O. Poleni, assistant vp | 
in charge of public contacts, has 
been named director of advertising | 
and information activities of Ohio | 
Bell Telephone Co., effective Sept. | 
1. Alva L. Jones, who currently | 
holds that office, will retire on the 
same date. Mr. Poleni is being re- 
placed by Hugh M. Marshall, now 
general manager of public activ-| 
ities for Ohio Bell. 


ADVERTISEMENT 


HOT WATER... Recent 
Boston waterfront fire was 
given complete on-the-spot 
coverage by Verne 
Williams (center) of 
WBZ-+WBZA Radio News, 
member of the Boston- 
Springfield station's team 
that helps keep radios 
tuned to ‘BZ for what's 
going on 24-hours-a-day. 
Listeners in WBZ +-WBZA's 
2,872,870 - radio - home 
coverage area agree that 
there's a sound difference 
on ‘BZ radio, and the April 
Nielsen proves it: WBZ has 
95% greater audience 
than 2nd Boston Station, 
and WBZ is Ist in Boston 
NSI area, Ist in Boston 
total coverage audience, 6 
AM to midnight! 


Mystery figure of the year in advertising circles was the Influ- 
ential. This teasiest (and perhaps biggest) of all teaser cam- 
paigns was based on an Alfred Politz study on The Saturday 
Evening Post. Now the secret is out. Influentials are readers 
of the Post. Articulate, gregarious people who are sold — 
sell others — on what they read in the Post. These millions of 
Influentials are a big sales-building plus for SEP advertisers. 
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To fit a host of commodities, in any form, Continental has 
a full line of containers; metal, paper, plastic and glass. 
Continental Can Company is a leader in packaging, research and 
development. Hence this “reputation” campaign in Time, For- 
tune, Business Week. Each color spread features a different 
product and headlines the theme: Whatever you make, or what- 
ever you pack, “Continental has the right package for you!” 


BATTEN, BARTON, DURSTINE & OSBORN, INC., 


NEW YORK + ATLANTA + BOSTON + BUFFALO + 


+ DETROIT + HOLLYWOOD + LOS ANGELES « MINNEAPOLIS + PITTSBURGH + 


One distinguished name is worth a thousand words in this 
testimonial campaign for Cavanagh Hats. Testimonial begins 
and ends with a famous name — from the business, sports or 
entertainment world—stamped in the band of a Cavanagh. Copy 
and__ reads: “If you name the three top men in any field, two of them 
most likely wear Cavanagh Hats. Do you?” Dealer listing ap- 
pears on the facing page. Ads run in The New Yorker magazine. 


Troubles come fast —and go even faster —in this new TV 
spot for the Yellow Pages phone book. In animated rebus form, 
film describes the trials and tribulations of an average couple, 
and how the Yellow Pages came to their rescue — with every- 
thing from a repairman for the clock to a new secretary for 
hubby. The moral is clear to viewers of Million-Dollar Movie. 
The Yellow Pages is “The First Place to Look... for Anything!” 


ADVERTISING 


SAN FRANCISCO + SEATTLE + TORONTO 


a eee ees et abt 2a ie a psig Pe eens ete Genre CO ae Cie ee. i ee a" ee hig cee Ae ae? c a Ee a 
eee : Sa aesid ee est ia h Pas said fe ee tn as ia TR nyo FR nn ae Bs oe ie aed ote a ee 
<a Sane SORENTO A We ete. ee ae ee al Tae ees weer ag ponies 
- Se Se Bic a eR aia ee Re een yay ee 8. ER pr = iS = Re ee TT. at ae Reetiae Oat alae ee pine aimee care he to oa Ree ae ag ie eis maar: a 
_—— es eee, ee -_— ee eee eee a ae ihe Cees 
a Be Sadao ee Ri a ee se a a a Me lk a Se a = epee lee Fe a esr - : a iis 20"... | ap RA iat ee Cees tee = sl RR hes Saas TR 
a: a mee ee ee Se ee ee ee ee IAN Is le 
: es 
Advertising Age, July 22, 1957 bs 
ae | es : 
E a el ‘ 
£ uk fi Ty ’ 
Bi. 4) —  ona ty 
ee “Mg - "] i Ss, . ” . xe 4 2 
Be THANK YOU, BRAVES FANS q : & ag SE ee 
, Pe? ; 4 | Se a ae : 
Tt , ieee. a : je ‘ de a 7 
Ss “TS . _ Ww ee. ag : Be 
. i 000 000 4 j Cw. A ; yy ; igi ‘ ‘ : les | 
’ , , Atower - é ES a ae Bae Bie 
j > x j e Sipe a. 
+ Cc S . \ J yi ¢ ~ ie 
‘ : ae Fee hs be 
si — . —_ ~~ . en) © eee. 
— Ay = ‘Sis a ‘ 7” \ ae 
2 || 4 | Heng "A a | i 4 iesiiail 
a o : — “SS & ao . + ¥ Rr 
io a Se ae  F er ; .. ee 
& — ; of = ee 
by . q . ‘ 25 ee ug : » = awe 
) aa MILWAUKEE PBmaered, : of - se a > &:) a Ze 
nt Bo’ A o> Dp eo 
hath A a ee s A . car fe a . = See ‘ia et ne 
<  -egl al MS 4 a , _ ; \deaeet —— ss ee os 
' . } at i . 4 a ae 2 ne — > ae 
4 : : : wh E oa ss 2 -_ E i bus i 
? be te «ea oe ES : 
ik . 
57 
—_ 
Sa 
~ ee ee a eS es 
sla 
7 | 
om de TRY . 5 i 
| &. . ‘ . = = ~ oo. ene : : : 
) Breit 2 ie z ; : 
a f‘ i -— =~ -—- ae pr 
: : ~ a Se hice 
i ES => -% : 7 
vy ee — ——, en: 4s * : 
4 ) =. ) — , > 
; ra “ona ge) s—_— a ae ? aes 4 
' 4 rd > . mg mt = ae y E =a a a Lae $ : . : : 
; , en: TUR Ke . =. : as ~~ ; : 
Re peat Bt py =m “ = 
. ~ ' Sete age Ss ¥ 
: . ‘ ' Se eet ae —- 
2 : “4 ae Re eee... =n oe red Ss ms 
: * Baie avd) oat? ———— - 
| af » iim a .  & ' : 
: od ats i | : are ae lean = ’ =< 3 ¢ 7 — : 
He | . a chee = ‘ ; * 3 
¥ Se se anarae as a\ ’ 
- iar aoe ea = | 
A | a ee in ae G =~ Q ie 
me ee = a BS ——— . ree a \ ~~. Eten 
: Se ' ae i a ee) sie a 
: SS pe" Se = : ee —— 
5 : ® tee Be pages S=--S" (oe a 
B —_ : , me Ba SU sa oer af We — ce ee 
2. tye a’, “ss o LST =e = = Ey oti Se i. i al Bah 
: S oa eat lt é ‘ 4 s roti et ee >.» Fi. Wai ; oS ee 
3 % , Nee Aaa Agia caret, Peri, oa Sa eS : - 
: “ 4, hd, a. 2 es yt Snel iets ce + a Em, oe “eal aie 
; SF : a ik eg aeithk des athe * Sigtore = a oa gies 
: d a. ‘a. ae - ‘Pe } Pn 
’ ‘ * Se P Se age ~— whi es SR 
; e ¥ “ eae Omer Coe ames ria a ee : as : es wie 
= 4 Oi sad 
: soaeare 
‘ a _ 
- . a 
2 ee 
‘ : oon} ‘ : } Sah 
BUSINESS = Pal % ; . + i a ey ae begs at = ar 
; WEEK phe as ae | 
. : a We De , : 7 2 
A . ‘ " ane 
—— mm - Ue Ps | 
es 4 ——  ————. . ore Bee acd 
- | — ey q a a J (( eee 
' 4 , p — r ‘ q ‘ ie , aM “ i 
<. package fo ye 3 oy Rea tage Cee Se 
a J fe x Continent a = = “ q » ‘ eeticd ey A piss * = : er Sy 
2 cP ot ) ee ee ‘ Ae fe hs 
is ¢ — i — Be, 
* S 5 ~ ~ cn a ra rf eae i aia ef 
Wy * = oe: aig , 
\ © Lane a ~ : cme : “ ae . on sie 
“4 are to : ee ‘ > * : ae 
! > ae ‘ 4° 4 er ee Ss < Deh epieye aint ee a oa ee _ 
= »y : J — ; 5 
| ve Sd S a ] i 0 if 
B __ —" — ~ ae F 
; . - rere : 
= - | een Pen St stamina 3 
: ee | ye Re 5 ears 4 3 
- Fd 
ws 5 rs 
" oe 
bE ee me fs 
; eo 
Be / 
CHICAGO «CLEVELAND - A145 Minin Pieris. 
a : 
= ; . 
Z ae ‘ Bee 
EE Sr aera aes oF ee or eee ee ee ee es “gat a a : si i i ee re ren 
We | ry re. a ae eat Sag At nae aaa ie PE Re ae 2 aes Oe ea nena eer oe Be ee ere 
i See eee eee 2 3 > Ee ree areca ae heed eaeres ae ee ee eee eae ae pas es Mee R ee ev ip lea a oT, os 
Se S| ae eta eer ee Soe este) Lon agit lng cur ct a Oc 1 ll erin aaa RR co 2 ee Fes in ae es eee a rere er en ae > pe 
wats <M, SMITE So Ai atta cd AY Ws, oi Me: <2) MM ees ee a Se ne en peers 


Rexall Buys ‘Pinocchio’ to 
Spearhead One Cent Sale 
Rexall Drug Co., Los Angeles, 
will spearhead its annual fall One 
Cent Sale, with sponsorship of 
“Pinocchio,” an hour-long tv spec- 
tacular, on the NBC interconnected 
tv network of 140 tv stations and 
189 radio stations, on Oct. 13. The 
total of radio and tv stations in 
the hook-up is said to be the larg- 
est ever used by an advertiser. The 
tv presentation will be live, except 
for the West Coast, which will be 
serviced by a “hot kinescope.” 
As in previous years, Rexall will 
use two-color spreads in general 


magazines to promote the sale. On 
the schedule are Farm Journal, 
Look, Parade, Progressive Farmer, 
The Saturday Evening Post and 
This Week Magazine. Large space 
ads will also run in 53 independent 
supplements and comics sections. 
Batten, Barton, Durstine & Osborn, 
Los Angeles, is the agency. 


George Adams Resigns 

George C. Adams, vp and art 
director of Joseph Katz Co., Bal- 
timore, is resigning to return to 
New York where he will continue 
in the art direction and package 
design fields. 


| 


FC&B Appoints 3 to Tidewater 
Account; Rhodes Moves to S. F. 

Foote, Cone & Belding, which re- 
cently acquired the Tidewater As- 
sociated Oil account in San Fran- 
cisco, has named Bob Humphreys, 
vp in the Los Angeles office, ac- 
count group manager. Russ Collier, 
in the San Francisco office, will 
serve as western division account 
executive. Ted McDonald, in the 
New York office, will be eastern 
division account executive. 

FC&B also has transferred Tay- 
lor Rhodes from its New York of- 
fice to San Francisco as research 
and marketing director. 


to over 43,000 men 


methods, equipment and materials 


The American Engineer delivers over 43,000 Professional Regist- 
ered Engineers. These men control the purchase of your products 
and services. These are the men who control your sales. 

Reach your market through the one magazine that delivers over 
43,000 Professional Engineers with each issue. 


NEW 


The Magazine of the Registered Professional Engineer 


American Engineer delivers your message 


Austin LeStrange Company. inc. 
420 Lexin 
Murray Hill 5-3277 


who control processes, 


*Official Publication of the National Society of Professsiono! 
Engineers. Membership requires registration os a professional 


Engineer. 
2029 K STREET, N.W. ° WASHINGTON 6, D. C. 
Get full market and media information from: 
YORK, N. Y. CHICAGO, ILL. 


on Avenue 
Dearborn 2-0248 


LeStrange Company, Inc. 
185 North Wabash Avenue 


BEVERLY HILLS, CALIF. 
Houston & Walsh 

111 N. Cienega Bivd. 
Oleander 5-8326 
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Film Men Win Settlement as British 


Gilliatt, Launder Say 
Abridgements on NBC-TV 
Hurt Their Reputations 


Lonpon, July 16—On Nov. 6, 
1955, NBC television presented the 
world premiere of a British movie, 
“The Constant Husband,” starring 
Rex Harrison. 

As is customary in such cases, 
commercial time was sold. 

So much was sold, and the film | 
was cut so much, that the producer 
has been able to collect damages | 
in a High Court action here. | 

Defendants in the action were 
Shepperton Productions Ltd. and 
British Lion Films Ltd., which 
handled the distribution. They 
were sued by Vale Film Produc- 
tions Ltd. and its two shareholders, 
Sidney Gilliatt and Frank Launder, 
who charged libel and breach of 
contract. 

Messrs. Gilliatt and Launder al- 
leged that as a result of the cuts 
and frequent interruptions for 
commercials, the quality of the 
movie was impaired, and it re- 
ceived unfavorable reviews. 


s Under their contract with Shep- | 
perton, the producers said, they 
had the right to supervise all cuts. 
They said that they were not con- 
sulted about cuts until a late stage, 
when they consented to minor 
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The Cincinnati Times-Star delivers more easier- 
to-read “New Look newspapers into the homes 
of Greater Cincinnati than ony other afternoon 
newspaper. Your advertising gets circulation, con- 
centrated in the heart of the market, plus action 


in the homes where the 


buying starts, 


Concentration In The Heart Of The Market 


The Cincinnati Times-Star is steadily increasin 
its leadership over the other afternoon Peg 
Do as Retailers do . . . use the continuing circu- 
lation leader in the afternoon field. 


A. B. C. CITY ZONE 
CIRCULATION 


TIMES-STAR ‘57 
133,717 
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129,971 


A. B. C. Publishers’ Statements 


3/31/57-56 


Movie Is ‘Impaired’ 


in U. S. Airing 


ones, but not the ones—or anything 
like the number—that were made. 


They charged that since the 
movie was labeled a “Frank Laun- 
der-Sidney Gilliatt production,” 
the mutilated, interrupted version 
seriously impaired their reputa- 
tion. 

The defendants denied responsi- 
bility for the form in which the 
movie was presented, but they paid 
into court an undisclosed sum of 
money, which was accepted by the 
plaintiffs as a settlement. 

(In most British court cases for 
damages, the plaintiff does not 


|specify the amount sought, and it 


is open to the defendant to make 
a payment into court. The plaintiff 
then can either accept this pay- 
ment or continue the case.) 


NARTB CODE LIMIT 
NOT EXCEEDED: NBC 

New York, July 16—National 
Broadcasting Co. had no comment 
to make on “The Constant Hus- 
band” case, except to point out 
that the commercial time did not 
exceed the maximum established 
in the code of the National Assn. 
of Radio & Television Broadcast- 
ers. 

NBC said the 90-minute spectac- 

ular had four advertisers: Sun- 
beam, Maybelline, Lewis-Howe 
and Buick. Sunbeam had three 
commercials—one of 30 seconds, 
one of one minute, 45 seconds and 
one of two minutes. The other 
three advertisers had one commer- 
cial of one and one-half minutes 
apiece. 
Thus, there was a total of eight 
minutes and 45 seconds of com- 
mercial time. The maximum for 
this period under the NARTB code 
is nine minutes. + 


NBC-TV Films Reassigns 

Seven on Sales Statf 

NBC Television Films, New 
York, has made seven reassign- 
ments in its selling staff. Dan- 
iel M. Curtis, formerly eastern 
sales manager, becomes manager 
of regional sales. John F. Tobin, 
formerly northeastern sales su- 
pervisor, succeeds Mr. Curtis as 
eastern sales manager of the syn- 
dication company. 

William Breen, formerly south- 
eastern sales supervisor, shifts to 
the northeastern area. James Ar- 
bib, formerly sales representative 
in New York state, succeeds Mr. 
Breen. Richard Baldwin shifts to 
the central region. Herbert Mil- 
ler, formerly sales representative 
for Kansas and Missouri, and 
Robert Blackmore, formerly sales 
representative for northern Cali- 
fornia, were named sales super- 
visors for the Midwest and Cali- 
fornia, respectively. 


Puerto Rico Gains in Tourism, 
New Industry, Rum Exports 

The Commonwealth of Puerto 
Rico reports that the 12 months 
ended July 1 were marked by rec- 
ord-breaking results in new indus- 
try, tourism and rum exports. The 
island’s Economic Development 
Administration detailed the gains 
as follows: 

171 U. S. manufacturers signed 
contracts to start branch plants in 
Puerto Rico, which will mean new 
payroll income of $35,000,000; 160,- 
000 tourists visited the island, 
compared to 145,000 in the previ- 
ous fiscal year; rum shipments 
totaled more than 2,000,000 wine 
gals., a 6% gain. 


King Korn Names Graham 
King Korn Stamp Co., Chicago, 
has appointed Hilliard S. Graham 
to the new post of director of sales 
and advertising. Mr. Graham for- 
merly was vp and merchandising 


director of Erwin, Wasey & Co. 
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THE STRETCH—With newspaper ads 
like this, and tv, Carter Products 
completes national distribution of 
its roll-on deodorant, Arrid Whirl- 
In. The area-by-area introductory 
campaign broke May 20. Dancer- 
Fitzgerald-Sample, New York, is 
the agency. 


| Sets Back-to-School Drive 


Ferber Corp., Englewood, N. J.) 
| plans “the strongest advertising 
campaign in our history” in a 
back-to-school drive for the Fer- | 
|ber Vu-Riter pen and pencilette. | 
|The campaign starts next month | 
with a column in Life, followed | 
by quarter and half-page inser- | 
tions in the same publication plus | 
Look and The Saturday Evening | 
Post. Emil Mogul Co., New York, 
|is the agency. 

‘Chatelaine’ Increases Rates 

Chatelaine, Canadian monthly, 
increases its b&w one-time page 
rate from $2,695 to $3,045, effec- 
tive next February. The circula- 
tion base moves up 10.6% to 
470,000. 


Gebhardt Joins Klein Co. 
William H. Gebhardt, formerly 
radio-tv director of Brooke, Smith, 
French & Dorrance, Detroit, has 
joined the Walter J. Klein Co., 


Charlotte, N. C., as vp and an ac- 
count executive. 


Chicago Do-Yourself 


Young Jenkins 


CLASSIFIED CuP—Lester P. Jenkins, classified advertising manager of 

the Seattle Times, presents the James McGovern memorial trophy 

to William K. Blethen, publisher of the Times. Watching is Russell 

Young, the newspaper’s advertising director. The award is made 

by the Assn. of Newspaper Classified Advertising Managers. Mr 
Jenkins is a past president of the group. 
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Magor-Way Ltd. Formed 

John F. Magor, publisher of the 
Prince Rupert Daily News, and 
L. C. Way, publisher of the Cana- 
dian Weekly Editor, have joined to 
buy a third paper, the Cowichan 
Leader. A new company, Magor- 
Way Press Ltd., will publish the 
three newspapers. Mr. Magor is 
president and Mr. Way vp of the 
new organization. 


MORE COVERAGE 
MORE LISTENERS 


. than any other full-time — 


; station in Texas 
. BP 4055 C6sr 
PER THOUSAND 


KRLD Radio 


50,000 WATTS —CBS— DALLAS 


ASK A BRANHAM MAN 


Show in September 
to Be Ist in Series 


Cuicaco, July 16—A promotion- e 
al show for hobbyists and do-it- ® 
yourself enthusiasts is being * 
planned for a fall showing at Navy e 
Pier, it was announced today. 


ready signed for space at the show, . 
to be titled the Leisure Time Ex- * 
position & Home Mechanics Show. * 
It will run from Sept. 7 to Sept. 15. ° 
Henry Goldsmith, president of © 
Rigo Enterprises, sponsor of the ° 
show, said he expected about 400 ° 
exhibitors and 150,000 visitors. hd 
Exhibitors will include manu- e 
facturers, suppliers, manufactur- 
ers’ representatives and retailers. 7 
Only retailers will be allowed to bd 


1. Help the dealer sell your product? 
2. Create traffic in a specific store area? 


3. Increase sales of related items? 


does your 
~iwaecwts| . point-of-sale display * 
do these four things 7 


make cash sales to show visitors, °, 4. Make your product stand out by sheer originality of idea? e° 


however. 

Theme of the exposition will be 
how best to use free time, and) 
plans call for a large number of 
participation and demonstration 
exhibits, plus special contests. 


® This is the first show of its kind 
Rigo Enterprises has presented. It | 
will form the pattern for similar | 
annual shows in other cities, ac- | 
cording to Mr. Goldsmith. 
Prospective exhibitors must have 
something that is related to leisure 
activities. Separate sections of the | 
show will be devoted to photog- 
raphy, crafts and models, sports| 
and outdoor activities, travel, home 
mechanics, stamp and coin collect- 
ing, music, education, art, motor | 
hobbies, needlecraft and cook- | 
ery. + | 


Rochester Sales Club Elects 
Roy Marks, exec vp of Shuron 
Optical Co., Rochester, N. Y., has 
been elected president of the 
Rochester Sales Executives Club. 
Other new officers are Robert W. 
Geoghegan, Todd Co., Ist vp; G. 
Norman Miller, Langie Fuel Co., 
2nd vp, and Charles K. Hellebush, 
Jr., Kee Lox Mfg. Co., treasurer. 


‘Clinton Herald’ Boosts 2 


E. M. Conlon has been promoted | 
to retail advertising manager, and | 
H. J. Wildman has been named to| 
head the new promotion depart- 
ment of the Herald, Clinton, Ia.) 
Mr. Conlon has been with the. 
Herald display department for 21 | 
years. Mr. Wildman joined the) 
Herald in 1951. 


Arnold to Scripps-Howard | 


| 


Remington Arnold, for 20 years 
in the general advertising depart- | 
ment of the Cleveland Press, will | 
join the staff of Scripps-Howard’s 
general advertising department, 
New York, on Aug. 12. Donald W. 
Berwald, a member of the Press| 
advertising department for seven | 
years, will succeed Mr. Arnold. 


Your answer to these basic point- 
of-sale objectives can be YES when 
your display is created by CCA’s 
Specialty Division. That’s because 
the Specialty Division translates 
original merchandising ideas into 
point-of-sale pieces custom made 
for individual products and retail 


situations. 


Whether your product requires a 
display shipper, floor stand, counter 
display, shelf extender®, spectacular 
or a re-usable carry-out case, call 
on the Specialty Division—an 
example of one of CCA’s merchan- 
dising facilities. 


Specialty Division 


CONTAINER 
CORPORATION 
OF AMERICA 


Chicago—38 South Dearborn Street 
900 North Ogden Avenue 


New York—99 Park Avenue 
San Francisco—100 Bush Street 
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Ellis Gives ‘Checklist 
Contracts’ Users Free Rein 


To the Editor: Since we 
haven’t had a copy of our book, 
“Checklist Contracts for Adver- 


tising Service” to offer anybody 
for nearly twenty years and long 
since scrapped our records on it,| 
let me steal a line, please, to say 
that copyright on it has expired, 
so anybody at all who can lay 
hands on a copy is now entirely | 
free to do quite as he pleases 
with any part or all of it. 

I have particularly in mind to- 
day’s counterparts of quite a 
string of teachers of advertising 
and marketing who got their uni- 
versity libraries to buy “CLC” 
on the strength of a plug by Otto 
Kleppner in a teachers’ kit he 
put out in connection with his 
“Advertising Procedure.” 


: } 
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CONFIDENCE... 


There are all kinds, but if 
you're scrapping for sales § 
in the rough Southern 
California market, here's a 
soothing word... 


Since 1951, more national 
advertisers have chosen 
KTTV than any other 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


I should not expect them to 
care much for the legalistic para- 
graphs of the 17 contracts (type 
page 8 x 10%) covering respec- 
tive major areas of agency serv- 
ice in what an ANA bulletin at 
the time called “painful” detail. 

They might, however, like to 
lift, for processed handouts to 
classes, this or that from (a) 
some 25 detailed checklists, topi- 
cal and/or functional, distilled 
from almost that many topnotch 
research outlines and hitched into 
given contracts and (b) a 16- 
page “working classification” de- 
signed to reduce confusion over 
terminology through at least rea- 
sonably exact definitions. 

Both “CLC” and a set of 50- 
odd “Dope Sheets”—monographs 
on various phases of agency eco- 
nomics and operation, largely 
geared to “CLC” and likewise out 
of print since 1938—were done as 
nearly down the middle as we 
knew how. That is, to serve the 
long-range interest of all camps— 
advertiser, agency, media, craft— 
quite as impartially as we should 
at least expect them all to be 
served in the classroom. 

Come 1930, however, we 
switched from those “CLC” lists, 
which we had figured to repre- 
sent a good 90% of the total 
value of the book, to a single 
master list better suited to our 
own purposes; thereafter made 
little use here of CLC, and let 
copyrights on both those old jobs 
expire, when the time came, not 
to keep on playing dog in man- 
ger. 

So let me suggest to a flock of 
prewar agencies that must still 
have one or both items that they 
play Good Samaritan to the ex- 


tent of asking nearby teachers if 
they do have access to them and, 
if not, providing it 
Lynn W. Ellis, 
Ellis Plan Foundation, West- 
port, Conn. 


Thinks True Obscenity 
Hasn't Changed in 57 Years 

To the Editor: You chuci'te 
at the Supreme Court decision on 
obscenity (July 1 issue). You say 
“... What is obscene now is not 
necessarily likely to be obscene 
then, etc. ...” 

I had a feeling that, for ex- 
ample, what was obscene in 1900 
was still obscene in 1957. If I am 
wrong, would you be so kind as 
to give me several examples of 
where obscenity had changed to 
something acceptable. 

You understand, of course, that 
I am speaking of true obscenity, 
such as pornography and not 
something merely “bad taste” or 
objectionable, such as a woman 
in a one-piece bathing suit was 
considered by some people in 


1900. 
Frank W. Heanue, 
Newton Centre, Mass. 
We stand our ground, Mr. 


Heanue—and you give yourself 
away in your last paragraph. Just 
what is “true obscenity”? Does it 
consist, for example, of the works 
of D. H. Lawrence, banned for lo 
these many years in your com- 
monwealth, but under no ban in 
neighboring states? Or this 1900 
gal in the one-piece bathing suit, 
who would surely have been con- 


sidered an obscene hussy by 
practically everyone in the 
U. S. A. in those days? 


television station in Los 
Angeles.* 


Sas 5 


That's a strong statement 
...even stronger when you 
¥ consider that KTTV is an 
independent. Advertisers 
can't buy KTTV by accident. 


Talk to your Blair man. 


He can show you why KTTV 
has earned that confidence. 


» Los Angeles Times-MGM 
Television ~~ | 


Represented nationally by BLAIR-TV 
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To the Editor: A make-up mix- 
up on a newspaper page is often 
humorous—and we think the soap 
and coffee contretemps described 
and illustrated in the attached ma- 
terial is even more amusing, with 
the added coincidence involving 
smell, as well as sight. 

We thought your readers might 
enjoy seeing this story. We haven’t 
had any complaints from Chase & 


USE YOUR COUPON NOW 
de | 


MAKEUP TIE-UP— 
The makeup man 
outdid himself in 
placing the Chase 
& Sanborn ad, 
with its catchy 
headline, right 
alongside a Ma- 
ple Leaf soap ad 
which used per- 
fumed ink. 


Teaser Ads, Scented Inks and Makeup Man 
Combine to Add Zest to Everyone's Promotion 


pany Ltd., Toronto. 


Lovick placed a perfumed-ink 
two-color ad for Maple Leaf soap 
on Page 13 of the June 27 Toronto 
Telegram, and ran five two-col- 
umn teaser ads throughout the 
paper, showing a girl with a bath 
towel saying: “Honestly, you'll like 
the scent on Page 13.” The makeup 
man helped things along by plac- 


a : . |ing a Chase & Sanborn ad showing 
Sanborn, and it is entirely possible |a man in a shower, right alongside 


that the teaser ads, “Honestly,|inoe scented Maple Leaf soap ad. 


you'll enjoy the scent on page 13” 

j|have increased readership of the 

| coffee advertisement as well as 

| that of the soap ad. 

Margaret Slaney, 

| Director of Special Promo- 
tions, James Lovick & Com- 


by some 


PLASTIC PLATES 


are used REGULARLY 


of the 


LARGEST AGENCIES 


for some of their 


LARGEST CLIENTS 


THAT'S EVIDENCE OF QUALITY 


PROGRESS PLATE MAKING COMPANY 


913-23 Filbert Street, Philadeiphia 7, Pa. 


WaAlnut 2-0447 
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PHILADELPHIA e NEW 
PROGRESS Plate Making Company 
923 Filbert Street, Phila. 7 
WAlnut 2-0447* 


THE PROGRESS « HANSON + PROGRESSIVE GROUP 


YORK ¢ WILMINGTON ¢ BALTIMORE ¢ WASHINGTON 


HANSON Electrotype Company 


WAlnut 2-5567* 
* of course any of the three can be reached by one call 


Sth & Sansom Streets, Phila. 7 | 


PROGRESSIVE Composition Company 
9th & Sansom Streets, Phila. 7 
WAlnut 2-2711* 


NEW YORK: MUrray Hill 2-1723. © WILMINGTON: OLympia 5-6047 + BALTIMORE: SAratoga 7-5302 «© WASHINGTON: EX ecutive 3-7444 


What is the man in the shower 
saying: “Hey, what smells so 
good?” 

The perfumed ad was the first 
for soap to appear in a Canadian 
newspaper, the first time the To- 
ronto Telegram has run a per- 
fumed ad, and the first time a 
perfumed ad has appeared simul- 
taneously in the Star and the Tele- 
gram. 


Editorial Irks Reader 
Into Some Unkind Remarks 

To the Editor: An insidious evil 
of journalism is the uninformed 
and too-damned-lazy-to-do-any- 
thing-about-it editorial writer. In 
my opinion you have the world’s 
champion in the individual who 
wrote “Should Budgets Be Dis- 
guised?” (AA, June 24). 

As president of the Atlanta Ad- 
vertising Club I was a delegate to 
the AFA convention in Miami and 
heard Robert M. Ganger’s talk 
which your writer so loosely com- 
mented on this week. His talk was 
a highlight of the convention, and 
the more responsible advertising 
people there felt that he had more 
constructive, pertinent things to 
say than any other speaker on the 
program. 

Your assumption that Mr. Gan- 
ger’s “general thesis” was to with- 
hold advertising budget informa- 
tion from stockholders and the 
general public makes it obvious 
that your editorial was written 
after only a cursory examination 
of quotations from news releases. 
Had you taken the few minutes to 
inform yourself properly, you’d 
have quickly discovered that he 
was talking about exaggeration in 
presenting such material to stock- 
holders and the public. 

I was so impressed with Mr. 
Ganger’s speech that I obtained a 
copy of it. The following four sen- 
tences quoted directly from it 
make your editorial look as ridicu- 
lous as it should: 

“I heartily believe in enlight- 
ened stockholder relations. And 
certainly we in advertising have 
nothing to hide in the services and 
values we provide. And there’s no 
doubt that our annual media re- 
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cords are valuable to us and a 
credit to our business. But I think 
it’s about time that we all stopped 
the practice of exaggerating how 
much a company actually spends in 
advertising.” 
Calvin G. Voorhis, 
Atlanta, Ga. 
The writer of the editorial per- 
sonally heard Mr. Ganger’s talk 
and read his manuscript. The “as- 
sumptions” Mr. Voorhis attributes 
to the editorial writer are assump- 
tions Mr. Voorhis makes. 


Toll the Bell 
For the Creative Mind! 

To the Editor: A modest-sized 
advertisement in a recent issue of 
ADVERTISING Ace [for Emotronics 
Institute] solemnly sounds the 
deathknell for the creative mind. 

Under the deceptively innocuous 
headline “Equation for the ad 
man...”—and illustrated with 
the inevitable slide-rule—this ad- 
vertisement quickly sheds its 
sheep’s clothing: 

Slogans, themes, headlines and ads 

for the same sales purpose can now 

be given relative numerical values 


by using definite factors described 
below. 


Periedic relativities: The numerical 
years recorded use of the word for 
the meaning indicated. 


Frequency relativities: The numeri- 
cal appearances of the word per 
million words in use today. 


Idea power relativities: The numer- 
ical relation of each idea in se- 
quence to a discovered natural 
standard. 


The equation is: The sum of the 
period times the frequency of each 
word in a series, divided by the 
sum of the squares of the numeri- 
cal powers of each idea in the se- 
ries, equals the relative value of 
similar purpose copy. 

Use of the equation: When audi- 
ences are large and choices are to 
be made between several pieces of 
similar purpose copy, such as slo- 
gans, headlines or ads, this research 
and evaluation technique provides 
a new source of confidence and a 
practical basis for checking opinions. 


Hey! How did that word “opin- 
ions” sneak in? 
Somebody’s sure going to catch 
hell. Doesn’t he know that in the 
1957 edition of the bright lexicon 
of advertising there’s no such word 
as “opinion’—singular or plural? 
Nevertheless, creative minds, be 
on guard! Copywriters of the 
world, revolt! 
Harold S. Barnes, 
New York. 
e . o 


Another for the Book 
To the Editor: This also is “Ad- 
vertising We Can Do Without.” (It 


MARILYN | 
MONROE 


(Hollywood Movie Star) 
Will receive a free 


G-E Refrigerator 
heen ) paseen Ge 


William este Ce., Inc. 


Bt. 
GR 5-2149 


ran in the Herald-Journal, Syra- 
cuse, N. Y., June 24.) 

Charles D. Bonsted, 

New York. 


Non-Return of Samples 
Irks Answerer of Ad 
To the Editor: . . . A month ago 
I answered an ad (and it wasn’t 
a blind one) which ran in this pa- 
per and sent samples as requested. 
Later in the week I noticed an- 
other ad, also signed, which of- 
fered a profit-sharing arrange- 


or give any indication that the 
samples had not been lost in trans- 
it. Meantime I had te pass up the 
chance to develop the second con- 
tact since I couldn’t send the sam- 
ples which the first agency still 
held. The same thing may have 
happened to another fellow who 
needed a job far more than I did. 
I have suffered by being put in a 
bad light by actions of another 
over which I had no control, but 
the loss of opportunity gripes me 
far less than does the gross dis- 
courtesy. 

A month after I had answered 
the ad I received a brief reply at- 
tempting to justify the delay and 
incidentally panning the hell out 
of samples that have fooled com- 
petent judges into believing that 
they were at least passable. I up- 
hold the agency’s right to think 
of my work as it pleases and to 
tell me its opinion. I feel that no 
company has a right to actions 
which (1) may cause another 
monetary loss and (2) display a 
total ignorance of good public re- 


lations which are a basic part of 
this business. . - 

Can any method be devised by| be known as a Schlitzer. 
our business papers to prevent) | perfectly lovely backyard picnic | “Use Business Paper Space to Put 
such abuses, or can the associa-| being termed a Schlitznic by his Policies on the Line,” is to the point 


tions such as the Four A’s and Art | guests . 
Directors Clubs carry further their | 


educational programs to eradicate 
such archaic business practices 
and to instruct our backward 
brethren in the rudiments of or- 
dinary courtesy? 
Frustrated Reader 
* . - 


A Schlitzfest Is No 
Funfest to This Exschlitzer 

To the Editor: I’ve been reading 
and watching beer advertising for 
many years without it having any 
particular effect on the beer I 
drink. The sameness, the dullness 
and the “reaching” I endured; but 
the present inane “happy” adver- 
tising has finally pulled the cork. 
I have enjoyed Schlitz beer for 
many years, ever since I took a de- 
lightful trip through their brewery 
and sampled the brew there. But 


I won’t touch Schlitz any more. 


Can you 


ing renamed a Schlitzclub? 


imagine any self-)| To the Point 
respecting beer drinker wanting to) 


To the Editor: E. B. Weiss’ arti- 


.or his|cie in the July 1 issue, entitled: 


.or his favorite bistro be-| and very apropos at this time. 


I am sure that its appearance 


How about a group of rough and | ij) be beneficial to the business 


tumble construction men, all good | 
Schlitzers gathered together for a 


inice Schlitzfest? 


| 


I won’t drink the stuff for fear | 


someone will jokingly tag me with 
one of those absurd names .. 

and they call this advertising to 
gain new customers? I'll wager 
they’ve lost at least a few of us 


more sensitive beer drinkers .. .| 


if beer drinkers can be called sen- 
sitive. 

If this is right . . . perhaps we’ve 
been all wrong these many years 
and we should start selling our 


| checks by urging bankers to get 
|}on board and become happy, good 


DeLuzers. This should do the job! 
Robert J. Scott, 
Advertising Manager, DeLuxe 
Check Printers Inc., Chicago. 


press as a whole. 
P. M. Fahrendorf, 
Vice-President, Chilton Co., 
Philadelphia. 


WHO? 


.. who else but Kileen offers 
you under one roof complete 
art, lettering, photography 
processing services for all your 
clients’ TV spots, slides, visual 
sales and training films. Priced 
right—no goofs — unbelievable 
delivery ! 


FREE Kileen “Kutie of the 
Month” plus “Foto-Facts” from 
mid-America’s fastest moving... 


kileen studios 


235 East Orchard Dept. 110 


s\ 
wy ¢ 


Decatur, Illinois 


WHEN THE 


® Lithographed di 
a 


IF YOU’RE OUT 


WATCH OUT! 


lays for ing 


Sometimes you can get in over your head before you know it. 


Take Merchandising at the point-of-sale for instance. 


If allowed to lag behind your advertising campaign, your 


whole program may be swamped. And that’s where Chicago Show 


TIDE’S IN... 


can come to the rescue. Our nation-wide organization is 


staffed with experts who have the know-how and facilities, to 


save your point-of-sale program, before it flounders. 


Backed by more than SO years’ experience serving advertisers 


large and small, we produce sales-stimulating point-of-sale 


merchandising programs that create traffic— but more 


important— pay off where it counts, at the counter. 


Let us show you how to breathe new life into 


your point-of-sale program. 


Merchandising « the POINT-OF-SALE 


soc4. 


Pp 


* Cloth and Kanvet Fiber Banners and Pennants * Mystik® Self-Stik Displays 
® Mystik*® Can and Bottle Holders « Mystik® Seif-Stik Labels * Squee-zel* 


* Econo Truck Signs ©¢ Booklets and Folders * Moided Piastic 


use ¢ Animated Displays 


ment. I answered it, fully expect- 
ing the prompt viewing and return 
of samples that is customary in 
our business. 

The first agency did not drop 
me one line in reply to my letter 


CHICAGO SHOW PRINTING COMPANY, 2640 N. KILDARE, CHICAGO 39 
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Coffee Bureau Adds Agency 
The Pan-American Coffee Bu- 
reau has appointed Vickers & 


most 24%.” 


Benson, Montreal, to handle its ad- | Drackett Names Peters VP 
William D. Peters has been ap- 
bureau’s first fulltime agency in|pointed vp for sales and sales| 
Canada. Vito Sa, president of the| promotion of Drackett Products 
bureau, said, “our decision to ap-|Co., Cincinnati. He had been a 
executive 
tising agency was prompted by the Young & Rubicam 
York, on the Drackett and Gulf 


vertising in Canada. This is the | 


point a fulltime Canadian adver- | merchandising 


increasing market for coffee in 
Canada. During the past five years Oil accounts. 


coffee imports have increased al- 


for 


Inc., New 


50,000 WATTS - 


marbles 


WHDH 


BOSTON 
delivers buyers 


Pe ee 


Yankee Maid 


FRANKFURTERS 


SVELTE—Yankee Maid “Barbe-cutie” hot dog appears on nearly 200 
outdoor boards throughout eastern Pennsylvania, New Jersey and 
Delaware. Feigenbaum & Wermen, Philadelphia, is the agency. 


(Continued from Page 2) 
panel sessions at the AMA meeting 


avalanche of new drugs and the 
methods by which they are 
brought to the doctor’s attention.” 

The chief panelist, the agency 
reported, suggested—and “he was 
in deadly earnest’”—that physi- 
cians sign a pledge: “I will waste- 
basket all my direct mail,” and 
send it along with payment of their 
annual AMA dues. 

Another member of the panel 
said the flood of new product 
names “lacked meaning and were 
a product of the looney-bin.” 


® While viewing with alarm these 
developments in pharmaceutical 
advertising, the “Enloe Reporter” 
also contains a report on a Cortez 
F. Enloe Inc. house party held on 
the eve of the AMA meeting. In a 
section entitled, “On a Sunday 
Afternoon,” the house organ says: 

“ .. June 2, Dr. and Mrs. Enloe 
started the week-long social whirl 
of the American Medical Assn. 
convention with a clambake at 
their Manhasset home on Long Is- 
land Sound. The guests included 
members of the AMA board of 
trustees, administrative and adver- 
tising executives of the pharma- 
ceutical industry, top military 
officials, well-known profession- 


REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 


al men, agency personnel and 
friends—most accompanied by 
their charming wives. 

“Guests, arriving early by cars or 
chartered coaches, were accorded 


featured a frontal assault “on the | -_ 
|ened, and there was sufficient va- 


“What! I'm Missing 
40% of the Market ?” 


Answered by John Pepper 

and Bert Ferguson, owners of 

Radio Station WDIA, Memphis 
QUESTION: Why am I missing over 40% of the 


Memphis market, and how can I best advertise to 
reach—and sell—this market? 


Mr. Pepper: You may well have been missing over 40% 
of the Memphis market—the Negroes in the Memphis 
trading area—if you haven't realized that this market 
can be sold effectively, as a unit, through one medium 
and one medium alone. WDIA. 


Mr. Ferguson: Low Negro newspa 

/ A and magazine readership and the low 
percentage of television ownership 
among Negroes mean that the Negro 
/ , Cannot be reached effectively with 
/ these media. WDIA, the first radio sta- 
‘ \ tion in this area to broadcast for Ne- 
/ \! gow only, programs exclusively to 

e Negro. And in its coverage, WDIA 
reaches 1,237,686 Negroes—over one- 
tenth of the Negro population of the 
United States! 


Mr. Pepper: WDIA has the Memphis Negroes’ loyalty, 
and it 34 their listenership! Within one year Pr - 74 
change to exclusive Negro programmi 

WDIA jumped to first position in overa 

audience in every rated time period. It , 

has maintained top bracket ranking in . 
Memphis year after year ever since. 


Mr. Ferguson: Memphis Ne consider 
WDIA their station. Its all-Negro staff 
entertains for the Negro alone, and exerts an unmatched 
personal appeal to command his unswerving loyalty! 


He buys the products advertised on his station. 


Mr. Pepper: The Negro has become a vital factor in the 
Memphis area’s booming economy. He is buying more 
consumer goods. 


Mr. Ferguson: He is buying more goods because he has 
a higher comparable income than Negroes in any other 
area in the whole country! According to 
a 129-city survey by one of the country’s 
largest corporations, Memphis ranks first 
in ratio of total Negro to total white in- 
come. In Memphis, there is $28.79 of Negro 
income for every $100 of white income. 
Compare this with $6.59 for every $100 in 


New York . . . $8.72 for every $100 in 
Philadelphia! 

Mr. Pepper: And last year, with total earnings of $616,- 
294,100, Negroes in the Memphis market spent, on the 
average, 80% of this income on consumer goods. Negroes 
buy 63.8% of all the flour sold in Memphis. . . 52 of 


the shortening . . . 45.6% of the women’s shoes! 


Mr. Ferguson: WDIA delivers this portion of the Mem- 
phis trading area to you as a unit! It’s a ready-made 
audience, and a ready-made market. 


Mr. Pepper: With the only 50,000 watt transmitter in the 


area, IA couples power and coverage to deliver 
hard-hitting sales penetration to this mass market. 


Mr. Ferguson: WDIA consistently carries a larger num- 

ber of national advertisers than any 

other radio station in Memphis. 

Its high-powered aslenpenaep has 

rolled up high volume sales an poet 

its for scores of such national ad- 

vertisers as Procter and Gamble, 

Nabisco, General Foods and Ford! 

Mr. Pepper: Write us today and tell 

us about the product you want to 

sell. WDIA’s unmatched combination 

of personal appeal and hard-hitting salesmanship can 

mean increased sales for you! 

Mr. Ferguson: Let us show you how WDIA can deliver 

—as a unit—the Memphis market you've been missing! 
nationally John E. Pearson 


WDIA is repre 
Company. 


Commercial Manager, Harold F. Walker 


Enloe Paper Hits Bread, Circuses for Docs; 
Tells How Agency Let ‘em Eat Lobsters 


a wet welcome with the heaviest 
cloudburst of the season. However, 
spirits were anything but damp- 


riety of ‘100 proof’ medicinals to 
ward off sudden chills. In true | 
cloudburst fashion, the deluge! 


stopped short, the skies brightened | § 


and the breeze stiffened to blow| 
the raindrops from grass and} 
shrubbery. 

| 
s “Dr. Enloe’s motor yacht, ‘Dev-| 
il’s Belt,’ bringing trustees and) 
several past presidents of the AMA | 
from Manhattan, was greeted on 
arrival by the firing of a minia-| 
ture cannon. This ceremony was | 
repeated a little later when the 
commodore and flag officers of the | 
Manhasset Bay Yacht Club came 
ashore. 

“At last it was time to raise the | 
flaps of the big tent, where tables | 
were set for 300. The master cooks, 
hard at work since 6:00 a.m., were | 
putting the finishing touches on| 
the all-seafood dinner. Epicures 
had their fill of zestful clam chow- 
der, steamed clams, lobsters and 
watermelon, with all the trim- 
mings. Those allergic to Neptunian 
delights were kept hunger-free 
with giant hamburgers. Lobster 
eaters were easily identified by 
their oversized bibs. 

“The affair was made more New 
England picnic style by seating 
everyone at four long tables. As 
each course was ready, the lines 
re-formed, so that everyone knew 
everybody else by the time the 
evening was over. 

“During the evening, entertain- 
ment was provided by a musical 
a 


s “Eventually, the clatter of dish- 
es and the cracking of lobsters sub- 
sided, and the musical trio could 
be heard clearly again. The clam- 
bake was drawing to a close. 
Guests took their slow leave, each 
in his own way, we hope, carrying 
away some remembrance of this 
Sunday afternoon.” 

The “Enloe Reporter” will be 
published three more times this 
year and then plans to go monthly. 
It is being sent to “several hundred 
industry executives.” Each issue 
will contain “a special interleaf 
written exclusively for our cli- 
ents.” # 


‘Revue Moderne’ Raises Rates 

La Revue Moderne, Montreal, 
has raised its bew page rate from 
$960 to $990 to offset increases in 
paper and labor. The magazine 
had issued a rate card in April, 
but canceled it in favor of the 
latest rate increase. The new rate 
is effective September, 1957. 


Barker Poultry to Ramsey 
Barker Poultry Equipment Co., 
Ottumwa, Ia., has appointed L. W. 
Ramsey Co., Chicago and Daven- 
port, Ia., to handle promotion of 
its poultry and egg processing 
equipment. The company uses na- 
tional trade publications and direct 


mail programs to promote its line. 
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Kimball Co. Adds Book 
Maurice A. Kimball Co., San 
Francisco and Los Angeles, has 
been named western sales repre- 
sentative for Hospital Management 
and will handle sales for the Clis- 
sold magazine in Washington, Cal- 
ifornia, Oregon, Nevada, Utah, 
Arizona and New Mexico. 


Monsanto Issues Rep Book 

Monsanto Chemical Co., St. 
Louis, has issued a booklet titled 
“Who’s Who in Monsanto Adver- 
tising,” designed as a guidebook 
for media representatives. The 
booklet updates a 1950 edition en- 
titled “Route Map to an Inter- 
view.” 


Grussing to Brown & Bigelow 
Bon D. Grussing, formerly man- 
ager of sales promotion, advertis- 
ing and public relations of Minne- 
apolis-Moline Co., has been ap- 
pointed director of merchandising 
of the special sales division of 
Brown & Bigelow, St. Paul. 


The Editors of Bakers 
Weekly are all Specialists 
~each in a major phase 
of bakery operations 


Bakers Weekly has the larg- 
est full-time editorial staff 
of any publication serving 
the baking industry. Each 
member is thoroughly qual- 
ified through years of broad 
experience in his own par- 
ticular field... management, 
production, engineering, 
marketing, and other phases 
of baking. 


This editorial specialization 
makes Bakers Weekly the 
preferred magazine in the 
field — preferred by readers 
who rely on its editorial 
superiority and by adver- 
tisers who rely on its selling 
strength. 


Talk to bakers through 
their one and only weekly— 


Bakers Weekly ¢ 


American Trade Publishing 

pany — publishers of Bi it & 
Cracker Baker; FEED Age 
71 Vanderbilt Ave.—New York 17 
520 N. Michigan Ave.—Chicago 11 
West Coast: Smith & Hollyday, Inc. 
5478 Wilshire Blvd., Los Angeles 36 
Russ Building, San Francisco 4 
For the complete story on Bakers 
Weekly, see SRDS, Classification 9 
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w change iw plan... 


makes it absolutely necessary to sell V22 


1957 BUICKS 
by AUGUST 1st! 
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susTte — Though 
“Big Bill” Gard- 
ner, Milwaukee 
Buick dealer, 
doesn’t say what 
the “change in 
plans...” or “Big 
announce - 
ment” will be, a 
clue is provided 
to the observant 
in the initial let- 
ters, in blue, of 
the five para- 
graphs at the left. 
Reading from top 
to bottom, it 
spells EDSEL. 
The two-color 


See Lm pee pene ete meee ceemny amt 
— 
ae ne rou art he 


3%4-page ad ran in 
the Milwaukee 
Journal, July 9. 


Avery-Knodel Adds Four 

Avery-Knodel, New York, ra- 
dio-tv station representative, has 
added two radio and two tv sta- 
tions to its list. New stations are 
WJBF, Augusta, a tv station for- 
merly handled by George P. Hol- 
lingbery Co.; KLRJ-TV and 
KORK, Las Vegas, formerly han- 
dled by John E. Pearson Televi- 
sion and John E. Pearson Co., 
respectively, and WINN, Louis- 
ville, formerly handled by Forjoe 
& Co. 


Agencies, PR Counsel Merge 

Henry Gerstenkorn Co., Los 
Angeles agency, and Hal Phillips 
& Associates, publicity and public 
relations counselor, have joined 
forces with Neale Associates, Los 
Angeles. .The Gerstenkorn move 
is effective Aug. 1. All his ac- 
counts will move with Mr. Ger- 
stenkorn to Neale. Mr. Phillips 
and E. G. Neale plan to mutually 
service their various accounts. 
The combined organization will 


Expect 1957 Chicago 
Art Volume to Total 
Over $12,000,000 


Curcaco, July 17—Members of 
the Assn. of Art Studios in Chi- 
cago Inc. expect to do 18% more 
business this year than last. 

A survey of the member stu- 
dios, employing more than 1,000 
artists in Chicago, indicates total 
1957 anticipated volume of $12,- 
628,600. For 1956, actual volume 
was reported as $10,685,700. 


tion president and vp in charge 
of sales of Grant-Jacoby Studios, 
“advertising coming out of Chi- 
cago is going to grow, and art de- 
mands are destined to grow. The 
trend is toward a return of ad- 
vertising dollars to the type of 
media that call for good commer- 
cial art.” 

Mr. Fox also said he is deeply 
concerned over the need for a spe- 
cialized educational art program 
which will develop enough com- 
mercial art talent in Chicago to 
keep pace with future demands. # 


KREM Changes Hands 

KREM (am and fm) and 
KREM-TV, Spokane, Wash., have 
been purchased by a new com- 
pany, KREM Broadcasting Co., in 
which King Broadcasting Co., Se- 
attle, holds a majority interest. 
Louis Wasmer, previous owner of 
KREM, has been named presi- 
dent of the new organization. 
Mrs. A. Scott Bullitt, president of 
King, is vp. KREM-TV is an ABC 
network affiliate. 


Red Cherry Institute Appoints 
Dudley-Anderson-Yutzy, New 
York, has been retained to han- 
dle product publicity for the Na- 
tional Red Cherry Institute, Chi- 


continue under the Neale name. 


According to Bob Fox, associa- |’ 


Elprin, Farrell Join Rozene 

Ira S. Elprin has been named 
art director and Thomas V. Far- 
rell copy chief of Rozene Adver- 
tising Agency, Bridgeport, Conn. 
Mr. Elprin was Rozene art di- 
rector in 1935-36, resigning to op- 
erate his own studio. Mr. Farrell 
formerly was a copywriter for 
American Chain & Cable Co. and 
advertising manager of Wassell 
Organization, Westport, Conn. 


Typographic Society Elects 

The Society of Typographic Arts 
has elected Gordon Martin, design- 
er and proprietor of the Type Shop, 
president. Other officers elected in- 
clude Francis W. Goessling, art di- 
rector of the U. S. Gypsum Co., and 
Herbert Pinzke, consulting design- 
er, vps; Phoebe Moore, free-lance 
designer-artist, secretary, and John 
Michael, proprietor of Acorn Press, 
treasurer. 


cago. 


MORNING SUNDAY 
National Representative: KELLY-SMITH COMPANY 
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WINSTON-SALEM 


JOURNAL and SENTINEL 


TWIN CITY 


EVENING 


CONVERSATION PIECE 


What’s Dialmanship? 
Listen: 

“‘What’s on?”’ she asks. 
“Don’t know,” he says. 


“Check the GUIDE,” she orders. 


Write your own dialogue. 


Pick any locale. Fact remains: 

all over America more than 12,000,000 
televiewers turn to TV GUIDE 
before they tune to you. They buy 
TV GUIDE every week, read it 
every day, refer to it all week long. 


Give them TV Guidance! 


Time to talk about fall program promotion is now! 
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THE 


LANDING 


STRIY 


as seen by 
JOHN BURGOYNE 


We've already noted in this col- 
umn some of the hoop-de-doo that 
goes in cigarette advertising—like the 
tattoo business, frinstance. When we 
traverse in retrospect the entire 
— of cigarette ads from special 
~—— ingredients through the war 
e filters and the ay eae er = 
a cancer it becomes easy to see wh y 
a song titled “I’m All Shook , a 
should catch hold and linger in the 
popular fancy. Watching the great 
Cardini do his stuff with the coffin 
nails it occurred to us that he says 
nary a word from the beginning to 
the end of his spectacular perform- 
ance. What a crasher it would be to 
get an endorsement from him for 
some brand of butts. 


Not on the filter, the taste, the in- 
se! agora the package or any such 

ck stuff as that there, but just on 
the basis that they lit up faster and 
went out quicker. The perfect smoke 
for a he-man in a hurry—and that’s 
you and me, brother! 


a R 


A buddy of ours who took a bean 
from a mountain side all the way 
through a lengthy process that made 
it come out in a jar called “Instant 
Coffee” decided he needed an ac- 
counting on the sales end. In order to 
pick the right gun load to bring down 
consumers he needed to know how 
everybody in his business was faring. 
Because he was a “natural” to get the 
dope quickly and then keep our ol’ 
buddy informed on a_ continuing 
basis, Burgoyne’s far-ranging outfit 
got the nod. Alert panels in Tacoma 
Columbus, Harrisburg and a few 
more testy towns bring back = 
word quick and steady that hel 
gunner pick the right load ai the the 
time. 


x * * 
Some little fellers won't hardly 


drink no milk at all less’n it’s all 
muddied up with chocolate in one 
form or another. A manufacturer in 
the field thought he’d intrigue the 
young’uns with a cubed cocoa prod- 
uct. No muss, no fuss, no sneeze. Jest 
take your lumps and shake, rock’n’ 
roll into a tasty chocolate milk drink. | 
Burgoyne was on the ground floor for 
test operations, natch! He toted the 
progress record in stores in Cedar 
Rapids, Louisville, and Charlotte, 


and the manufacturer expanded his 
lumpy operations for a bigger share | designers who built this market.” 


of cocoa business. 


x * * 
Yessir! It’s for sure! You grab any 


color telephone you got when you|plete food store with a self-ser- 


need a fast answer on what goes on 


in the market. This Burgoyne’s the | ment.” 


fastest answer-getter in the business! 


CROC As ORE FO Oe 


FIRST WATIONWAL BANK BLDG., CINCINNATI 2, OHIO 


Advertising We Can Do Without... No. 18 


alt 


IN SOUTHERN An ee FURNITURE AND APPtt- 
ANCES! THIS IS NOTHING NEW BEEN DOING IT FOR THE LAST 
FOUR YEARS. NO TTER HOW GO A DEAL YOU THINK ‘a 
HAVE, SEE US BEFORE YOU BUY —WE CAN SAVE YOU MONEY! WE 
HAY AL nite EM enc AM bella” $8 
AGREE T RED SPARKS BEATS ANYBODY’S PRICE ANYWHERE! ' 


Admiral Gr Fite Fil 


RerRigsRavoR! 


Foremost Branches Out 
into Print Campaign 
Foremost Dairies, :hrough Bat- 
ten, Barton, Durstine & Osborn, 
San Francisco, has launched a six 
months campaign in more than 200 
daily and weekly newspapers. The 
move marks a departure from 
Foremost’s heavy use of tv. 
newspaper ads will augment a 
four-color page series of ads in na- 
tional magazines, the first time the 
dairy firm has used national media 
on a fulltime basis. 

Local radio and ty spots also will 


frozen. 


Trudeau Joins La Salle 


in charge of sales. Mr. Trudeau for 


The | 
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Wendland to Falkenhainer 

Harry J. Wendland, account ex- 
ecutive with Anderson-McConnel! 
Advertising Agency, Los Angeles, 
has resigned to join Carl Falken- 
hainer Advertising, Los Angeles, 
as a vp and principal. Mr. Wend- 
land brings several accounts to 
Falkenhainer, including all divi- 
sions of National Rain Bird Sales 
& Engineering Corp. 


. 


be used and the first product to get | 
the national spotlight will be Fore- | ; 
most strawberry crush, a new des- | 
sert made of fresh strawberries, | 
crushed, sweetened, blended and 


Clarke Trudeau has joined La 
Salle Street Press, Chicago, as vp | 


Marie does It 
FASTER... 


complete mailings, multi- 
graphing, mimeograph- 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 

Marie keeps your Mail- 
ing List up-to-date, frees you 
| from detail work. For rush pick-up, 

uick service and fast clivery 
pene i WaAbash 2-8655. 


bb Roe 3 


this factory list price. However, 
this one.” 


FACTORY LISTS—This San Diego, Cal., advertisement is a type we can 
do without, a reader suggests. This particular one is unusually 
crude, making use of factory-supplied dealer copy and quoting the 
“factory list price” with the old, old gag that “we must advertise 


enews 
os 


1% 


21 years was production and me-| 
dia director of Beaumont & Hoh- 
man. 


| 4315S. Sie Stree Laeller Shap 5, til, P 


be sure to check Red’s deal on 


The actual price of neither appliance is shown. 


| tour” 


New York, July 16—In 1954 
there were 6,984 functioning su- 
permarkets in 46 countries, ex- 
jcluding the U. S. and Canada. 
|Today, there are 16,477 in 53 
| countries. 
| This progress report—a gain of 
135% in three years—was given 
to ADVERTISING AGE today by 
M. M. Zimmerman, publisher of 
Super Market Merchandising, who 
has returned from a “busman’s 
of 11 countries in Asia and 
Europe. 

In his jaunt around the world, 
Mr. Zimmerman took in every 
self-service merchandising opera- 
tion he could find: 


e He caught the opening of Tur- 
|key’s first supermarket, in An- 
|kara. “Every item usually sold in 
bulk in this country was in some 
way pre-packaged, even if only 
jin ordinary wrapping paper.” 


e He attended the opening of the 
latest Migros supermarket in Zug, 
|Switzerland. “From the view- 
}points of design, layout, lighting 
}and general artistry, American su- 
permarket operators can learn a 


lot from the ingenuity of the Swiss | 


le In Haarlem, he visited the la- 
|test market of Albert Heijn, the 
foremost supermarket operator in 
the Netherlands. “This is a com- 


jvice pre-packaged meat depart- 


e The highlight of his trip 
|was the Modern Merchandising 


Methods Convention held in Syd- 
ney, Australia. Mr. Zimmerman 
delivered a series of lectures on 
self service to the 1,000 Austra- 
lian retailers attending the con- 
vention. 


\. “In the eyes of Australia’s pro- 


Supermarts Flourish in Europe, Australia; 
‘Decades Away’ in Asia, Zimmerman Says 


|ducing and retailing industries,” 
he said, “the supermarket is mag-| 
ic. Everyone is eager to know the| 


formula for America’s success 


with self service. There are ap-| 


proximately 1,700 self-service 
stores in Australia today, com- 
pared to 750 three years ago, and 


new ones are opening at the rate} 


of 30 to 40 per month.” 


Australian retailers have their | 
problems, he noted. Stores can stay | 


open only half a day on Saturdays, 
price-cutting is frowned upon and 
advertising of premiums, coupons 
and prizes also is looked upon with 
disfavor. 


American brand names, he re-| 


ported, are very prominent on the 
supermarket shelves in Australia. 

Mr. Zimmerman also was im- 
pressed with the development of 
self service in Europe, where he 
said the supermarket hit with the 
impact of “an atomic bomb,” but 
he is not so sanguine about such 
Asian countries as India, Burma, 
Thailand and Malaya. 


= “In Asia,” he said, “the ques- 
tion is not one of better distribu- 
tion, but merely of living or dy- 
ing. To the hungry man, whether 
his food is wrapped in cellophane 
or not is unimportant—his prob- 
lem is simply one of survival. 
Thus, the supermarket in Asia is 
decades away.” # 


Wool Bureau Names Two 

Edward Auletta, for the past 
five years in charge of publicity 
and promotion for Currick & Lei- 
ken Co., has joined the publicity 
department of the Wool Bureau. 
Grace Van Dyke, formerly fash- 
ion coordinator for Felix Lilien- 
thal Co., has joined the women’s 
wear promotion department of the 
bureau. 


You’ve got to lure ’em 
if you want to land ’em 


—so canny fishermen and promotion- 
wise advertisers tell us. A host of these 
same advertisers make sure that the 
lure they’ve built into their advertising 
will have the same power “in circula- 
tion.”’ It’s standard procedure for them 
to specify photo-engravings facsimile- 
crafted by ROGERS—year after year. 


ROGERS 


engraving company 
2001 calumet avenue « chicago 16 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
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Advertising Age, July 22, 1957 


House Unit Hits Cigaret Industry in 
Opening Attack on Advertising Claims 


(Continued from Page 1) repeatedly cautioned members of| 
questioned at the institute said they|Congress that many claims, par-| 


| 
| 
| 


SWIFT ANNOUNCES 
NEW 


fruit: flavored 


MEATS for BABIES! 


switched to filters because they 
believed they got more protection, 
Dr. Wynder pointed out. Actually 
the cigaret companies have been 
loosening the filters, he said, until 
they allow more and more of the 
tars to pass through. 

He said the most effective filter 


ticularly for new products, can be | 
neither proven nor disproven, with 
the promoters at least one step 
ahead of the government labora-| 
tories. 
In the past, FTC has met with | 
frustration in efforts to restrain | 
| promotion of such developments as 
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ever developed was the original | antihistamines and chlorophyll. In 
one introduced by Kent, but it was| both instances the commission’s 
so effective that it allowed only |complaints were ultimately com- 
hot air to pass. “This was all right | promised long after the initial pro- 
for our purposes,” he said, “but it| motional benefits had been har- 
didn’t give much smoking pleas-| vested by the sponsors. 
ure.” | From advance indications the 
He said he is encouraged to hear | hearings will not be all milk and 
that one manufacturer has now | honey for the regulatory agencies, 
developed a filter which yields | however. On the basis of its = 
40% less nicotine. | vestigations, the subcommittee sus- 
pects failure to coordinate their 
= Dr. Wynder chided tobacco in- efforts, and to fully utilize re- 
dustry witnesses for quibbling | S°Urces available to each other. 
over the significance of research | 
results linking smoking and can-|® In its appearance before the 
cer. subcommittee FTC is expected to 
“The trouble is,” he said, “we | Stress the fact that its budget for 
are dealing with a great industry.|technical research to check the 
If this was spinach, there wouldn’t | claims of advertising totals only a| 
be much debate about the meaning |fraction of the sums available to} 
of the evidence that has been col-|™Many of the larger advertisers for | 
lected.” 'testing and promoting their prod- 
He said the tobacco industry | ucts. The commission also is ex- 
ought to face the problem and try | pected to point out that at the) 


* \ 


FRUIT AND MEAT—Swift & Co. is running this ad for its new line of 

fruit-flavored meats for babies in the August issues of Baby Care, 

Baby Talk, Modern Romances, My Baby, Parents’ Magazine and 
Your New Baby. McCann-Erickson is the agency. 


leagues smoked moderately yes-| the dangerous factors, if any, have 
terday while listening to Dr. Cuy-| been identified.” 

ler Hammond explain why the! 

American Cancer Society believes|# Chairman Blatnik wanted to 
smoking is a causitive factor “of| know why, in the absence of any 
great importance” in the occur- | research, the cigaret companies put 
rence of several forms of cancer,|so much effort behind filters. Dr. 
and a dangerous factor in coronary | Little suggested that “perhaps the 
artery disease and peptic ulcers.) attack on the tobacco industry was 
(Rep. Blatnik uses a cigaret holder|so well organized, the members 
which he acquired while serving were stung. Their natural reaction 
with the Office of Strategic Serv-|may have been to do whatever 
ices in Yugoslavia in World War' they could while a research pro- 


to deal with it. The fact that doc- 
tors smoke isn’t at all significant, 
he said. “Research shows doctors 
die of lung cancer just like anyone 
else.” 

In line with his belief that the 
solution is in an effective filter, he 
said standards for filters should 
be developed and manufacturers 
should be required to divulge the 
effectiveness of the filter they use. 

Later Rep. Blatnik told ApveER- 
TISING AcE this seemed to be a 
sensible idea. “We draft standards 
for all kinds of products. It should 
be possible to do it for filters too.” 

Early next week the subcommit- 
tee will hear more researchers, in- 
cluding the U. S. Public Health 
Service, Dr. Foster Snell of Snell 
Laboratories (who performed tests 
published in the July Reader’s Di- 


gest) and Dr. Robert DuPuis, re- | 


search vp for Philip Morris Ltd. 
According to schedule, the probe 
will reach its first target July 26 
when Robert T. Secrest, acting 
chairman of the Federal Trade 
Commission, will be called to re- 
port on the commission’s expe- 
rience with the tobacco industry. 


s As the hearings got under way 
Rep. Blatnik left no doubt about 
his intentions of going beyond 
cigarets. He said weight reducers 
are scheduled next, then tranquil- 
izers, and eventually—he thinks— 
fake price-ticketing. 

He says his subcommittee on 
legal and monetary affairs wants 
to know whether federal agencies 
concerned with false advertising 
are carrying out their assignments 
effectively. While FTC has been 
singled out for attention in the 
cigaret hearings, the subcommittee 
also is concerned with the activi- 
ties of the Food & Drug Adminis- 
tration, and the administration of 
anti-fraud laws by the Post Office 
Department. 

“As the art of advertising has 


been refined,” Rep. Blatnik ex-| 


plains, “and its influence has 
grown through newspapers, pe- 
riodicals, radio and television, the 
responsibilities of these agencies 
have grown accordingly.” 


s One possible goal of the investi- 
gation, it is reported, is to deter- 
mine whether federal agencies 
have sufficient laboratory  re- 
sources to successfully challenge 
claims for foods, drugs and cos- 
metics. 

In the past, FTC officials have 


present time it has only two pro-| II.) 

|fessionally qualified technical men| He flared up when Dr. Clarence 
on the staff of its medical division. Cook Little, chairman of the 
| On the other hand the sub-| Tobacco Industry Research Com- 
committee suspects the various | mittee, cautioned that research in- 
| regulatory agencies have been|to cancer can’t be rushed. “When 
|plowing their individual fields! we wanted the atomic bomb and 
with little effort to keep informed | the hydrogen bomb, we were able 
about work going on elsewhere in|/to use crash programs and get 
government. Rep. Blatnik told results,” Rep. Blatnik commented. 
| ADVERTISING AGE he intends to ask} When Dr. Little argued that 
|FTC, for example, why it has done| basic laboratory work had already 
|nothing about ads for weight re-|been completed when crash re- 
iducing products, although the|search was used in the atomic 
\fraud section of the Post Office|field, Rep. Blatnik said that “all 
Department has gone after them that existed was on three sheets of 
vigorously. | paper.” 


| 
i‘. “Here’s a product which can’t|® Neither Dr. Hammond nor Dr. 
be sent through the mail,” he ex-| Little gave the subcommittee any 
claimed, “yet it can be sold over) information on filters. “If people 
the counter.” | will standardize on a filter, then 

FTC’s appearance before the use them for about 15 years, per- 
subcommittee next Friday is sure | haps it will be possible to find out 
to involve a review of the ten-year | something,” Dr. Hammond said. 
long struggle to force major to- Dr. Little sought to establish his 
bacco companies to drop claims|independence from the tobacco 
that cigarets can be used without|industry. When Rep. Martha W. 
irritating the respiratory tract. Griffiths (D., Mich.) asked why 

These cases, filed during World|cigaret companies came out with 
War II, were ultimately settled | filters, he replied it was “a matter 
by cease and desist orders against | of complete and enthusiastic in- 
most major companies. Two years| difference” with him. “I am not a 
ago controversial “medical” claims |cigaret smoker,” he chuckled. “My 
by cigaret makers were ruled out/nose is too long, and it gets 
of bounds under a voluntary ad-| burned.” 
vertising guide drafted by the Dr. Little took the position that 
commission’s office of voluntary | no causative relationship has been 
cooperation and accepted by the/|established between smoking and 
tobacco companies. 
| Currently the commission is still | tion is a potential irritant, includ- 
\battling with tobacco companies,|ing exhaust fumes as well as 
but the new cases deal solely with | tobacco smoke, but he said there 
promotional allowances, and are|are too many unanswered ques- 
not related to the controversy over | tions. For example, he asked, why 
cigaret advertising claims. Com-/do a small minority of smokers de- 
mission personnel insist current|velop cancer, while the great 
advertising claims generally con-| Majority do not? 
form to the voluntary standard, 
and usually involve nothing more 
than permissible “puffery” which 


® He offered little encouragement 
when Rep. William E. Minshall 


cancer. He agreed that any inhala- | 


|gram seeking to get all the facts 
was going on.” Dr. Little said his 
| committee has made about 70 
grants totaling $1,800,000 to re- 
|searchers and it has been entirely 
| free from any pressure by the 
|tobacco industry. He said the to- 
| bacco people are good citizens and 
he is sure they would be willing to 
face any unpleasant facts which 
come out of the research. 

His statement that the tobacco 
industry research program is a 
“pioneer effort” by a great indus- 
try “to support on a large scale 
basic research under the free ini- 
tiative and control of scientists” 
was apparently lost on Chairman 
Blatnik. During the question period 
the chairman jabbed, “Don’t you 
know the tobacco people are 
spending considerably larger sums 
on promoting filters than they are 
on your research?” 


|@ Rep. Blatnik said the subcom- 
mittee has been gathering infor- 
mation on filter advertising for 
several months. 

“Some _ reports indicate that 
many filter cigarets afford little 
if any protection to the public, 
although cigaret advertisers have 
emphasized the superiority and 
effectiveness of their particular 
filter. If the public is being fooled 
we want to find out why the ap- 
propriate federal agencies have not 
|done something about it.” 
| He said the cigaret companies 
/rescued themselves by introducing 
filters in 1954, after the lung can- 
|cer scare resulted in the first sales 
|drop in 21 years. 
| “Fears of the public were 
| quieted,” he said, “and sales 
climbed again and are now at an 
jalltime high.” He estimated the 
percentage of filter sales increased 
from 1.5% five years ago to 40% 
|this year. # 


is unobjectionable under existing 
law. 


s Rep. Blatnik, a 46-year-old 
sharp-spoken ex-paratrooper from | 
iron mine districts of Minnesota, 
with graduate training in teaching 
and public administration, intro- 
| duced the investigation by pointing | 
out that the public spends an extra | 
$500,000 daily just for filters on the 
cigarets. He said, “We want to find 
out if the public is receiving the 
protection they are paying for and 
which the manufacturers have as- 
sured them they are receiving.” 
He and at least two of his col- 


(R., O.) pressed for an estimate of | 
the number of years which will be| Otis to New PR Post 
needed to reach conclusions, but} Black-Clawson Co., New York, 
finally predicted that three years| manufacturer of pulp and paper 
would be required before human/|mill machinery, has appointed D. 
lung tissue could be kept alive| Bruce Otis Jr. to the new post of 
outside the body so that its re-|manager of public relations. Mr. 
action to various tests could be| Otis was formerly associate editor 
studied. of Paper Trade Journal, New York. 
Under questioning by another | 
committee member Dr. Little in-' Coburn Joins Sutton 
sisted he had no knowledge of re-| Sutton Publishing Co., 
search by cigaret companies into| Plains, N.Y., has appointed Robert 
the effectiveness of filters. His own|W. Coburn district manager of 
committee steered clear of this be~| Electrical Equipment, represent- 
cause “the problem of removal|ing the Cleveland territory. He 
cannot be approached until after;was with Rogers Publishing Co. 


White | 


Swift Mails New 
Baby Foods Products 
Direct to Mothers 


Cuicaco, July 17—Swift & Co. 
and McCann-Erickson have bor- 
rowed some merchandising tech- 
niques from the soap and tooth- 
paste fields in promoting Swift's 
new line of fruit-flavored meats 
for babies. 

The meat packer is using a di- 
rect mail sampling technique in 
selected markets in the West and 
is mailing jars of the baby food 
direct to consumers. The self mail- 
er, which wraps around the jar, 
contains printed information about 
the new products. Swift said this 
is the first time that baby food 
samplings by direct mail have 
been used. 

The company also has mailed 
samples to doctors in a four-color 
box shaped like a child’s block, on 
five sides of which the letters in 
the Swift mame are printed. In 
addition, another mailing contains 
a free coupon for one jar of the 
new product plus a 10¢-off coupon 
for any Swift baby food product. 
More than 1,000,000 mailing pieces 
have been used in the national 
campaign. 

The new baby food products are 
ham with raisin sauce, lamb with 
mint flavor and pork with apple 
sauce. 

Other media which are being 
used in the promotion include 66 
Sunday newspaper supplements; 
food sections of 90 daily newspa- 
pers; Modern Romances and Par- 
ents’ Magazine and six baby mag- 
azines; three medical magazines; 
plus spots on the Garry Moore 
and Art Linkletter tv shows. + 


N. Y. Dailies Lose 
Readers at 10¢; 
1 Lowers Ad Rate 


New York, July 18—New York’s 
three afternoon papers have suf- 
fered circulation declines since 
March, when they all jumped their 
newsstand price from 5¢ to 10¢, 
and yesterday the World-Telegram 
& Sun announced a general rate 
reduction of 15¢ a line and a re- 
tail rate slice ranging from 7¢ to 
10¢. 

For the six-month period prior 
to the per copy price boost, the 
World-Telegram’s average daily 
circulation was 577,891. For the 
three months ended last June 30, 
the circulation was 468,133. On the 
same basis, the Journal-American 
slid from 698,881 to 585,121 and 
the Post dropped from 428,817 to 
$50,814. 

Figures for the three-month pe- 
riod ended June 30, 1957, and 
June 30, 1956, show the World-Tel- 
egram’s circulation declining from 
588,522 to 468,133; the Journal- 
American dropping from 723,258 
to 585,121, and the Post falling from 
420,709 to 350,837. 


® Vernon Brooks, associate busi- 
ness manager of the World-Tele- 
gram, in a letter to advertisers, 
said the paper’s daily circulation 
in June, 1956, was 576,159, com- 
pared with 479,569 for June, 1957. 
Until the paper announced its 15¢ 
reduction, its general line rate was 
$1.80. The Journal-American gets 
$1.90 and the Post $1.55. 

Neither the Journal nor the Post 
intends to reduce rates, it was 
learned. But some retail store lead- 
ers think these papers may follow 
the World-Telegram’s lead later. 

First response to the World-Tele- 
gram’s rate slice was the return 
of Gimbels department store to 
the ad columns of that newspaper 
after a three-year absence. Gim- 
bels took the back page of the 
first section. + 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two iines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 
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_ AVERAGE PAID CIRCULATION FOR 
6 MONTHS ENDING DEC. 31, 1956 


HELP WANTED 
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HELP WANTED 


PUBLIC RELATIONS - AD ASSISTANT 
Young woman public relations or adver- 
tising beginner who likes to write and 
wants to enjoy life in Wonderful Wis- 
consin. Train for publication work, pub- 
lic relations, sales promotion, advertising, 
with fire-casualty company experiencing 
rapid growth. Progressive training pro- 
gram to help you to success 
HOME MUTUAL INSURANCE COMPANY 
APPLETON, WISCONSIN 
If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA. 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 

202 S. State St., Suite 1302-4 
PREFER NEWSPAPER WORK? 
Young, aggressive, experienced display 
salesman wanted by rapidly expanding 


N.J. daily in N.Y. metropolitan area. 
Exceptional opportunity for live-wire 
salesman. Salary and bonus. Liberal 


fringe benefits. Reply to 

Box 9732, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 
Stating experience and salary require- 
ment. Mention references 
CIRCULATION MANAGER 

In charge of the circulation of controlled 
circulation monthly and a paid weekly 
plus IBM reader service. Successful ex- 
perience in paid circulation promotion is 
necessary. Write Circulation Manager, 19 
East 62nd Street, New York 21, N.Y. 


MOLENE 


Editors Public Relations 
Copywriters ............. Advtg. Managers 
Artists Media Production ...... Service 


SPACE SALESMAN 

To represent leading consumer-fashion 
magazine in men’s apparel industry. Cre- 
ative selling ability, knowledge of adver- 
tising values required. Want ambitious, 
personable, future-seeking young man. 
Splendid opportunity. See Miss Richards, 
Esquire, Inc., 65 E. 

Room 1905, Chicago, Il. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 

209 So. State St.. Ha 717-1991 Chicago 


ART DIRECTOR 
For fine Midwest Department Store. Must 
be able to originate creative layout, di- 
rect staff. Retail experience preferred. 
Immediate Opening. Send resume to: 
Box 9747, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SPACE REPRESENTATIVE 
We have a fine position for a space 
salesman who's*been at it long enough to 
know what creative selling really means. 
We are a leading agricultural publisher 
well accepted and respected in the trade. 
Travel in Midwest. Good basic salary 
and bonus incentive. Tell us about your- 
self in a. letter, including best interview 
time. 
Box 9746, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SALES & SALES PROMOTION 


| Leading packaging company offers career 


is grist which comes to our mill” | 


Andover 3 4424-105 W. Adams St.-Chgeo. 3 | 


TRAFFIC MANAGER 
Leading network television station 
Milwaukee must fill vacancy by 
August. Wonderful opportunity for gal 
with station and sales rep experience. 
Mail job history, photo, salary requested 
for confidential consideration 
Box 9743, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SALESMEN TO CALL ON NEWSPAPERS 
WITH HIGH INCOME SIDE LINE 
Established over two years-top dailies 
now subscribe to this service-all sold by 
one part time salesman. Service the only 
one of its kind, now ready for intensive 


in 
early 


development. U.S. and Canada to be di- 
vided among just six men. Liberal 
commissions on new contracts and re- 


newals. Minimum earnings should exceed 
$5000 per year. No investment required. 
Box 9744, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


MEDIA DIRECTOR 


for 
GROWING AD AGENCY 
Top-notch man desired, with experience 
in both print and broadcast media. 
This job should be highly attractive to 
even a well-situated media director — 
and if you are a smart assistant with 
growing pains, here's your big chance. 


Cliff Knobie 
DRAKE PERSONNEL, INC. 
220 So. State St. + Chicago « HA 7-8600 


SENIOR 
MARKET ANALYST 
ABLE TO: 


@ Evaluate projects, design solu- 
tions and submit reports which 
will increase profits. 


@ Work on own initiative with lim- 
ited supervision. 


@ Supervise small clerical stoff. 


SHOULD HAVE: ? 
@ At least 2 or 3 years of pro- 
gressively successful experience, 
preferably including consumer 
analysis. ‘ 


@ General 
scope of 
problems. 


familiarity with broad 
business and sales 


@ College degree in Liberal Arts or 
Business, advanced training pre- 
ferred. 


WILL BE: 
@ Reporting directly to top man- 
agement. 


@ Operating with broad scope on 
fundamental merchandising prob- 
lems. 


® Associated with major Chicago 
organization, recognized as lead- 
er in its field. 


Submit two page resume in confidence 
to: 
Box 679 ADVERTISING AGE 
200 E. illinois St., Chicago 11, Hlinois 


opportunity to creative man to sell Point 
of Purchase display ideas to manufactur- 
ers of consumer goods. Degree plus 5 
years sales experience in advertising, 
printing, packaging, etc. Age 28-40. Start- 
ing salary $8,-$10,000. Location NYC. 

Box 9748, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N.Y. 
ADVERTISING ART STUDIO, NEW 


| YORK CITY HAS OPENINGS FOR EX- 


PERIENCED ART SALESMEN. HIGH 
COMMISSION. PLAZA 53-0691. 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chgo. Su 7-2255 
SPACE SALESMAN 
Consumer magazine ad salesman, heavy 
on creative sell and knowledge of mar- 
keting processes. Salary open. Send resu- 
me to: 
Box 9745, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ACCOUNT EXECUTIVE 
WANTED 
Solid, well-educated, married ad man — 


25 to 35 with good selling personality 
and several years experience in depart- 
ment or agency to service current 
accounts and develop new business. Very 
good starting salary with highly attractive 
possibilities. 


Cliff Knoble 


DRAKE PERSONNEL, INC. 
220 So. State St., Chicago, HA 7-8600 


ARTIST 


Impressive opportunity for expressive com- 
mercial artist in Florida's fastest growing 
city. Man with good stuff and right ex- 
perience can write own ticket. Send full 
particulars to: 

Robert Curran Studio—515 WN. Orange 
Blossom Trail, Orlando, Florida. 


ADVERTISING ART STUDIO 
WELL STAFFED HEART OF NYC, WANTS 
TO BUY OR MERGE WITH SMALLER ART 
STUDIO. BOX 683, ADVERTISING AGE, 
480 LEXINGTON AVE., NEW YORK 17, 


N.Y. 


The Midwest's 
outstanding placement 
service for Adv.-Art & 

allied fields. 
appointment only 
« MADISON « SUITE 1417 
CHICAGO 2, ILL. 
CEntrel 6-5670 


if You Have Proved Yourself A 
HARD-HITTING FARM 
ADVERTISING MAN 

this is a rare opportunity to bring 
your business career to the fulfillment 
you want with long-established 4-A 
Advertising Agency. Emphasis on cre- 
ativeness and contact abilities as you 
work with congenial fellow profession- 
als in all phases advertising, sales 
promotion, merchandising and col- 
lateral campaigns for leading farm 
marketers. Farm equipment back- 
ground helpful, but not essential. Top 
salary, substantial profit-sharing and 
retirement participation for right man. 
Tell and sell your qualifications in 
first letter. Photo appreciated. Mid- 
west location. Replies held in strictest 
confidence. Reply to 

Box 681 ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


| 


POSITIONS WANTED 
TECHNICAL & CHEMICAL COPY WRIT- 


POSITIONS WANTED 
EXPERIENCED SPACE SALESMAN 


ER, FREE LANCE crectes sound, crisp | Proven ability to increase space sales in 


industrial copy, manuals etc; complex | competitive situations. Self-starter. Pres- 
mechanical or chemica! assignments in-| ently employed. Industrial field, excel- 
vited 


‘Box 9726, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


lent contacts, midwest territory. 
Box 9753, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUSINESS BUILDER 
Aggressive, alert 4-A account executive 
wants participation with growing agency. 
Knows food, beverage, household fields; 
success stories on marketing, copy, sales 
promotion. Holds old accounts, develops 


new; seasoned, capable. Resume air- 
mailed on request. Prefer Mid-West or 
West. 


Box 9660, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PRODUCTION DIRECTOR 
Ten years experience with ad agencies 
and major appliance manufacturer. Thor- 
oughly versed in graphic arts problems, 


| 
| 


DYNAMIC, YOUNG ADV. MGR. FOR 
DYNAMIC, YOUNG IND’'L MFGR. 
I thrive on responsibility. Present job 
can't satisfy me. Exp’d in all phases of 
ind’] adv., sales prom. Would also make 
willing and capable understudy to busy 
mktg. dir. But must work for dynamic 
aggressive co. in N.Y.C. or Westchester. 
$10M is my present value, and I can be 
worth every cent of it to your company. 
Box 9754, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ADVERTISING SALESMAN 
Unusually fine record of selling space 
especially in adding new classifications. 


| processes and sources for advertising and|2 years agency, 2 years publishing exp. 


| 


duce quality jobs on schedule. Honest, 
loyal, and immediately available for big 
challenge!! 
Box 9749, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CREATIVE 
ADVERTISING EXECUTIVE 
10 Years of solid advertising background 
young (35) ambitious, with drive, Agency 
owner 2% years, desires position with 
Agency as A.E. or Ad Mgr. with Mfg. 
Co. Exp. includes Marketing, Research, 
Copy Art, Promotion, and the ability to 
produce creative ideas. Willing to relo- 
cate. Present income $9,600. 
Box 9750, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
COPYWRITER OR COPY-CONTACT 
5 YEARS SELLING EXPERIENCE 
Do you need someone especially trained 
in the creation and production of col- 
lateral materials? If you are a small or 
medium size agency or company, and 
you seek capacity to grow with your or- 
ganization write: 
Box 9751, ADVERTISING AGE 
200 E. Illinois, Chicago 11, Illinois 


WOMAN: MANAGER OF LARGE OFFICE. 


OR MAJOR EXECUTIVE ASSISTANT 
Experience covers work as business sys- 
tems analyst; branch office analysis 
(traveling) and procedure development; 
office manager and assistant to president 


| 


| 


on plant procedure (over 100 employees); | 


handling customer complaints and inter- 
departmental problems. Experience (18 
years) covers advertising *gency work, 
printing and direct mail, business record 
systems and insurance. 

Salary objective $10,000. 

Box 9752, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


MOTION PICTURE PRODUCER-DIRECTO! 
Now with large west coast industrial film 
unit, seeks greater challenge for talents 
developed thru 15 years of top flight film 
production experience. Two award winning 
productions last year (prints available). 
Frefer ‘‘work horse” connection with main- 
line film producer or adv. agency. Can 
assume full respons bility and turn out 
superior product. Write, or wire for pic- 
toriai résumé 

Box 680 ADVERTISING AGE 

200 E. Illirois St.. Chicago 11, IIlinois 


PUBLICATION EDITING 
House Organs, Etc. 


33 E. Congress Pkwy. 
» Chicago 5, Illinois 


CUMMINGS 


JUNIOR ACCOUNT EXECUTIVE 
A young college graduate with some advertising 
experience and superior growth potentialities 
will find this to be a real opportunity 
A well established, smaller, general advertising 
agency in Syracuse, N.Y. is now ready for 
substantial expansion. A first step is the 
addition of this man to service certain estab- 
lished accounts and to develop new ones 
under the _ direction guidance of the 
principal. There will ample freedom 
create and execute ideas, with 
assistance of competent specialists 


and 
be 
fresh 


can be achieved as soon as merited. Anticipated 
starting salary abyit $5.0 
For further information please write: 
John W. Willard, Personnel Consultant 
753 James Street. Syracuse, N.Y 


a 


Full account executive status, with participation, 


AD AGENCY 
EXECUTIVE 
Wanted 


To join forces with 16-year-old progres- 
sive, growing agency (20 employees) 
and create for himself ao secure future; 
Profit sharing—stock ownership—participa- 
tion in management. 
Age 35-45. Requirements: Thorough, well- 
rounded experience with other leading 
agencies . . . AE, new business, marketing, 
planning, presentations. if you con prove 
this, please contoct Mrs. Morgot Nelson. 
H. GEORGE BLOCH, Inc. 
A Marketing Orgonization ond 
Advertising Agency 
111 South Meramec, Clayton 5, 
St. Louis, Missouri 
Phone: PA 5-2560 


| 


} 


| 
| 
| 


| sales promotion. Can economically pro- Salesmanship samples for free. 
South Water St., | 


Box 9758, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ARTIST 11 YEARS EXP. 
Wants challenging position. Young (35), 
creative. Experience includes layout, il- 
lustration, keyline, cartoons, fashions, re- 
tail and agency work. Will relocate. 
Box 9755, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
AVAILABLE SEPTEMBER 1 
ADVERTISING-PUBLIC RELATIONS 
Experienced ad manager with rich public 
relations background. Capable of organiz- 
ing and executing complete advertising, 
public relations programs, supervising 
and coordinating work of ad agency. A 
self-starter who carries through to im- 
pressive finish. Ten years in present po- 
sition. 
Box 9757, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
COPYWRITER - ADV. ASSISTANT newly 
minted in advertising agency via steno- 
secretary-copywriter-assistant to Vice 
President path. Contribution: creative, 
carefully trained national accounts—print 
fconsumer, trade), network, sales pro- 
motion. Seeks: challenge 
Box 9756, ADVERTISING AG 


Advertising Age, July 22, 1957 


Co-op Advertising 
How It Works 


Reprints of the three-part 
series on co-op advertising 
by Lester Krugman are now 
available. Single copies are 
$.50 each; 10 to 100 copies 

_ $.30 each, Orders should be 
addressed to Library, Adver- 
tising Age, 200 E. Illinois St., 
Chicago 11, Ill. Please send 
remittance with order. 


Kerker Peterson Hixon Hayes 
Starts Profit Sharing Plan 

Kerker Peterson Hixon Hayes, 
Minneapolis, has initiated an em- 
ployes’ profit sharing plan. Dis- 
tribution of annual profits, the 
first of which will be made this 
month, is based on years of serv- 
ice. The plan embraces all agency 
personnel who become eligible, 
beginning with present employes 
who have two years of service. 

Jay B. Peterson, president, 
termed 1956-57 the most success- 
ful year in the history of the 
agency, which was originated 
seven years ago as a two-man 
partnership and has grown into 
a 50-man agency. 


E 
480 Lexington Ave., New York 17, N.Y. | WITN Adds Representative 


REPRESENTATIVES WANTED 


New Method of Full Color Printing 
With Transparent Inks. Low Cost-Beauti- 


WITN, Washington, N.C., tv 
station, has appointed James S. 


ful Color-Fast Service. Short run cata-| Ayers Co., with offices in Char- 


logues our specialty, Skokie Colorgraph, 
Ine., Morton Grove, lll. ORchard 4-7400— 
Representatives Wanted. 


REPRESENTATIVES AVAILABLE 
PUBLISHERS REPRESENTATIVES 
Midwest, seeking trade & consumer mags 
Bex 9759, ADVERTISING AGE 
200 E. Dlinois St., Chicago 11, Illinois 


ADVERTISING ASSISTANT 
Fine opportunity for young man—22 to 


33—with adequate educational back- 
ground, good training in fundamentals 
and some experience in writing, planning 
and production of literature, publicity, 
promotion bulletins, etc. 

This job is highly attractive, pays well 
and can lead to quick advancement. 


Cliff Knoble 
DRAKE PERSONNEL, INC. 
220 So. State St. « Chicago « HA 7-8600 


| 
| 
! 


lotte and Atlanta, southeastern 
representative. Headley-Reed Co. 
continues as national representa- 
tive for the station. WITN also 
has promoted G. Earl Broome from 
an account executive to sales 
manager. 


Our 46th Year 

ASST. A. E., farm equip. $10-13M 
MKT. PLANNER. Heavy construc- 

tion or public works exper. $10-12M 
COPY. Farm equipment. $9-10M 
COPY. Young man determined 

to be a star. Agcy $10,000 
EDITORIAL ASST. House organ, 

broadsides, direct-mail. $8-9M 
COPY, indust. Agcy to $8,400 


GLADER CORPORATION 


Don Harris, Dir., Adv. Div., 
110 8S. Dearborn CE 6-5353 Chicago 


SERVICE MAN 
PHOTO - ENGRAVING 


We need a good experienced 
man. Top quality shop. Tell 
us in confidence when you 
can start and salary expected. 


Box 682 ADVERTISING AGE 
200 E. Illinois St., 
Chicago 11, Illinois 


MEDIA DIRECTOR 
12,000 


Well-known Southern agency seeks man 
with solid 8/G in print and broadcast 
media. Should be efficient administrator. 
Excellent opportunity. Contact me in con- 


fidence. 
George E. Pyikas 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 
220 S. State St. + Chicago - WA 2-4800 


SHOE TRADES CONSULTANT 
The Footwear industry’s one and only 
Distribution and Product Development 
Consultant available for Agency or Man- 
agement Consultants for part time as- 
signments for your Footwear accounts. 
Over 20 years Top Policy-level experience, 
specializing in Sales Force and Manage- 
ment problems, instituting Sales Stand- 
ards, Controls, and Training procedures. 
Knows shoe factory and construction fac- 
tors as well as styling, line development, 
advertising and promotion. 
Richard M. Jones & Co. 
10 High St., Boston 
HAncock 6-7983 


COPY DIRECTOR wanted to share ex- 
citing future in St. Louis agency. 
Competent writer who can produce 
good industrial and corporate adver- 
tising copy for varied accounts stead- 


ily and in quantity. Not a learner’s 
ob. You must be a well-grounded 
rofessional, skilled in soaking up 


acts, getting on pitch, and writing to 
deadlines. That’s hard work and we 
know it. But if you can fill this pres- 
ent need the rewards will match your 
efforts and your future will be bright. 
We’re now a medium-size agency; our 
growth in the next few years will be 


rapid. 

Vow join an enthusiastic, friendly 
team in an agency where creativity is 
not departmentalized. 

Our staff knows about this ad, and 
looks forward to helping you get in 


the swing of things. Write now, in 
detail and in confidence, to Box , 
Advertisi Age, 200 E. Illinois St., 
Chicago 11, Il. 

For Sale 


DISPLAY 


MOBILE 


TRACTOR-TRAILER AND 
10 KW AC GENERATOR 
$7,500 


SPERRY PRODUCTS, INC. 
DANBURY, CONNECTICUT Pioneer 8-358! 


WANTED 
Intelligence - - - Ability - - - Experience 
for established, expanding 
Chicago Advertising Agencies 


Account Executive $12,000 
building materials 

Art Director $20,000 
industrial accounts 

Asst. Acct. Exec $10,000 
farm equipment 

Media Director . $10,000 
industrial accounts 

Asst. Production * $7,000 
industrial accoun 

Copywriters (4) $9,000 
consumer, industrial 

Science Editor $10,000 


rial 
All inquiries handled confidentially. By 
Appointment Only. 
William Wright 
Cornell Personnel 
14 East Jackson WaAbash 2-7580 
Chicago 4, Illinois Suite 1206 


DOUG SMITH, INC. 


A complete service 
of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE + CHICAGO 
FRanklin 2-3280 
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Medium Agency 
Can Tailor Its 
Campaigns: Okie 


(Continued from Page 3) 

on a group system. The group sys- 
tem, according to Mr. Okie, largely 
eliminates the threat of medioc- 
rity. “The minute you go to the 
group system and throw the prob- 
lem to a number of people, you 
generate more ideas; ideas are the 
life blood of any agency,” he said. 

Mr. Okie, who started in the 
mail room at Mathes in 1933 and 
who has since worked in every de- 
partment of the business, feels his 
agency “lacks flamboyance and 
sometimes is inclined to be too 
conservative.” But he has “no spe- 
cific plans” to make Mathes 
flamboyant. 


® Rather, he wants the agency to 
“go right on giving out with tre- 
mendous energy and chewing the 
bone right down to the marrow.” 
He likes the reputation Mathes has 
with clients for “thoroughness,” 
the “interest it shows in accounts” 
and the “deep service jobs” it 
supplies. 

Mathes is a shop whose growth, 
until 1955-’56, was something less 
than spectacular. It added $800,- 
000 in one four-year span, moving 
from $10,500,000 in 1945 to $11,- 
800,000 in 1950. Between 1950 and 
1955, when it increased from $12,- 
500,000 to $14,500,000, its best sin- 
gle year saw the addition of $700,- 
000 in billings. Then, in 1956, it 
jumped $3,000,000, to a total of 
$17,500,000. 1957 could be the 
agency’s best in billings growth. 

Accounting for the big gain in 
56 and °’57 were heavier billing 
and the addition of Odorono and 
Peggy Sage cosmetics, Herman 
Miller furniture, Crown Cork & 
Seal, Norwegian American Knit- 
ting Mills, Old Dutch coffee, Lu- 
kens Steel, Keuffel & Esser Co. 
and Behr-Manning. 


s No major account was lost until 
Crown Cork returned this past 
March to Speed & Co., where it 
had spent the previous 24 years. 
New pr accounts at Mathes include 
Union Carbide divisions, Nuclear 
Co., Electrometallurgical Co. and 
Linde Air Products. Biggest bill- 
ers at Mathes are Union Carbide 
and Canada Dry, both in the 
multi-million class. 

“I don’t differ in any great 
degree from Jim Mathes,” said Mr. 
Okie. “He believed in custom- 
tailored campaigns, and so do I. 
We have 31 accounts in the shop, 
and we can do that; we have 252 
people.” 

Mr. Okie means to capitalize on 
a trend he has discerned among 
medium-size advertisers. 

“They want and need depth of 
service and complete understand- 
ing of their operations,” he said. 
He thinks this represents an op- 
portunity for middle-size agen- 
cies, “because big agencies often 
haven’t the time to get deeply into 
the problems behind the prob- 
lems,” on, say, 100 accounts. 


s A square, chunky, florid man, 
who moves briskly, Mr. Okie is in- 
clined to operate in a somewhat 
more relaxed atmosphere than in 
the past. But there’s one thing 
he’s adamant about. That’s a 9 
a.m. start for everyone in the 
shop. And that doesn’t mean 9:05 
or 9:10. 

“Since the end of World War II 
I’ve gotten into the office at 8:30 
every morning,” he said. “I don’t 
enjoy it, but I’ve gotten used to 
it. It gives me a clear half hour 
with no interruptions. 

“JT don’t see any need for peo- 
ple to get in after 9 a.m. If you’re 
tied up with a client until 4 a.m. 


Parrild 


bureau, Copenhagen; Ivar Oftedal 


Scandimark will be represented 


a 
a + TE 


Oftedal Svensson 


SCANDIMARK—The managing directors of three Scandinavian ad- 
vertising agencies meet in Oslo to form a combine—Scandimark— 
that will market for clients throughout Scandinavia. Shown here 
in good spirits over the move are Sven Parrild of Ulrichs Reklame- 


of Vestlandske Salgs & Reklame- 


byra, Oslo, and Rune Svensson, ECO Annonsbyra, Stockholm. 


in the U.S. by National Export 


Advertising Service, New York. 


and you’re able to work, you} 
should be in at 9.” 

Other than that, he favors fos- 
tering a feeling of independence 
among the top guys at the agency. 
“They should have a strong feel- 
ing on what needs to be done, and 
do it,” he says. He’s inclined to 
delegate authority—and to trust 
his delegates. 

“Back in 1945,” he reminisced, 
“I had to make a business trip to 
Cuba, and a couple of gals in the 
office asked me to bring them 
some perfume. I bought $140 
worth and asked that the bill be 
sent to the office. The bill went 
to J. M. Mathes—personally. Jim 
called me in, handed me the tab, 
and said, ‘What the hell have you 
been doing in Cuba?’ 


s “Jim trusted me,” he grinned. 
“Anyway, he must have believed 
my story; I’m still here.” # 


Beckman, Koblitz Form New 
Los Angeles Agency 

Milton J. Beckman, owner of! 
Beckman, Hamilton & Associates, 
Los Angeles, and Edward L. Ko- 
blitz, founder of Edwards Agency, 
Los Angeles, have combined oper- 


| 
| 


| 


Milton J. Beckman 


Edward L. Koblitz 


ations to form Beckman, Koblitz 
Inc. Both men started their re- 
spective agencies shortly after the 
war. 

The new company will head- 
quarter, effective Aug. 1, in its 
own building at 915 N. La Cienega 
Blvd., Los Angeles, quarters of 
Edwards agency. 


Drug Store Sales Up 4.4% 
According to preliminary re- 
ports by Drug Topics, drug store 
sales for the first six months of 
this year are estimated to be 
ahead 4.4%. Complete findings of 
the publication’s annual study on 
“What the Public Spends for 
Drug Store Products” will be pub- 
lished in the Aug. 5 issue. 


Cordner Joins Stromberger 


Carter B. Cordner, formerly 


copy group head of Geyer Adver- 


Consumer Now Tells 
How to Run Shop, 
Music Men Told 


Cuicaco, July 18—A changing 
market situation that has permit- 
ted the consumer to determine how 
a retail business should be run 
was described here today for music 
retailers attending the annual mu- 
sic merchants show. 

Philip Lesly, of the public re- 
lations company bearing his name, 
said that since World War II, such 
innovations as shopping centers, 
self-service stores, discount houses, 
catalog houses and universal in- 
stalment buying were designed to 
appeal to the consumer’s demand 
that he control the methods of 
selling. 

“We have gone rapidly from an 
atmosphere in which the business 
man concerned himself primarily 
with the mechanics of doing busi- 
ness, to the present situation, in 
which the desires and interests of 
the consumer determine every- 
thing,” Mr. Lesly declared. 

For traditional retailers to sur- 
vive, he said, they must direct 
their thinking “toward how you 
can appeal more to those hidden 
desires for self-esteem and pride of 
ownership that are the great moti- 
vating forces behind most of the 
things people buy today.” # 


KEY-T Changes Lineup 


KEY-T, Santa Barbara, Cal., tv 
station, has promoted Dick Sinclair 
to manager of promotion and ad- 
vertising. Ronald F. Thaheld, for- 
merly with Coro Foundation, San 
Francisco, has joined the promotion 
department. The station also has 
named Ken Wagner art director 
and Tom Slocum an account ex- 
ecutive. Mr. Wagner was previous- 
ly with WBZ in Boston and KPIX 
in San Francisco. Mr. Slocum was 


formerly with WKZO-TV in Kal- 
amazoo, Mich. 


Wright Joins Silas Snider 

Henry Wright, former editor of 
Architectural Forum, has joined 
Silas Snider Associates, New York, 
as vp in charge of building prod- 
ucts field research and promotion. 
The company designs industrial 
advertising literature and handles 
technical publicity. 


Epsco Names Peet A.M. 

William J. Peet II has been 
appointed advertising and promo- 
tion manager of Epsco Inc., Bos- 


tising, New York, has been ap-|ton, manufacturer of electronic 
pointed copy chief of Stromberger, | data processing and contro! equip- 
LaVene, McKenzie, Los Angeles.| ment. 
He also has been with Lennen &|company’s 
Newell and Compton Advertising. | ment. 


He was formerly in the 


engineering depart- 


(Continued from Page 2) 
reau cross-checked its figures by 
developing shipment and concen- 
tration ratios for more than 1,000 
products by product classification, 
|regardless of the industry where 
| the product is produced. 
| Special comparisons were pro- 
vided to show that in most indus- 
| try classifications the commonly 
jused “industry” data stands up 
|remarkably well against the spe- 
| cially refined product information. 
| 
s There were actually two docu- 
ments published this week. One is 
a booklet of 100 pages by the 
Census Bureau containing all the 
basic concentration information, 
and available for 65¢ from Com- 
merce Department offices. The 
other, by the anti-monopoly sub- 
committee, contains the same ma- 
terial re-tabulated to provide 750 
pages of tables and footnotes. 

As published in both documents, 
the statistics are arranged to pro- 
vide full details on value of ship- 
ments for each of the 447 indus- 
tries and more than 1,000 products. 
In addition, each document in- 
cludes the percentage of ship- 
ments accounted for by the four, 
eight and 20 top companies in 
each industry and each product 
class. 

Among the consumer goods in- 
dustries where the trend toward 
“Big Four” domination seemed 
most dangerous, according to the 
tables, were four mixes, with the 
“Big Four” percentage up from 
41% in 1947 to 73% in 1954; do- 
mestic laundry equipment (from 
40% to 68%); canned seafoods 
(29% to 40%); motor vehicles and 
parts (56% to 75%); small elec- 
trical appliances (36% to 50%); 
wines and brandy (26% to 38%); 
children’s vehicles (61% to 67%) 
and flour and meal (29% to 40%). 

On the other hand the “Big 
Four” share in distilled liquor fell 
from 75% to 64%, in margarine 
from 64% to 48% and in metal 
household furniture from 26% to 
16%. 


s Leaders in the breakfast cereal 
industry increased their share of 
shipments from 15% in 1947 to 
24% in 1954; in beer and ale from 
21% to 27% and in soap and gly- 
cerin from 79% to 85%. But the 
leaders’ share in the cigaret in- 
dustry was reported as 82%, com- 
pared with 90% in 1947, and in 
meat packing it was 39%, com- 
pared with 41% when the first 
postwar census was taken. 

In 35 industry groups concerned 
with food, the bureau reported in- 
creased concentration in 19, less 
concentration in 12. In 25 textile 
industries, more concentration in 
11, less in nine. The apparel clas- 


JOHN P. KAUFFMAN has joined Col- 
gate-Palmolive Co., New York, as 
director of marketing for the 
household products division, a new 
post. Mr. Kauffman was formerly 
exec vp of the foods division of 
Anderson, Clayton & Co. (AA, 
July 15). 


me (U.S. Study Finds Trends to and from 
Market Dominance by Big Companies 


sification, with 37 industry groups, 
had 16 more concentrated, 12 
more competitive. Of nine in fur- 
niture and fixtures, three are 
more concentrated, four less con- 
centrated. 

Within industries, there were 
numerous situations where the 
“Big Four” were more dominant— 
or less dominant—for a particular 
product. The top four meat pack- 
ers had 39% of all meat packing 
product shipments, but 49% of 
lamb and mutton. 

Four companies accounted for 
43% of concentrated milk, but 
79% of canned milk, and only 24% 
of ice cream mixes. Four leaders 
made 46% of the canned seafood 
shipments, 23% of packaged sea- 
food shipments and 31% of frozen 
packaged seafood shipments. 

The “Big Four’ had 60% of 
salad dressings, 89% of canned 
soup and poultry, 34% of frozen 
fruits and vegetables and 32% of 
dog and cat food. 


s Four leaders in the cereal and 
breakfast food field boosted their 
share from 69% in 1947 to 88%. 
In flour mixes the four leaders 
had 54% of the volume. They 
shipped 66% of the biscuits and 
crackers, 49% of the candy bars, 
84% of the chewing gum, but 
only 10% of the bottled soft 
drinks. 

Four companies accourited for 
67% of antibiotics, 46% of cough 
and cold preparations, 35% of lax- 
atives (eight companies accounted 
for 62% in this hotly competitive 
field, and 20 companies for 79%), 
35% of vitamins for human use. 

Four had 76% of the $309,000,- 
000 packaged soap market and 
95% of the $504,000,000 packaged 
detergent volume. 

For dentifrices and mouthwash- 
es, 78% of the total went to four 
leaders, for hair preparations 51%, 
while for perfumes four got 38%, 
eight got 56% and 20 accounted 
for 79%. Gasoline shipments broke 
down to show four getting 32%, 
eight 55% and 20 84%. 

Four companies made 58% of 
the domestic laundry equipment 
shipments, 98% of the sewing ma- 
chines, 55% of vacuum cleaners, 
62% of household refrigerators, 
45% of tv receivers. In each in- 
stance the share of the leaders in 
the appliance fields showed a no- 
ticeable increase. + 


Premium Execs Elect 

L. W. (Red) Flieman, vp of Re- 
gal Ware, has been elected presi- 
dent of the National Premium 
Sales Executives. Others elected 
are H. G. Blakeslee, vp of Cory 
Corp., Ist vp; William J. Stahl, 
sales manager of Ekco Products 
Co., 2nd vp; William R. Rose, 
Bissell Carpet Sweeper Co., 3rd 
vp; Arthur F. Brault Jr., Amity 
Leather Products Co., treasurer, 
and Rudy Hotarek, E. G. Bentley 
Co., secretary (reelected). 


Weber to McCann-Erickson 


Ray Weber Jr. has been named 
an assistant account executive in 
the Los Angeles office of McCann- 
Erickson. For the past three years 
he has been brand manager and 
marketing coordinator for Colgate- 
Palmolive International in New 
York. Before that he was in the 
advertising department of General 
Electric Co.’s appliance division. 


Canadian Ad Company Bows 

Telephone Directory Advertis- 
ing Services has established its 
first office at 21 Park Rd., Toronto. 
The new company will serve Can- 


ada’s $7,000,000 telephone direc- 
tory advertising field and will op- 
erate on commissions received 
from the directories. 
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Rum Ads Violate Taboo 
on Women, DSI Says 


(Continued from Page 1) | 


the industry has been able to de- 
feat repeated legislative threats to 
its advertising, DSI says. 


A rundown on the industry's | Puerto Rican authorities were un- | 


legislative problems, which DSI is 


providing for Puerto Rican offi-| blamed “some Madison Ave. guy| 
| who thinks he knows more than| 


cials, points out that there have 
been hearings on liquor advertis- | 
ing prohibition laws before eight} 
committees in the past 10 years. | 
With members of Congress under | 
strong pressure to approve these) 
bills, the industry’s voluntary | 
programs have been repeatedly | 
praised, DSI notes, and any breach | 
which would weaken that effort 
might handicap the fight against 
prohibition legislation. 

A particularly strong appeal was 
directed to Gov. Munoz-Marin. He 
was advised that members are 
fearful that the Commonwealth of 
Puerto Rico’s program may lead to 
the breakdown in the code of vol- 
untary advertising restraints. If 
this leads to congressional action 
curtailing liquor advertising, it 
would hurt the Commonwealth of 
Puerto Rico as well as all others 
interested in the liquor business, 
DSI pointed out. 


fund based on a refund of $10.50 

per gal. which Puerto Rico gets on 

rum sold in the continental U. S. 
Mr. Jones was inclined to feel 


aware of the issues involved. He 


the rest of the industry.” 


The ads are particularly embar- 


rassing to DSI because some of its 
members are closely identified 
with Puerto Rican rum. They have 
expressed fear they will be held 
responsible for the ads, even 
though they were conceived by 
the rum promotion division of the 
Commonwealth of Puerto Rico, 
without any consultations with 
members of the industry. 


= There were other difficulties 
cropping up to haunt the new 
Puerto Rican campaign. U.S. im- 
porters of Puerto Rican rum dis- 
played impatience over the cam- 
paign, with H. L. Lourie, exec vp 
of the National Assn. of Alcoholic 
Beverage Importers, complaining 
that the rum industry had not been 
consulted. 

In the past there has been a 


® DSI’s executive secretary, How- 
ard Jones, told ADVERTISING AGE, 
“It is particularly disturbing that 
a campaign which undermines the 
industry’s code of self-regulation 
is actually subsidized by public | 
money.” In this instance, he ex-| 
plained, Puerto Rico is spending a} 


close tie-in between promotion 


| subsidized by Puerto Rican author- 


ities and the advertising of the 
leading brands. Importers indicate 
serious misgivings about an in- 
stitutional rum promotion which 
fails to distinguish the better 
brands from some of the poor 
quality rums. # 


Rum Ad Doesn't Ruffle Liquor Men; Some 
Hope It May Presage Weakening of Code 


New York, July 18—“Yeh, pic-| 


Rolland W. Taylor 


Taylor Is New 
FC&B President; 
Cone Changes Title 


(Continued jrom Page 1) 


the agency in 1947, supervising 
the Pepsodent, Hiram Walker and 
|General Foods accounts. He left 
the agency in 1953 to join Colgate- 
Palmolive Co. as vp in charge of 
| advertising. 

In January, 1956, he returned to 
Foote, Cone, this time as a director 
and exec vp in charge of the New 

|'York office. Last December he 
was elected vice-chairman of the 
| board. 
Mr. Cone said Mr. Taylor’s elec- 
|tion “comes at a time when our 
| business is at the highest point in 
|the agency’s history. This is due 
|both to increased advertising ac- 
tivity by old clients and the addi- 
tion of several new accounts.” He 
cited the acquisition since Jan. 1 
of Hawaiian Pineapple Co., Tide- 
water Oil Co., S. A. Schonbrunn 
& Co. (Savarin coffee) and Shul- 
ton Inc. business. 

Mr. Taylor, who will continue 


to make his headquarters in New | 


Fairfax Cone 


after college. In 1929, at the age 
of 26, he joined Lord & Thomas 
on the West Coast. He worked 
mostly on travel accounts. His only 
non-Lord & Thomas agency expe- 
rience was in 1933-34, when he 
was with J. Stirling Getchell Inc. 
for about six months in New York 
and Detroit. 

Returning to the West Coast and 
L&T, in 1939 he was named man- 
ager of the San Francisco office, 
and in 1941 he moved to Lord & 
Thomas’ New York office as head 
of the creative department. He 
switched to Chicago in the same 
capacity a year after that, and six 
months later he became exec vp 
and manager of the office. 

Right after that, Albert D. Las- 
ker dissolved Lord & Thomas, and 
Mr. Cone, with Emerson Foote and 
Don Belding, set up the shop that 
was the natural heir of L&T. + 


Beer Sales Gain in Canada 
Canada’s domestic beer sales 
continued to gain in May of this 
year. In the five months to May 31 
sales totaled 3,169,211 bbls. com- 
pared with 3,025,839 bbls. in the 
corresponding period last year, an 
increase of 143,372 bbls. or 4.73%. 


Argus Promotes Wilson 


Advertising Age, July 22, 1957 


Texaco Returns to 
TV with Special 


| Irregular Series 


(Continued from Page 1) 
vited to make a “Texaco Command 
Appearance.” 


tures of women are being used in| 
Puerto Rican rum ads. So what?” 
That’s the unofficial attitude of | 
most people in the liquor industry | 
here. Most of them are apathetic 


York, started his business career Robert R. Wilson has been 
in 1930 with Kroger Co., where | named sales promotion manager of 
he became assistant branch man-| Argus camera division of Sylvania 
ager over 540 food stores. Later he | Electric Products, New York. Mr. 
spent five years with the mer- | Wilson joined Argus in 1953, and 


about it. Officially, however, they 
have no comment, or they say 
something to the effect that it’s 
“a matter for the Distilled Spirits 
Institute.” } 

At the office of Rums of Puerto 
Rico it was said that a protest has 
been received from DSI today. All 
of the executives are currently in 
Puerto Rico attending a confer- 
ence. The protest will be taken | 
under advisement, it was said, and | 
a statement probably will be is- 
sued in the near future. 

The rum marketing organization 
also confirmed that several com- 
ments from the trade had been re- 


ceived about the new ad campaign, | 


ser the Torrelt Vow lage at New 


which uses pictures of women. But 
no action has been taken on them | 
because of the absence of key ex- 


. ea | 
ecutives. None of the comments, it | 


was said, were hostile. 


@ At Ogilvy, Benson & Mather, 
agency for Rums of Puerto Rico, 
James J. McCaffrey, senior vp, said 
no protest about the advertising 
had been received from DSI or 
from any other source. He declined 
to comment until “there’s some- 
thing more tangible to discuss.” 

There had been some discussion 
of the ads among agency people 
here, but, for the most part, the 
rum ads have not created any ex- 
citement. 

The campaign is generally con- 
sidered to be something of a trial 
balloon, There is a certain amount 
of mild interest in what, if any- 
thing, may develop. But few re- 
gard it as likely that any of the 
big distillers will breach the DSI 
code or risk criticism by the alco- 
hol and tobacco tax unit of the 
Treasury Department as a result 
of using women in liquor ads. 

Still, there are a few imagina- 
tive souls who venture to believe 


| a 


\FEMALE TABOO—It’s okay with the 


chandising division of The Amer- 
ican Weekly and Puck—The Com- 
ic Weekly. In 1942 he moved to 
William Esty Co. as a vp, work- 
ing on such accounts as R. J. Rey- 
nolds, Colgate and Pacquin. 


|}@ Mr. Cone, who went to the Uni- 
versity of California with the idea 
|he might some day be a teacher, 
joined the promotion department 
jof the San Francisco Examiner 


was named director of educational 
service division in 1955. 


Tasker Joins ‘Western Family’ 

Dana Tasker, a former executive 
|editor of Time and Look, has been 
named publisher of Western Fam- 
ily, Los Angeles. He left Look in 
1954 to go to the West Coast. Mr. 
Tasker succeeds C. B. Foster, who 
| has retired. 


“Everyone knows we've been to Puerto Rico 
when we uncork the mum,” 


(Continued from Page 1) 


ler to more tar and nicotine than 
plain tips. Hit Parade, a filter tip, 
and Lucky Strike, a plain tip, are 
marketed by American Tobacco 
and handled by BBDO. 

The article characterized Hit 
Parade as among favored filters 
that “rank highest in both tar and 


Distilled Spirits Institute if Terrell 
Van Ingen indorses Puerto Rican 
jrum. But when Mrs. Van Ingen nicotine.” It said that a smoker 


| gets into the act it violates the | switching from Luckies to Tarey- 
industry’s taboo on women appear- | tons (an American brand handled 
ing in liquor ads, DSI complains. | by Gumbinner Advertising) got 

114% less tar, 10% less nicotine.” 
that if the rum producers can get|As for smokers switching from 
away with this type of advertising,| Luckies to Hit Parade, they got 
other distillers may find it possi-|«}5%% more tar, 33% more nico- 
|ble, after a little time, to get DSI | tine.” 


‘BBDO Denies American Tobacco Ultimatum, 
Calls ‘Digest’ Resignation ‘Our Only Course’ 


the decision to drop the Digest was 
made because this “was the only 
course open to us.” 


s The Digest immediately trans- 
ferred its BBDO business (U. S. 
circulation promotion) to J. Walter 
Thompson Co., which already han- 
dles somewhere between $300,000 
and $400,000 of Digest promotion 
aimed at increasing advertising. 
JWT also handles Digest circula- 
jtion advertising abroad. Schwab 
|& Beatty was named to handle the 
Digest’s Condensed Book Club, 
another portion of the business 
which BBDO had placed. 

It is likely that the cancellation 
of the account by BBDO will end 


| The first telecast in the NBC 
|series, which was placed through 
| Cunningham & Walsh, will be aired 


B | Sept. 19 at 10 p.m., EDT. The Tex- 


j}aco shows will be produced by 
Henry Jaffe’s new company, Coro- 
net Productions. There is no indi- 
cation as to just how many pro- 
grams are planned. 


s Texas Co.’s last tv try was a 
Saturday night weekly comedy 
series, with Jimmy Durante and 
Donald O’Connor alternating in 
the starring role. This series end- 
ed its run in mid-1956. Previously 
the oil company was the longtime 
backer of Miltion Berle when he 
was monopolizing tv’s No. 1 posi- 
tion. 

A few weeks ago Texaco lost out 
to Eastman Kodak Co. in the bid- 
ding for the fall alternate opening 
on CBS’ “Ed Sullivan Show.” 


s Other news at NBC-TV this 
week included the signing of the 
first two sponsors for the new “To- 
night” show to be headed by Jack 
|Paar starting July 29. First cus- 
| tomers were RCA (Kenyon & Eck- 
hardt), the network’s parent com- 
pany, and Polaroid Corp. (Doyle 
Dane Bernbach), a frequent ad- 
vertiser on the program when 
Steve Allen topped the cast. 
Colgate-Palmolive Co. decided 
on a new M-G-M “Thin Man” 
film series to fill its Friday night 
9:30 p.m., EDT, spot. This vid-pix 
|} was placed through Ted Bates & 
|Co., and Pharmaceuticals,. which 
loves those quiz and panel shows, 
| bought alternate weeks on “What’s 
|It For?” This new fall quizzer is 
ja product of Entertainment Pro- 
| ductions (“$64,000 Question,” etc.), 
|arch rival of Jack Barry and Dan 
Enright, who produce Pharmaceu- 
| ticals’ “Twenty One.” 
| Kemper Insurance Co. (John W. 
|Shaw Advertising) bought a 15- 
minute post-game scoreboard to 
follow eight national telecasts of 
collegiate football games in the 
coming season. # 


Norge Sets $1,000,000 Ad 
Budget for Second Half 

The Norge division of Borg- 
Warner Corp., Chicago, has allo- 
cated a national advertising budget 
calling for media expenditures of 
about $1,000,000 for the last half of 
1957. Newspapers and supplements 
will receive approximately 50% 
of the budget, with the remaining 
portion devoted to magazines and 
trade publications. The first ad in 
the consumer schedule breaks in 
the Sept. 28 Saturday Evening 
Post. 

Norge automatic washer copy 
will run in Better Homes & Gar- 
dens, Good Housekeeping, Life, 
Parade, the Post, Sunset Maga- 
zine and This Week Magazine, as 
well as newspapers. Good House- 
keeping, Life, Sunset, This Week 
and newspapers are on the sched- 
ule of clothes dryer ads, and Life 
and newspapers in key markets 
will carry ads on all Norge prod- 
ucts. Donahue & Coe, Chicago, is 
handling the drive. 


to liberalize its code somewhat in 
favor of what is termed “more 
realism and common sense” in 
| liquor promotion. + 


‘Kenny Named PR Director 
Charles A. Kenny has been ap- 


| Then BBDO handled placement 
of promotion ads for the article. 
|These were 300-line, one-column 
| ads in 200 cities. New York sub- 
| way car cards were also used. 


s A memo to agency employes 


another tie between it and the 
Digest. Various BBDO executives Holds Treasure Contest 

have been represented in the Di- | General Foods Corp., White 
gest’s editorial pages from time to Plains, will use Sunday comics 
time. Mr. Brower himself was the sections to advertise entry blanks 
most recent contributor. He wrote|for a buried treasure contest 
a piece last August called “Keys to|sponsored by the Post division. 


pointed director of public relations| from Mr. Brower, as general man- 
and advertising of Warren Corp.,|ager, told of «:ding the 18-year 
Pittsburgh manufacturer of labo-| association with Reader’s Digest 
ratory and hospital equipment.) because of a “ onflict of interest” 
a Kenny formerly was an ac-| with American Tobacco and re- 
count executive of Ketchum, Mac-| ferred to a “provocative” article 
Leod & Grove. |in the July Digest. The memo said 


Achievement.” 

Bruce Barton, agency chairman, 
has had his byline in the magazine 
at least a dozen times, most re- 
cently with “The Most Unforget- 


|table Character I Ever Met,” a. 


profile of his father. + 


| Starting July 29, the contest runs 
| through Sept. 15 and offers more 
than 1,300 prizes. Each entry must 
be accompanied by boxtops or end 
jpanels from Post cereals. Half- 
page ads will be used. Benton & 
| Bowles, New York, is the agency. 
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C&C Super Sues 
Ex-Ad Manager on 
Agency Kickbacks 


(Continued from Page 1) 
has been hit by lawsuits filed by 
Parker Advertising Inc., which 
handled television advertising for 
the Power Products subsidiary, 
and by DuMont Broadcasting Co. 

Parker filed about two months 
ago for about $48,000 in tv bill- 
ings on Power Products’ Super 
Jet spray gun. (Frank B. John- 
ston Advertising handled Power 
Products’ print advertising.) Du- 
Mont seeks $17,000 from C&C for 
advertising placed by Parker for 
Power Products. 

Further complicating the legal 
picture is a C&C counterclaim 
against Parker Advertising for 
about $97,000. C&C charged this 
was the value of television time it 
owned which was allegedly sold 
by the Parker agency without 
payment to C&C. 

All these developments were 
listed in a notice for a_ special 
meeting of C&C stockholders to 
be held July 29 in Wilmington, 
Del. 

The meeting notice does not 
name Johnston Advertising as the 
agency which allegedly rebated 
to Mrs. Rill, but Mr. Johnston, at 
his home in Maryland, said, in a 
telephone conversation with an 
ADVERTISING AGE reporter, not his 
was the agency involved. 


® David L. Ratke, head of Parker 
Advertising, also told AA that he 
had made “payments on commis- 
sions for services” to Mrs. Rill 
when she was owner of Advertising 
Associates, an agency. Mr. Ratke 
said he stopped such payments 
after Power Products became a 
division of C&C. 

C&C, in its special meeting no- 
tice, described the suit against 
the Rills and Mr. Newmark, 
which was filed in federal district 
court here last November, as fol- 
lows: 

“In its action against Mr. New- 
mark, the corporation is seeking 
rescission of an agreement dated 
Aug. 19, 1955, pursuant to which 
the corporation acquired all the 
outstanding stock of Power Prod- 
ucts Inc. and Champion Imple- 
ments Corp. from Mr. Newmark, 
or, in the alternative, to recover 
$1,025,000 from Mr. Newmark as 
damages. 

“The complaint also seeks to 
enjoin Mr. Newmark from dispos- 
ing of any of the shares of the 
[C&C] corporation common stock 
received by him under said agree- 
ment, and asks that a receiver be 
appointed to hold such stock un- 
til the disposition of that action. 
The court, however, has required 
the [C&C] corporation to permit 
the sale or transfer of any of 
such stock. 


s “The [C&C] corporation alleged 
in its complaint that it entered into 
Said agreement on the basis of 
certain representations made by 
Mr. Newmark as to the financial 
status of Power Products, and 
that such representations proved 
to be false.” 

“In its action against Irving R. 
Rill and Bernice Rill, the [C&C] 
corporation is suing to recover 
$50,000 on one count, alleging 
(1) that, as its vice-president in 
charge of advertising, Mr. Rill, 
together with Mr. Newmark, en- 
tered into an agreement to place 
the print advertising of the Power 
Products division of the corpora- 
tion with an advertising agency, 
upon the condition that such 
agency pay to Bernice Rill ap- 
proximately 75% of the fees paid 
to such agency by the corpora- 
tion for the placement of such ad- 
vertising and (2) that $50,000 
was received by Bernice Rill un- 
der that arrangement, and $6,000 
on another count, alleging that 
the corporation paid to Irving R. 


Rill $6,000 as and for expenses, 
|said to have been incurred by 
|}him in the course of his employ- 
/ment and in the furtherance of 
|the business of the corporation— 
which expenses were not, on the 
information and belief of the cor- 
poration, so incurred by him.” 


s In their countersuit, the C&C 
|}meeting notice added, the Rills 
have charged “a conspiracy be- 
;}tween C&C and certain of its of- 
ficers and directors whereby C&C 
would discharge Mr. Rill on the 
grounds of alleged misconduct 
and would circulate the reasons 
for such discharge in a campaign 
to defame and slander him.” For 
this the Rills have asked $1,500,- 
000. 

Mr. Rill told AA that rebates 
were not paid by either Parker 
Advertising or the Johnston agen- 
cy. He called the payments to Mrs. 
Rill “commissions for services,” 
claiming that she was an account 
executive and vp at the Johnston 
agency, and added that these pay- 
ments were currently the subject 
of litigation. 

Mr. Rill said he has been chair- 
man of Alkaid Corp. since May 1, 
/1955. Prior to his tenure at C&C 
|Super Corp., where his salary 
|was reported at $31,667 in 1956, 
jhe had been vp and director of 
|marketing for Reddi-Wip; Rybu- 
|tol account executive at Kastor, 
|Farrell, Chesley & Clifford and a 
| vp at Duane Jones Co. 


= In March, 1954, Mr. Rill sued 
Duane Jones for $13,762 in com- 
missions on accounts which he 
brought into the agency. Report- 
ledly he collected $10,000 in an 
| out-of-court settlement. 

| Mrs. Rill’s advertising back- 
ground, according to Mr. Rill, in- 
cludes service as copy chief of 
Grant Advertising (where he was 
once vp in charge of the interna- 
|tional division); at Duane Jones 
Co., where she was copy super- 
visor, and Abbott Kimball Co. 


® The operations of the various 
C&C enterprises, now headed by 
| former Pepsi-Cola president Wal- 
ter Mack, have provided a Garden 
|of Eden for lawyers during the 
past few years, because of con- 
stantly shifting corporate struc- 
tures and a fair assortment of 
law suits. 

If the proposed reorganization 
is approved July 29, the corpora- 
tion: 

1. Will change its name from 
C&C Super Corp. to C&C Tele- 
vision Corp., with operations pri- 
marily in the licensing and mar- 
keting of the several extensive 
|film libraries it owns or controls, 
including 740 feature films 
bought from RKO Radio Pictures 
last year for $15,200,000. Mr. 
Mack will be succeeded as presi- 
dent and chairman by Matthew 
M. Fox, now head of C&C’s west- 
ern television division, and also 
jhead of Skiatron TV. 

2. Certain assets of the present 
corporation will be transferred to 


;or will remain in C&C Super 
Foods Corp. (formerly called 
Cantrell & Cochrane Corp.), 


which will change its name to 
National Phoenix Industries. Mr. 
Mack will be president and chair- 
man of National Phoenix, whose 
holdings will consist of: Lorraine 
Mfg. (industrial rubber special- 
ties); Cantrell & Cochrane and 
C&C Super Foods products; Pow- 
er Products division; other mis- 
cellaneous interests, including a 
castor bean operation in Mexico 
and a process for making bottle 
closures. + 


Arensman Joins Parker Co. 
Parker Advertising Co., Dayton, 
has named Charles F. Arensman 
Jr. an account executive. Mr. 
Arensman was formerly advertis- 
ing manager of Forse Corp., An- 
derson, Ind., specialized machin- 
ery and equipment manufacturer. 


Last Minute News Flashes 


Burton Leaves Needham to Head K&E in Chicago 


Cuicaco, July 19—Robert R. Burton, vp and executive committee | J 


member of Needham, Louis & Brorby, has been named head of the 
Chicago office of Kenyon & Eckhardt. Walter Lawrence, who headed 


the local K&E office until several months ago, when he returned to | 


New York, has resigned from the agency. 


Mackle Co. Moves to R&R from Thompson 


Corat GaBLEs, FiA., July 19—Mackle Co., real estate developer and | i 


builder, has named Ruthrauff & Ryan as its agency. The account was | 


previously handled by J. Walter Thompson Co. 


Gonzaga U. Will Produce Edsel Spectacular 


Hotitywoop, July 19—Gonzaga University will package and produce 
a television spectacular which will co-star Bing Crosby and Frank 
Sinatra. The show will be seen Oct. 13 from 8 p.m. to 9 p.m., EDT, on 
the CBS network, and is sponsored by Edsel division of Ford Motor 
Co. The show is a benefit for the institution—the alma mater that Mr. 
Crosby made famous. In addition to being the first network tv spec- 
tacular to be produced by a school, it will be the first to show the 
new Edsel car. 


Pennsalt Chemicals Moves to Aitkin-Kynett 

PHILADELPHIA, July 19—Pennsalt Chemicals Corp. has appointed 
Aitkin-Kynett Co. here to handle advertising for all its divisions ex- 
cept Pennsalt-Washington, effective Nov. 1, succeeding Geare- 
Marston, a division of Ruthrauff & Ryan. Condon Co., Tacoma, will 
continue to handle Pennsalt-Washington. 


‘Omaha World-Herald’ Names Graff Ad Manager 


Omana, July 19—George C. Graff, formerly automotive ad manager 
of the Washington Post & Times Herald, has been named national ad 
manager of the Omaha World-Herald. He succeeds Wayne L. Sams, 
who resigned last month to join Floyd F. Mellen Advertising here 
(AA, June 17). Prior to joining the Washington Post & Times Herald 
Mr. Graff had been with the Charlotte Observer, Washington News 
and the Washington Post (before it bought the Times-Herald). 


Bardahl Names Ried! & Freede for Push in East 


New York, July 19—Bardahl of New York Inc., eastern distributor 
of Bardahl motor oil, has named Ried] & Freede, Clifton, N.J., to 
handle its advertising in the New York metropolitan area. Bardahl is 
a new advertiser in the East. The parent company, Bardahl Mfg. Co., 
Seattle, uses Miller, Mackay, Hoeck & Hartung for its national ad- 
vertising. 


Mrs. Wagner's Pies to Blaine-Thompson 

Newark, July 19—Wagner Baking Corp., which markets Mrs. Wag- 
ner’s pies, has named Blaine-Thompson Co., New York, to handle its 
advertising. The account has been with J. M. Mathes Inc. 


Canada Dry Sets Push for Pedro Domecq Wines 


New York, July 19—Canada Dry Ginger Ale Inc. will launch a new 
campaign in October for Pedro Domecq Spanish sherries and brandies. 
It will use eight magazines, newspapers in New York, Boston and Los 
Angeles, and Spanish-language newspapers here and in L.A. The com- 
pany has doubled its advertising budget for the brand. Last year it is 
estimated to have spent about $60,000 in magazines and $10,000 in 
newspapers. J. M. Mathes Inc. is the agency. 


MacGregor Leaves Outdoor Advertising Inc. 

New York, July 19—George P. MacGregor, vp and director of mar- 
keting, Outdoor Advertising Inc., has resigned. He has not announced 
his plans, and no successor has been named. Mr. MacGregor was for- 
merly a vp and account executive on the Philip Morris account at the 
Biow Co., and joined OAI in May, 1956. 


Glidden Names MacLaren; Other Late News 


e Glidden Co., Toronto manufacturer of paints and varnishes, has 
moved its account from Cockfield, Brown & Co., Toronto, to Mac- 
Laren Advertising Co., Toronto. 


e Vail Mfg. Co., Chicago, maker of Victor and Monarch brands of 
paper clips, staplers and other office and industrial supplies, has 
named John W. Shaw Advertising, Chicago, to handle its account. The 
company, formerly a direct advertiser, was purchased July 1 by Titus 
Haffa, Chicago industrialist, who also is board chairman of Webcor Inc. 
e Nelson C. Hazeltine has been appointed senior account executive in 
the Portland, Ore., office of Caples Co. He formerly was advertising 
manager of the women’s wear division of White Stag Mfg. Co., Port- 
land. 


e McCann-Erickson has appointed Charles Lee Hutchings creative 
director of its Los Angeles office. Mr. Hutchings formerly was a vp 
and creative director of French & Preston, New York. Before that, he 
was with Erwin, Wasey & Co. in London. 


e The Toronto Telegram, which put itself in line for legal action for 
violating the Lords Day Act against working on Sundays by bringing 
out a Sunday edition starting March 17 (AA, March 11, et seq.), is 
reverting to its Saturday weekend edition, The explanation given was 
that high publishing costs and a disappointing circulation and ad- 
vertising response to the Sunday edition, brought about the reversion. 
The Ontario provincial government brought action against the news- 
paper shortly after it brought out its first Sunday edition. 


e Food Fair, Philadelphia, which three weeks ago threw out all 
general magazines it was selling through its stores, has decided to re- 
stock “some” of the list of about 100 titles it had been selling. A com- 
pany spokesman declined to give reasons for the chain’s moves. One 
report said Food Fair had been dissatisfied with the mark-up offered 
by most magazines. The chain continues to distribute Everywoman’s 
Magazine, 


e American Aviation Publications, Washington, D. C., has purchased 
Armed Forces Management, published monthly since 1954 at Rockford, 
Ill. The newly acquired book will be published in Washington, start- 
ing in August. 


jlast year 


HAROLD W. OLSEN, a vp and associ- 
ate director of the art department 
of Batten, Barton, Durstine & Os- 
born, has been promoted to head 
art director of the New York of- 
fice. He succeeds Harold C. Mc- 
Nulty, who continues as a member 
of the agency’s plans board and in 
charge of art for all BBDO offices. 


Motorola Doubles 
Magazine Campaign 


Cuicaco, July 18—Motorola Inc. 
will “virtually double” its mag- 
azine advertising during the next 
six months over the same period 
in promoting its 1958 


lines. 

“We are after two major objec- 
tives—greater brand identification 
on a national basis and hard-sell 
merchandising on the local basis— 
and we have a three-way program 
that will do the job,” Harold J. 
McCormick, Motorola’s advertis- 
ing and sales promotion director, 
told a sales convention today. 

The company has come up with 
a human interest campaign de- 
signed around the theme, “More 
to enjoy,” to secure greater 
brand identification. The cam- 
paign breaks with a page ad in the 
July 27 issue of The Saturday Eve- 
ning Post, to be followed with sim- 
ilar ads every other week in the 
Post. 

The ads will show human inter- 
est situations with average people 
enjoying Motorola products. 


# The company will run ads in 
Life to introduce its new line of 
merchandise. The first ad will be a 
full-color spread announcing the 
new Golden Satellite tv line. Other 
ads will feature hi-fi sets and ra- 
dios. 

The national push will be backed 
with an expanded newspaper cam- 
paign in 100 key cities starting in 
September. In addition, testimoni- 
al ads from Bob Feller and Otto 
Graham will run in Sports Illus- 
trated and other sports magazines. 
Leo Burnett Co. is the agency. # 


Miles Wins Court 
Fray with Republic 
Drug over One-A-Day 


Burra.Lo, N.Y., July 18—Repub- 
lic Drug Co. of Buffalo was or- 
dered yesterday to surrender all 
its labels and packages bearing the 
words “one a day.” 

The order came as the result of 
a trademark infringement suit 
brought by Miles Laboratories of 
Elkhart, Ind., manufacturer of 
One-A-Day vitamin capsules. 

Federal Judge Justin C. Morgan 
ruled the local drug concern in- 
fringed on Miles’ trademark by 
labeling its “Super Hist” cold 
tablets “One A Day.” 

Judge Morgan issued a perma- 
nent injunction against the use of 
the trademark by the Buffalo con- 
cern. He assessed costs of the suit 
against Republic Co. 

Miles Laboratories originally 
had asked for all profits made 
through illegal use of the trade- 
mark, but Judge Morgan noted in 
his ruling that the damages had 


'been waived. + 


Tt er te Ce ee geet epimers eet * a Soe: an rn _ an aah Sie See PS ee aie oes a oe a YO eee | Bet OR Sek te niet tie Oe ea a nee? Mee ee ee ES eS Sy ee ee oe a ae 
ee ons ae ak Se eee fae ee iS. ser cr aes ee Re cae et See ee ae 
ee Colmar are 2 ae er cay? 7 toma fsa aa i een Fee 5 cee . Be coe ahs ee a : i woe ae 
Gok 2. te Ens eo oe - Soe la En 7 a> Se eee aS s ge! «> Seo CS sree re os. nme rere Mee. Se eee ae Ramen ep ah. hy Sed ew ames a ha i. ees 
; ee See oS tir aT So TE a es a ee a ET ht PBR gue (ees ae: SR en es tle a ee a ee ti ee i AE oa ke Ohne sd oe Ae on ee Ga 
eats Bo ae Be ie a ey wa Se ree ge ee cls ala na ae he a (‘Sgn aM ee ay eer NS edi Pag page ooh pacar (Nii Si 2a es 
Be re ee os rl <a alg vf a es il ea ae es ghia ee dit er Ae wales: ae EO in, ame Se at ae! ay ae 
Ee: eS >: Salaam oe a & Shes : a ee gee 3 se ae Pee eee Met a ee ee 5 eee a ae a oe a é ee Ape a bad 2 
ect ae ee eee ee my Pa fen oe fo eae oo cia! nome ee hai ve ere " ors ck —— Oe ee peice av = alee em 
a ‘ . a 
‘ oS 
|—ClzETSC 
as j . —_ . 
; | Pe : Bay as " — - . 
7 ee eeseseseseseseeeeesesesesesesesSsS ES y 
“ po 
ae 7 aes ov 
a ae ; ee: «dl 
a a - . a 
Hh re or é a 
ye j Ses 
: a sd —~— | Sa E eat 
Sp oe ane d - i Bs aa 
» ing peat, 
7 | Sls 
= . Py's 
at 
ae 
Re a ee 
=e 
a biaek ag 
ious “St 
4% 
‘ ‘ 
; ao 
: ie 
i : 
| 
{ 
: ; oe oer 
- re: 
fs aa 
xe | <a aoa 
J ~| ree anal 
P eee a 
) | 7 
| Po a 
] 
4 ‘ ¥ a Y 
Fi } rf 
| - 
oa 
: iieheaihe 
Zl Lo ae 
=k 5 oe Se 
sate a ae 
an ma 
1 | ” 
; ee 
is : 
re j 
a 
‘ a 
: Le idee 
nate ce ia 
ates 
: A oe 
: prea 
a apes 
es ee, 
‘i ‘ BD il 
es ; 
era's 
ae ee 2 
beh alae 
ae h nas 
es te 
ae ee. 
Re “a 
: bein s #3 a ay 
fpeee ge 
=e ids 
Foe | 
Bel sie € ee 7 
oe ee 
eS a 
uh 
seat ae 
Be he : 
Pu 
Bee : 
A . ice : 
here 
j ee 
to meena 
= a 
é eas. t 
it a 
By aes 
: =e 
2 
fea .# oe : ir eae ‘ a ‘ Fee vei Tie el 1 i cl ares oe : eee eggs < 2 2 ai Fi - ae Me 
ze : F ; is es 4 i hole " we sa ate sera ow) : xia ee Cima a wa pee. 4 ee er Ys : iia Glee af hs : ib fe ee ee 
ae " sae cs ot ee Pa ee ea eee eee ae : te Reis tes ee So eee Ae ce ae eee a: a aged et ee a RE ea. 3 ce oe eee ee rh -gclieanatal is ee ; 
; Z Se ee ee ee ee ee a ee ee ee 
oe ee te eee ee eee Bay ge Wak: ee er eit Pel AN Wig or a mame Sena yc. Eh, ee ee = 
ee Fo eee er . Shea) Mee i ? (ase i are ges , ae go eh gic pe - : nn i hee la pei eee ae a Bs peg angi ie ae cea pa ie. = ae 
SS 2 See take COS ge oN oy Ua ite ae aM ke oe eee Pap eee, ae poe gals ge lias sis A Yiee. =. A ee te ae ae ; ce oe a 
3 pe ila Aen ee me me ees Sa eee =e aia . a race! : ‘ of ge ee et he igs $e.) aan Since 2 a oe eat os ee at aE cea - ee eet = ae se RW: Der. & yh ide. a r 
oil ; a Gag Sea ee Pts an ara ee ee CS ce se Ma fied os ae ee rE fe ‘ees +. ck ee ee Beebe. eee RT me oS Ot 3: i ae Bo es pia = Es 
a po a eka cee | Sa eee Po iimeort  N ees. Cnt ie Neer ee ee arene cy (iene a. ac eee | eee a ns SSS a ee i ee 


94+8 + B+C + 3468 + B+C + D948 + BHC + D4+B + BHC + D4+H + BHC + 94H + BHC + 946 + BHC + 3948 + BHC + 948 
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... means 


Bertsch + 
Cooper 


... it also means 
Chicago's 
largest, complete 
typographic service 


facilities 


Type faces used are 
Egyptian Expanded - Stymie Medium 


British Toothpaste 
Makers See Ads 
Doubling Market 


(Continued from Page 2) 
trade sources say Hedley has 
pumped something like $3,500,000 
into promotion for Gleem since 
its launching. 

The big battle really got rolling 
last year when nearly $3,000,000 
was spent advertising toothpastes 
in newspapers and magazines. 
There was also heavy use of com- 
mercial tv posters and cinema ad- 
vertising, although there are no 
figures for the two latter media. 
In the first four months of this 
year, however, tv advertising of 
toothpaste was running at an an- 
nual rate of close to $3,000,000. 


® This year, with new campaigns 
breaking, it looks as if at least 
$7,000,000 will be spent in all 
media for toothpaste promotion. 

Manufacturers are pulling out 
all the stops and using many of the 
methods used successfully to cre- 
ate a huge permanent detergent 
market. Colgate-Palmolive is cur- 
rently using a temporary price 
reduction; Macleans is offering a 
free bonus tube for children. 
Other methods include bargain 
packs; coupons (mail or door-to- 
door) offering price concessions; 
premiums; and competitions with 
prizes. 

Just what share each brand or 
manufacturer has of the total mar- 
ket is uncertain. But the market 
leaders (not in order of bigness) 
are undoubtedly Hedley (Gleem) ; 
Colgate; Unilever (through its 
subsidiaries D&W Gibbs Ltd. and 
Pepsodent [Sales] Ltd.); and the 
Beecham group with Macleans. 


® The four leading brands by the 
amount of press advertising done 
last year were Gleem (Erwin 
Wasey); Macleans (S.H. Benson 
Ltd.); Gibbs S.R. (Young & Rub- 
icam); and Colgate (McCann- 
Erickson Ltd.). 

Pepsodent (Mather & Crowther 
Ltd.), on the other hand, has gone 
in strongly for commercial tele- 
vision, making great use of the 
jingle, “You'll Wonder Where the 
Yellow Went,” which was used in 
promoting its sales in the U.S. 

Mather & Crowther adapted he 
U.S. commercial fore in Britain, 
using animated cartoons featuring 
a young boy and a young girl in 
such situations as meeting on a 
skating rink or riding a motor- 
scooter. These were wedded to the 
US. jingle sequences. 

Another brand making effective 
use of television is Gibbs S. R., 
which employs an animated car- 
toon of a moppet holding a quiz on 
toothpaste with her father. 

Macleans television commercials 
use a jingle based on a slogan 
they’ve been using for , ears: “Did 
you Maclean your teeth today?” 
They also feature “Macleans’ new 
degree of whiteness” with cartoon 
characters suddenly appearing in 
cap and gown complete with 
scroll. 


= Among the small brands, Pepso- 
dent has a blue toothpaste in its 
Sky brand (J. Walter Thompson), 
and there is a pink toothpaste by 
Gordon Moore Ltd. (Napier, Stin- 
ton & Wooley). 

Chlorophyll toothpastes had a 
heyday here three or four years | 
ago, but are now a minor factor in| 
the market, accounting for less 
than 5% of the total sales. 

So far, the campaigns to pro- 
mote toothpaste have resulted in 
an increased consumption esti- 
mated at between 12% and 15% 
during the last year or so. But this 
is about the share of the market 


mee omnes 
a fortnight’s 
tooth paste 


ee ete of Mmthwees dorsag (ne wee Se 
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CUT-PRICE OFFER—In rugged British 

toothpaste war, Macleans says buy 

a tube and get one free—“‘for your 

child.” S. H. Benson Ltd. is the 
agency. 


that Gleem has won, so it would 
seem that other manufacturers are 
moving their products at about the 
same level as previously. 

One American innovation which 
has not yet been seen on the Brit- 
ish market—and by current re- 
ports is not now likely to appear— 
is the addition of fluoride to tooth- 
pastes. # 


12 Best Letterheads Honored 

Whiting-Plover Paper Co., Ste- 
vens Point, Wis., has issued its 
sixth annual Letterhead Library, 
featuring the 12 grand award win- 
ners in the company’s 1956 na- 
tional letterhead competition. 15,- 
000 copies are being distributed. 
Copies of this year’s library, com- 
plete with reproductions of the 12 
prize-winning letterheads, may be 
obtained without charge from 
Whiting-Plover. 


McCabe Joins Turner 

T. Rand McCabe has joined the 
|creative staff of Turner Adver- 
| tising Agency, Chicago, in an ex- 
ecutive capacity. Mr. McCabe was 
| formerly a vp of Beaumont & 
| Hohman. 


Ads Called Important 
Income Source for 


Business Groups 


(Continued from Page 3) 
resented the most important item, 
with roughly half the group re- 
porting income from this source 
amounting to 13.7% of their gross 
revenues. Conventions and trade 
shows were utilized by 76 of the 
associations, providing 11.6% of 
their gross revenue, while sales of 
materials accounted for 6.7% of 
the gross revenues of 79 associa- 
tions. 

After expenses, subscriptions 
and advertising revenue contrib- 
uted 4.9% to the net income of 
associations using this source of 
funds. The contribution to net in- 
come from conventions and trade 
shows amounted to 3.2% and sale 
of materials 2.1%. The ratio of 
gross to net for subscription and 
advertising income was 36%, for 
conventions and trade shows 
27.3%, and for sale of materials 
27.3%. 

Experience varied widely by 
line of activity. Among profes- 
sional associations, subscriptions 
and advertising averaged 25.9% of 
the gross revenues, and 13.5% of 
net income. Among retail associa- 
tions this source averaged 33.2% 
of gross revenue, and 9.6% of net 
income; and in the wholesale field 
12.7% of gross revenue and 4.6% 
of net. Three associations in the 
construction field reported 21.3% 
of their gross and 8.1% of their 
net came from subscriptions and 
advertising. 


s For five wholesale associations 
providing full budget information, 
conventions and trade shows rep- 
resented 27.7% of gross revenue 
and 10.9% of gross income; in the 


construction group 21.5% of gross. 
and 7.3% of net; for manufactur- | 
of gross 


ing associations 15.8% 
and 3.3% of net; and for retail 
groups 11.8% of gross and 1.1% of 
net. The survey turned up in- 
stances where large manufactur- 
ing associations received as much 
as 48.6% of gross revenue from 
conventions and trade shows, with 
69.3% credited to this source by 
one professional association. 


a While sale of materials 
amounted to 16.7% of the gross of 
associations concerned with bank- 
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ing, finance and insurance, con- 
tribution to net from this source 
was generally low. It amounted 
to only 0.8% for the banking, fi- 
nance and insurance group. While 
professional associations reported 
7.7% of their gross was from this 
activity, the net in their case 
amounted to only 3.6% of gross. 

The study, “Survey of Associa- 
tion Finances,” is available from 
the American Society of Associ- 
ation Executives, Associations 
Bldg., Washington 6, D. C. ($10 to 
members, $50 for non-members). 
Its 143 pages include statistics 
dealing with such subjects as dues 
structures, sources of income, 
membership promotion methods, 
coordination of local and national 
associations and membership 
turnover. # 


‘Family Weekly’ Adds One 

Family Weekly will be distrib- 
uted with the new Sunday edition 
of the Tribune, Kokomo, Ind., be- 
ginning Oct. 6, 1957. This addition 
brings to 165 the number of Fam- 
ily Weekly distributing newspa- 
pers. 


Sign up now to reach many of the 
most responsible Officers of the U. S. 
Armed Forces. Advertise in The Army- 
Navy-Air Force Register, the weekly 
magazine designed for readership by top 
military people. 

Write or phone the nearest Army 
Times office for sample copies, rates, 
and circulation data. 

“Top Reading For Top Military People” 


ARMY-NAVY-AIR FORCE 


REGISTER 


AFFILIATED WITH 


ARMY TIMES PUBL. CO. 


. 2020 M ST NW. WASHINGTON 6 D.C 
US. OFFICES: Chorleston, $. C., Chicago, Detroit, 


Zi Vole oS te ial a aii or 
THE AMERICAN WEEKEND - THE MILITARY MARKET 
THE ARMY-NAVY-AIR FORCE REGISTER 


5-day FREE trial 


Send no money now. Mail the cou- 


Leading advertisers endorse 
Salesense in Advertising 


381 of Jim Woolf's articles now 
available in one big book 


Advertising and sales executives of many of America’s most 
successful advertisers are enthusiastic readers of James D. 
Woolf's “Salesense,” among them such firms as Dupont, Gen- 
eral Mills, General Electric, Parker Pen, Ford, General Motors, 
Cream of Wheat Corp., Kellogg’s, Aetna Life, Heinz, and hun- 
dreds of other leaders. Typical is this statement by D. H. 
Grigsby, Director of Advertising, Zenith Radio Corp., Chicago: 
“Along with most everyone else in this business, 1 have en- 
joyed your ‘Salesense’ articles. What is more important, I have 
benefited from them.” Now—in response to a flood of demand— 
the Woolf articles, 381 of them, are bound in a handsome cloth- 
bound book. Use coupon to send for your trial copy. 


ADVERTISING AGE 
200 E. IMlinois St., Chicago, Illinois 


Okay, I want to examine the book. Please send it to 
at once. If I like it, I'll send you my check for 
don’t, I'll return it to you after 5 da 


pon, simply indicating your willing- 
ness to examine the book for 5 days 
—at our risk. Then, if you like the 
book, send us your check for $5.95. 
You can’t lose—you may win a lot! 


$5.95. If I 
ys. 
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MAN OF LETTERS \ GOOD PROVIDER — 


SPORTSMAN 
= . 
ba. pits te Ue * TIME offers the biggest concentrated 
we 14 /// pp ‘ 
TRAVELER ff audience of best customers and influ- 


ential people in the United States today. 

Nevertheless, Eloise exaggerates. Not 

all TIME readers are haunted by little 
© ELOISE LTD. girls when they stop at hotels. 


TIME: 


circulation 


2,100,000 
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